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Duane Jones Takes the Stand in 
Long-Awaited $2,000,000 Lawsuit 


New York, Oct. 9—The long- 
awaited multi-million dollar “con- 
spiracy” suit initiated by Duane 
Jones against nine former em- 
ployes got under way before a 
jury of ten men and two women 
in New York Supreme Court this 


morning with Mr. Jones taking the! 


witness stand. 

Scheduled as a $4,500,000 action 
when Mr. Jones filed the suit in 
January, it is now at the $2,000,000 
level. Attorneys for Mr. Jones yes- 
terday requested the withdrawal 
of one cause of action seeking $1,- 
500,000 for alleged slander against 
the Jones Co. 

Another cause of action, in which 
Mr. Jones seeks $1,000,000 from 
Scheideler, Beck & Werner and the 
three principals of that agency in- 
dividually, will go to equity court. 
ein his testimony today, given 
on direct examination, Mr. Jones 
outlined the circumstances sur- 
rounding the alleged “conspiracy 
to destroy” his business. He said 
Robert Hayes, president of the 
Jones Co. at that time, came te 
him on July 3, 1951, and told him 
that nine executives “had banded 
together to buy me out.” 

Mr. Jones said Mr. Hayes told 
him if he didn’t sell, “We'll resign 
in 48 hours.” The nine executives 
were identified as Joseph Scheid- 
eler, Paul Werner, Joseph Beck, 


Robert Hayes, Don Gill, Philip 
Brooks, Lawrence Hubbard, Eu- 
gene Hulshizer and Robert Hughes. 
Mr. Hayes is now with Doherty, 
Clifford & Shenfield and Mr. Gill is 
with Geyer Advertising. The others 
are with SB&W. 


@ Mr. Jones said he asked Mr. 
Hayes, “What do the clients 
think?” Mr. Hayes replied, he said, 
“They're already pre-sold.” Mr. 
Jones added that Mr. Hayes said 
the nine would tell him the price 
they’d pay for the agency on July | 


5. “You’ve got a .45 at my head,” | picture STORY—Helene Curtis Industries 
Mr. Jones said he told Mr. Hayes. | tells the story of its Spray Net in this pic- 

Under further questioning, Mr. | ture ad scheduled to run in newspapers in 
Jones said the nine wanted him to | key metropolitan markets on Oct. 17. The 
lend them $200,000 to carry on the | Chicago cosmetics maker reports it is now 


agency. He said the arrangement 


| was that he’d get 1% of the agen- | 


cy’s gross billings for five years, | 
“evidenced by unsecured promis- | 
sory notes.” He told the court the | 
agency had a net worth of $700,000 
at that time. 

Mr. Jones went on to say that he 
accepted the arrangement alleged- 
ly offered by the nine, “provided 
they followed the Lasker plan for 
selling an agency to employes.” 
He explained that under this kind 
of plan, the employes got the ac- 
counts and the principal kept the 
agency “for tax reasons.” 

However, went on Mr. Jones, 

(Continued on Page 85) 


Magazine Publishers 
Find Some Good News 


Newspaper Grocery 
Inventory Urged as 
Strong Sales Tool 


Cuicaco, Oct. 9—Newspapers 
with monthly grocery inventories 
are missing a good bet by not us- 
ing the inventories as a selling tool. 

This is what newspaper repre- 
sentatives were told today during 
the fifth national research clinic 
sponsored by the participating 
newspapers and the Bureau of Ad- 
vertising, American Newspaper 
Publishers Assn. 

Richard D. Crisp, director of re- 
search for Tatham-Laird, stressed 
the advantages of the local grocery 
au@it in selecting test markets and 
urged the newspaper admen to sell 
advertisers with this point. 

Mr. Crisp offered the admen 
suggestions for selling the grocery 
inventory to advertisers and 
pointed out that in all his years in 
the agency business he had never 
been called on by a newspaper 
space salesman who offered him 
the inventory as a strong selling 
point 


e Mr. Crisp’s sentiments were 
echoed by Edward Battey, v.p. and 
director of research for Compton 
Advertising. Mr. Battey also re- 
ported that a newspaper salesman 
had never approached him with 
(Continued on Page 8) 


Costs Are Up, as Usual, 
But Paper Prices Aren’‘t 
Expected to Rise Soon 
Rye, N.Y., Oct. 9—The Maga- 


zine Publishers Assn. gathered here 


for its fall meeting and 
spersed its gloomy fare of rising 
costs and dwindling profits with 
occasional bits of good news. 
Among the cheery tidings: 
The rack contest for architec 
and store fixture designers is in 
its closing stages, has drawn a siz- 
able number of entries and has 
“educated” an important segment 


spending $1,500,000 a year through Ruth- 

rauff & Ryan to promote Spray Net. The 

current campaign includes a saturation 

schedule of TY spots and ads in 10 women’s 
magazines. 


Cunningham Tells 


| reportedly bills about $5,000,000. | 


Untapped Areas 
for Advertising 


Cficaco, Oct. 10—Many promi- 
nent areas of American business 
and industrial life still remain 
largely untapped, advertising-wise, 
John P. Cunningham, executive 
v.p. of Cunningham & Walsh, New 
York, said here today. 

Speaking at the annual meeting 
of the board of governors of the 


American Assn. of Advertising 
Agencies’ central council, Mr. 
Cunningham said the fields of 


(Continued on Page 85) 


Donaldson Says Mail 


Costs Must 


Tarcher May Merge 
in November with 
Cecil & Presbrey 


New York, Oct. 9—A merger 
between J. D. Tarcher & Co. and 
Cecil & Presbrey will probably be 
announced about Nov. 15. 

Neither agency would comment 
today, but negotiations have been 
under way for some time and are 
expected to be concluded by that 
date. There was no indication as 
to what will happen with the 
Tarcher agency’s accounts and 
personnel. Apparently, these mat- 
ters are still under discussion. 

It was indicated that the Tar- 
cher agency has been looking for 
an affiliation which would give 
broader services to its clients. The 
agency was founded 28 years ago 
as Hommann, Tarcher & Cornell. 

In 1939, the name was changed 
to J. D. Tarcher & Co. The agency 


|Its largest and oldest (28 years) 


| 


}account is Benrus Watch Co. 


| 

he Cecil & Presbrey’s billings are 
| estimated at $18,000,000. It was 
founded before the turn of the 
century by the late Frank Pres- 
brey, as Frank Presbrey Co. In 
1939, James M. Cecil, 
with Cecil, Warwick & Legler, 
bought into the agency, changed 
the name to its present one and 
became president. 

Top accounts at C&P include 
Block Drug (Amm-i-dent), TV on 
Electric Auto-Lite Co., part of 
Sylvania Electric Products, and 
Nestle’s Chocolate Co., and Phil- 
ip Morris’, Marlboro cigarets. 


_ Last Minute News Flashes 
R&R Gets Steepolator Coffee Bags; Drive Set 


inter- | 


New York, Oct. 10-——-Modern Coffees Inc., Boston, has appointed | 


| Ruthrauff & Ryan to handle advertising for its newest product, Steepo- 
| lator coffee bags, and will shortly launch an estimated $250,000 in- 


| troductory campaign. Magazines, newspapers and radio and TV spots | 
ts | in 16 markets will be used. There will be considerable cooperative ad- | 


| 


to the requirements of newsstand | 


selling. 

The long-awaited results of the 
cost study of 12 drug stores is 
nearly completed, and will be 
presented to the National Assn. of 
Retail Druggists at its convention 
in St. Louis next week. Originally, 
this was to have taken the form of 
a composite, lumping the 12 stores 
together and showing how profit- 
able various departments are. 


® This form wasn’t wholly fair to 
magazines, which showed up as ac- 
counting for 4.7% of volume, 3.4% 
of profit and about 1% of inven- 
tory (all of it no-risk, because of 
returns). An examination of the 
12 stores showed one-third were 
inefficiently operated from a mag- 
azine viewpoint—two had only one 
distributor’s group of magazines, 
(Continued on Page 84) 


vertising. The coffee bags, which contain unadulterated coffee, will be 
| sold as “Steepolator coffee bags” under more than 100 private labels. 


MacFarland, Aveyard Executive Staff Reorganized 


Cuicaco, Oct. 10—The executive 


staff of MacFarland, Aveyard & Co. 


has been organized with A. E. Aveyard, formerly executive v.p., as pres- 
ident, and A. B. Dicus as executive v.p. and general manager. Hays 


MacFarland, formerly president, 


is now chairman of the agency's 


board. The announcement of the realignment was made at a luncheon 


meeting of the entire MacFarland, 


Aveyard organization today. 


Freund May Close Agency to Join Gumbinner 

New York, Oct. 10—Neither party would comment on reports that 
agency president Morton Freund was closing his 20-year old agency, 
Morton Freund Advertising, and that he, several key executives and 
top accounts are moving over to Lawrence C. Gumbinner Advertising. 
Hiram Ashe, who joined Freund along with several industrial accounts 


little more than a year ago as a V.p., 


reportedly will not join Gumbinner. 


The Freund accounts involved include D’Orsay Perfumes, Kolmer- 
Marcu Clothes, Timely Clothes and others. An announcement is ex- 


pected early next week. 


Grey Advertising to Handle Jet Vacuum 

New York, Oct. 10—Landers, Frary & Clark, New Britain, Conn., has 
named Grey Advertising Agency to handle advertising for its Jet 99 
vacuum cleaner, effective Jan. 1. Goold & Tierney handles other LF&C 


products. 


(Additional News Flashes on Page 85) 


formerly | 


Increase 


DMAA Members Vote 
Against Proposal to 
Expand Services Now 


WASHINGTON, Oct. 10—Post- 
master General Jesse Donaldson 
made it clear today that he will 
continue to try to get more money 
from mail users, including mem- 
bers of the Direct Mail Advertis- 
ing Assn. before whom he spoke. 

The DMAA, holding its 35th an- 
nual meeting here, heard Mr. Don- 
aldson Wednesday. On the same 
day, members had quite an argu- 
ment over plans for expanding 
DMAA services. The plans were 
left up in the air after the mem- 
bers failed to agree by a 37-36 
vote on a dues increase proposal. 

A comprehensive proposal for 
DMAA to establish an institute of 
research and education, and step 
up its services to its members, had 
been circulated in advance of the 
convention by outgoing President 
Harry Woodley. 


|@ More than 800 DMAA members 
}and guests jammed the trade show 
land work sessions during the 
|three-day meeting. Hundreds 
| crowded into the west ballroom of 
the Shoreham Hotel yesterday, 
and divided into intimate groups 
(Continued on Page 81) 


| 


New Standards 
Are Urged for 


‘Photo-Engravers 


| Curcaco, Oct. 7—The photoen- 
graving industry is “most vulner- 
| able” from the standpoint of qual- 
ity, Erwin A. Miessler, v.p. and 
production manager of Needham, 
| Louis & Brorby, said here yester- 
day. 

Speaking from the agency side 
of the picture at the 56th annual 
convention of the American Photo- 
Engravers Assn., Mr. Miessler as- 
| serted that the engraver’s and 
|agency’s mutual customer, the ad- 
| vertiser, is “paying a lot for some- 
thing he’s not always getting.” 

Quality was one of four points 
listed by Mr. Miessler as the basis 
on which advertising men choose 
engravers. The others were reputa- 
tion, price and equipment and 
service. 

Emphasizing that most clients 
are not sympathetic to engraving 
costs, Mr. Miessler further charged 
that engraving invoices are too 
complicated. He urged that the as- 
sociation members work out a sim- 
plified billing system which would 
be “more believable and under- 
standable.” 


@® As one way of remedying the 
situation, Mr. Miessler suggested 
that engravers do all possible to 
find out the needs of their cus- 


(Continued on Page 87) 
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Sr. Pau, Oct. 7—For the second 
straight year, Economics Labora- 
tory Inc. is using an O-Cel-O prod- 
uct as a package premium with its 
three-pound Soilax box. However, 
this time it is trying something new 

Sof by putting the premium inside the 

: box 
Eehils oa Packed in every economy size 
ie package of Soilax will be a 39¢ O- 
Cel-O sponge dish mop. The mop 
represents a real premium, since 
the box will continue to retail at 
its regular price of 69¢. 

Jim Nash, who operates a pack- 


ee 
Liberal Interpretation 
fee WASHINGTON, Oct. 9—The Fed- 
eral Trade Commission's newest 


: member came out strongly today 
; against the commission's “literal” 
> interpretation of the word “free.” 


While the commission still voted 
3-2 for a “no strings attached” in- 
terpretaiion of “free,”’ today’s dis- 
sent by Commissioner Albert A 
Carretta raised the possibility that 
the commission's attitude will re- 
lax before many more months 

Commissioner Carretta used a 
minor case involving punchboards 
as the occasion for releasing his 

Maxtensive legal research on “free.” 
© Differing with the commission 
Majority, he took the position that 


free’ should be permitted if the 
Gonditions are clearly and con- 
Spicuously set forth 


@ The majority, however, contin- 
Bed to vote that “free” cannot be 
Used in an ad “to designate or re- 
r to any article of merchandise 
hich is not in fact a gift or gratu- 
; or is not given without requir- 


g the purchase of other mer- 
@andise or the performance of 
@ome service inuring directly or 
Midirectly to the benefit of the 
Sélicr.” 

Commissioner Carretta said he 
c@ncurred with the majority that 


Bred Schamback, New York, had 
uged “free” deceptively, to pro- 
mote the sale of push cards. 

The new commissioner said he 
ig against lotteries, but that he feels 
the commission goes too far when 
it completely forbids “free” unless 


@ While he was not an FTC mem- 
ber when the case was argued, 
Commissioner Carretta said he had 
read the entire record and has ex- 
amined previous legal discussions 
involving “free.” 

In attacking the commission's 
literal interpretation, he relied 
heavily on a brief filed in the 
Supreme Court in September, 1937, 
’ by the then solicitor general, Stan- 

ley Reed, and the then assistant 
attorney general, Robert H. Jack- 
son 


ie This 


brief, in Federal Trade 
Commission vs. Standard Educa- 
tion Society, said that when such 
an offer of a gift is made, the cus- 
f tomer understands from the use of 
is the word “gift” that an article is 
A to be received without payment be- 
‘ ing made for it 
Fe “If he is told that it is to be re- 
ceived ‘free of charge’ if another 
article purchased, the word 
‘free’ causes him to understand 
that he is paying nothing for the 
and only the usual price 
other.” 


IS 


Se article 
by as for the 


® After quoting from the brief, 
Commissioner Carretta ended his 
opinion by observing: “The 
thoughts of these two eminent law- 
vers and jurists who now sit on the 
Supreme Court of the United 
States should be given considerable 
weight unless conditions have so 
changed since 1937 as to warrant 
a change of attitude on the part 
of the Federal Trade Commission 


a deal is available on a no-ques- 
»tfions-asked basis 


Soilax Tries Premium Inside Carton 


age design studio in New York, 
laid out the new Soilax box, which 
displays the dish mop on the car- 
ton in actual size. The O-Cel-O 
mop has a plastic handle and is 
supposed to be helpful in cleaning 
tall glasses and getting at other 
“hard to reach” places such 
venetian blinds, refrigerator trays 
and radiators 


as 


@ Last year the large Soilax carton 
was packed with a 29¢ O-Cel-O 
sponge on the outside of the box. 


(Continued on Page 50) 


New F TC Commissioner Carretta Prefers 


of ‘Free’ in Ads 


In my humble opinion, no 
change of conditions has 
place, and what was expressed in 
1937 is just as true today.” 
Today's case was the first 


such 


case handled by the FTC since May 


8 when the commission issued an 
order prohibiting the use of “free”’ 
to describe the offers of the Book- 
of-the-Month Club. 


s While the vote was still only 3-2, 
with Commissioner Lowell Mason 
supporting Commissioner Carret- 
ta, changes in FTC membership 
next year create possibility 
a further switch, 
John Carson, who voted for literal 
interpretation of “free,” is expected 
to leave the FTC as soon as the 
incoming President gets around to 
naming a successor. Commissioner 
Carretta said he felt the commis- 
sion should permit the use of 
“free” subject to these safeguards: 

1. The word “free” should not 
be used if the distribution of mer- 
chandise is by lot or chance. 

2. All conditions, obligations or 
other prerequisites must be clear- 
ly and conspicuously explained so 
as to leave no reasonable probabil- 
ity that the terms of the offer 
would be misunderstood. 

3. There must not be additional 
cost over and above the ordinary 
and usual price of the merchandise 
which must be purchased, nor can 
inferior merchandise be substituted 
for what is ordinarily and custom- 
arily sold at the designated price. 

4. There must not be an addi- 
tional hidden charge for the “free” 
article 


a 


8 Chairman James Mead, Commis- 
sioner Carson and Commissioner 
Stephan Spingarn stood on the 
opinion which Commissioner Mead 
wrote in the Book-of-the-Month 
case. In that opinion, Chairman 
Mead contended that it is a con- 
tradiction of terms to say “free, 
and then put conditions on the of- 
fer. He said the impact of the word 
“free” is so great that it is unfair 
to use the word unless there ac- 
tually are no strings attached. 

Misuse of “free’’ injures compet- 
itors as well the public, 
he argued 


as 


Flako Promotes Pancakes 

Flako Products Corp., New 
Brunswick, N. J., during the month 
of October is concentrating its ad- 
vertising on its corn muffin mix 
for making corn flavored pan- 
cakes. Related items, such as but- 
ter, syrup and sausages, are also 
being featured. The promotion 
via H. B. LeQuatte Inc., New York 

will include 495-line space in 31 
metropolitan newspapers; two- 
third pages in the October issues 
of Family Circle and Woman's 
Day; endorsement by Galen Drake 
over 49 stations of CBS, plus three 
independents, and 63 TV spots on 
12 CBS, NBC and independent sta- 
tions 


Brundage Joins Cuneo Press 

James H. Brundage, formerly 
advertising manager of the Bis- 
marck Hotel, Chicago, has joined 
the operating staff of Cuneo Press, 
Chicago. 


taken | 


“free” | 


of | 
for Commissioner | 


| 


A PIPPIN—Model Lynn Connor receives her apple crown as Miss Pippin from Candy 
Jones. Thus attired, Lynn represents Lentheric Inc.'s newest lipstick shade called 
Pippin Red. 


New York, Oct. —Vending 
machines that will take paper 
money and make change are on the 


drawing boards 

The day is near 
little retailers can stay open 
around the clock with automatic 
merchandising equipment. 

Sales costs being what they are, 
economics favor the prediction that 
machines wil! take over more and 
more the job of selling packaged 
products. 

These predictions were made to- 
day by a pane! of business paper 
editors at a luncheon meeting of 
the Sales Executives Club of New 


when big and 


York. The panel was sponsored 
by the National Conference of 
Business Paper Editors, editorial 


wing of Associated Business Publi- 
cations. 


® Panel members included Philip 


Business Paper Editors See Great Future 
for Retailers in Automatic Merchandising 


merchandising, Grey Advertising | 
Agency, and contributing editor of 
Printers’ Ink; Lawrence Drake, | 
editor, grocery edition, Chain Store 
Age; Julien Elfenbein, editorial | 
director, home furnishings divi- | ¢ 
sion, Haire Publishing Co.; Earl 
Elhart, editor, Women’s Wear 
Daily, and G. R. Schreiber, editor, | 
Vend Magazine. 

Mr. Salisbury, 
tory rem 


stores at noon and remain open 
until 9 p.m. 

Mr. Weiss emphasized that the} 
trend toward decentralization of 


retail shopping areas will continue | 


and that the trend toward noctur- 
nal retailing is definitely on the 
increase. 

8 “Already,” he said, “about 25% 
of our total food volume is bought 
The Robert Hall chain 


Newspapers Best 
Ad Buy. IGA Head 
Tells Utah Retailers 


Satt LAKE Ciry, Oct. 8—News- 
papers are the best advertising 
buy, according to Don R. Grimes, 


e Independent Gro- 
f America, a chain 


|president of t 
cers’ Alliance 
lof 5,500 outlet 

Mr. Grime 
jin a speech to 
jtailers here ti 
“While we are using every meth- 
od to tell our story to the public— 
land that inclu 
lday supplements, 
| vision—it is the unqualified belief 
lof the IGA, its wholesalers and its 


made the statement 
i group of IGA re- 


lay 


lretailers that the tried and true 
way to get our message across is 
through the daily newspapers 
which go into the homes of our 
customers,” he told the group. 


n't idle chatter. We 
what we preach. We 
6 newspapers in our 
Our experience over 
proved to us that the 
where we get our 
jilars’ worth and 
papers’ readers find 
have to sell and at 


“And that 
are practicir 
ure using 1,9 
fall campaig? 
the years has 
newspapers ; 
advertising 
where the ne 
out what we 
what price.’ 


ok issue with “var- 
ious agencies’ which have been 
reporting the rising cost of food. 
He said his organization had fig- 
ures to prove that 77° of the items 
sold in IGA stores have not in- 
creased in price since the begin- 
ning of 1952. 


@ Mr. Grimes | 


;general and the grocery 


les magazines, Sun-| 
radio and tele-|nomenal growth of population in 


Salisbury, general manager and at night. 

editor of Sales Management, mod- probably does over 30% of its 

erator; E. B. Weiss, director of (Continued on Page 6) 
“We feel too,” he ahies, * “that 


our constant suggestions to home- 
makers through our newspaper ad- 
vertising has had an effect on food 
prices in Chicago and elsewhere 
where prices have declined recent- 
ly more than 1%.” 

He asserted that this decline in 
price was directly related to IGA’s 
suggestions to housewives in its 
ads on how to substitute inexpen- 
sive foods for those which are more 
costly 

He business in 
business 
in particular will continue to be 
good far into the future. He based 
his forecast principally on the phe- 


predicted that 


the U. S., which he said would 
reach 180,000,000 people by 1960. 


in his introduc-| 
arks, predicted that most | 
retailers by 1957 will open their | 
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Capital Group Takes 
FCC to Court on 
WWDC-FM Renewal 


WASHINGTON, Oct. 9—Transit 
Riders Assn. asked the Court of 
Appeals here today to require the 
Federal Communications Commis- 
sion to hold a hearing on renewal 
of the license of WWDC-FM, which 
provides broadcast programs on 
vehicles of the Capital Transit Co. 
| The association told the court 
the commission acted illegally 
when it gave WWDC-FM an auto- 
}matic renewal, without consider- 
ing protests which were filed 
against the transit radio broad- 
casts. The association said it was 
|prepared to dispute the recent 
FCC ruling that Transit Riders 
Assn. has no right to intervene in 
a licensing proceeding. 
| The commission’s ruling, which 
was subsequently applied to the 
|National Assn. of Radio & Televi- 
patos Broadcasters, said that li- 
| censing hearings are confined to 
“parties of interest.” According to 
the commission, “parties of inter- 
est” are persons whose investments 
are in danger, or who have a direct 


jinterest in the frequency (AA, 
Sept. 15). 
ls In its petition today, Transit 


Riders Assn. said this ruling re- 
| sulted from a “strained and tor- 
}tured” interpretation of the so- 
called “McFarland Law” passed by 
|Congress last year to clarify FCC’s 
| processing methods. 
The association, which has al- 
jready been to the Supreme Court 
on the “captive audience” argu- 
ment—- FCC had 
ignored protests filed two years 
jago requesting public hearings on 
WWDC's license renewals. 

It pointed out that Commission- 
ler E. M. Webster had dissented 
from the commission's renewal of 
| WWDC-FM, and had written: “I 


think this association is entitled 
to know, among other things, 
whether transitcasting is broad- 


|casting or point-to-point communi- 
cation and whether the operation 
is in the public interest, or is be- 
ing run solely for the purpose of 
‘furthering the private interest of 
the operator.” 


® On the basis of the transit riders 
case, the FCC refused to let the 
NARTB intervene in a dispute over 
the grant of a construction per- 
mit for an educational TV station 
for the University of Kansas. The 
NARTSB said the university had not 
met the financial qualification, 
which commercial broadcasters 
must meet before getting a con- 
struction permit. 

The FCC said the NARTB can- 
not take part in licensing proced- 
ure because it has nothing at stake. 
The commission explains, however, 
that the association can take part 
in so-called rule-making proce- 
dures—hearings where general 
policies, rather than individual li- 
censes, are under discussion. 


Videodex Network TV Ratings 


Week of Aug. 11-17, 1952 


Copyright by Videodex Inc. 


Program Popularity 


Rank rogram (%) 
—— (Liggett & Myers, NBC. 41 
Cities 34.9 
2 Gostre s Talent Scouts (Lever- Lipton, 
24 Cities) 33.9 
3 & Friends (Liggett & Myers. 
CBS, 53 Cities 31.8 
4 My Yr eee (Philip Morris. 
CBS, 59 Cities) 29.0 
What's My Line? (Stopette, CBS. 
42 Cities) 29.0 
5 Pabst Bouts (CBS, 53 C.ties) 27.0 
6 Robert Montgomery Presents (S. C 
Johnson, NBC, 56 Cities) 26.0 
7 Best of Groucho (DeSoto- Plymouth, 
NBC, 57 Cities) 25.8 
8 Big Town (Lever Bros... CBS, 37 Cities). 25.5 
9 Boston Blackie (Local Sponsors, no net, 
38 Cities) 25.2 
Seoteaes TV Playhouse (NBC, 57_ 
Cities 25.2 
10 All Star Game (Admiral, DuMont, 
Cities) ...... soreness 23.6 


Total Homes Reached 


Rank rogra (000) 
1 Godfrey & — (Liggett & Myers, 

CBS, 53 Citie 
2 My —_ Maree (Philip Morris, CRS, 

59 Cit 5,140 
3 they “iinet & Myers, NBC. 

41 Citie 4,979 
4 What's My Line (Stopette, CBS. 

42 Cities 4,522 
5S Pabst Bouts (CBS, 53 Cities) 4.460 
6 Robert Montgomery Presents (S. C 

Johnson, NBC, 56 Cities) 444) 
7 Best of oo (DeSoto-Piymouth. 

NBC. 57 Citie: 4,391 
8 Goodyear TV Playhouse (NBC, 

57 Cities) ‘ 4,358 
9 Racket Squad (Philip ‘Morr.s, Cas, 

57 Cities) 
10 Godfrey's tities) Scouts (Lever-Lipton, 

CBS, 24 Cities 5 
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Campbell-Ewald 
Moves Little Up 
to Ewald’s Post 


Ewald Becomes Chairman 
and Gives Younger Men 
More Responsibilities 


Detroit, Oct. 7—Henry G. Little 
became president of Campbell- 
Ewald today as Henry T. Ewald 
stepped up to board chairman. 

Mr. Ewald had been president 
since 1917, when Frahk J. Camp- 
bell, who helped him found the 
agency 41 years ago, retired. Mr. 
Little, with the organization since 
1944, has been executive v.p. since 
1945 

Mr. Ewald explained the move 
as due to “the increasing complexi- 
ties of business and the. ..need for 
decentralization” and “demands for 
more intensive advertising and 
merchandising.” Therefore, 


Henry Ewald Henry Little 


he is dividing his “respon- 
‘team’ of younger 


says, 
sibilities with a 
men.” 

Mr. Little’s executive staff will 
include Edward E. Rothman, v.p. 
and general manager; L. R. Nel- 
son, senior v.p. and treasurer, and 
J. J. Hartigan, senior v.p. and me- 
dia director. 


es Mr. Little was for 20 years a 
member of Lord & Thomas as man- 
ager of that agency’s Dayton office 
and later as executive on the Fri- 
gidaire account. 

He left L&T in March, 
join Roy S. Durstine Inc. in Cin- 
cinnati as account executive for 
the Crosley account. In January, 
1941, he left Durstine and was 
named manager for Nash Motors 
by Nash-Kelvinator Corp. in Feb- 
ruary. 

Since being with Campbell- 
Ewald he has been responsible for 
the Chevrolet account, the agency's 
largest. 

He is a board member of the 
American Assn. of Advertising 
Agencies, the Advertising Counci! 
and the Advertising Federation of 
America. 


1946, to 


Begin Frozen Sea Food Test 

A. Paladini, San _  Franciscc 
packer of Paladini Fresh Frozen 
Sea Food, has launched a test pro- 
motional campaign in the San 
Francisco area, using television. 
Plans have been made to extend 
the campaign into all California 
markets, using TV and newspapers. 
The San Francisco office of Ad- 
vertising Inc. is handling the ac- 
count. 


Marhoefer Appoints Hill 
Marhoefer Baking Co., Altoona, 

Pa., has named the Albert P. Hill 

Co., Pittsburgh, to direct adver- 


| WINTER IN THE SOUTH—Among 300 admen and airline travel, 
| hotel and resort people at a dinner party given at the Caso- 

blanca Hotel, Miami Beach, by Hal Winter Co., 
| fesentative, were (from left) Sy Kaplan, Winter's sales manager; 


he. 


New Orleans Item; 
newspoper rep- 


Maurice Kramer, Sears, Roebuck & Co.; 


\ 


David Stern, publisher, 
Walter Sternberg, National Airlines v.p.; 


William Ryder, Grant Advertising account exec, and Charles 
Sharp, National Airlines’ sales promotion manager. 


Travel Interests 
Spend $14,190,203 
to Lure Tourists 


PHILADELPHIA, Oct. 8—State, 
community and area organizations 
throughout the nation have budg- 
eted a total of $14,190,203 for 
tourist and vacation travel pro- 
motion in 1952. 

Of this a total of $4,720,654 was 
spent by states from tax funds. A 
total of $9,469,549 was spent by 247 
organizations at all levels through- 


|out the nation for the same pur- 


poses. 

Of the total taken from taxes, 
$1,910,478 was spent on direct ad- 
vertising, according to the annual 


{Curtis Publishing Co. tourist and 


McGraw-Hill Will Drop Catalog Division; 
Offers Writing Service to Ad Agencies 


New York, Oct. 8—McGraw-Hill 
Publishing Co. will discontinue its 
catalog service division and sus- 
pend publication of its pre-filed 
catalogs, effective after publica- 
tion and distribution of the 1952- 
53 issue of its pre-filed mining 
catalogs. 

This action has been taken, it 
was announced today, because the 
company’s experience in the cata- 
log business over a long period of 
years has not proved commercial- 
ly rewarding. 

“We believe in the value of pre- 
filed catalogs,” Paul Montgomery, 
senior v.p. of the company, said, 
“but standards we have main- 


vacation advertising expenditures | tained in order to provide the best 
report for 1952. The survey was possible service for our custom- 


made by the Curtis research de- 
partment, 
tionnaires sent to 389 city, state 
and area groups. Reports were re- 
ceived from 260 respondents. 


using letters and ques-| 


‘w= Mr. 


ers have not paid out at the rates 
we felt we could justly charge.” 


Montgomery emphasized 


|that the 1952-53 pre-filed mining 


8 A total of $315,038 is being spent, 


on publicity by 


sources, $927,623 for literature, 


$267,500 for state magazines, $182,- 
450 for information services, $1,- junction with McGraw-Hill’s in- 
117,565 for administrative and oth- 


er expenses. 
Of the state, area and commu- 
nity organizations, those in Flori- 


| 


catalogs would be completed, and 
that the decision relating to pre- 


states from tax) filed catalogs does not affect any 


of the directories or buyers’ guide 
issues that are published in con- 


dustrial and business magazines. 
With the publication and dis- 

tribution of the mining catalogs 

in December, the company will 


da are spending a total of $1,169,-| disband the division and will dis- 


905; California, $1,134,715; Michi- | continue 


its prefiled electrical, 


gan, $591,569; New Mexico, $316,-| textile and mining catalogs. 


216; North Carolina, $295,117; 
Colorado, $291,500; Maine, $290,- 
830; Arizona, $284,120, and Wis- 
consin, $279,410. The Curtis report | 
broke these allocations down by | 
communities where such alloca- 
tions were made. 

The Dominion of 
through the Canadian 
ment Travel Bureau, is spend- 
ing a total of $1,195,481 this 
year for tourist promotion, all of 
it directed to the U. S. market. 
Bermuda, through the Bermuda 
Travel Development Board, has 
allocated a total of $260,000, of 
which $300,000 is directed at U. S. 
citizens. Nassau, in the Bahamas, 
allocated $625,000 entirely to at- 
tract U. S. tourists. Quebec is 


Canada, 
Govern- 


tising in west central Pennsylvania. | 


The company’s promotion will be 
expanded to include a special tele- 
vision program 
urday mornings 
Johnstown, Pa. 


WJAC, 


over 


National Lead Names Groth 


Milt Groth, previously advertis- 
ing manager of Valentine & Co., 
has been named to the advertis- 
ing department of National Lead 
Co., New York, as an assistant in 
the paint division. He also will 
edit the company’s monthly paint 
dealer publication, “The Dutch 
Boy Paint Dealer.” 


spending $425,000 in this country 


}to attract tourists. 


® The Curtis report, in an intro- 
duction, said the value of adver- 
tising and promoting areas and 
communities for the purpose of 
attracting tourist travel is gaining 


| greater acceptance. In quite a few 


for children Sat-| 


instances, Curtis has received re- 
ports that increased revenues from 
gasoline taxes paid by tourists have 


|more than covered the cost of a 


state’s promotion campaign. 
The introduction also offers sug- 

gestions for the organization of 

fund-raising programs. 


Yanney Advertising Moves 
Yanney Advertising Service, 

Denver, has moved to 605 Mer- 

cantile Bldg., 1031 15th St. 


| 


New York, Oct. 8—Technical 
Writing Service, a division of Mc- 
Graw-Hill Book Co., is prepared 
to make its publishing service 
available to advertising agencies 
for production of a wide range of 
client literature. 

John Wright, general manager, 
said today that the service, formed 
in 1950 to prepare instructional 
and procedural manuals for the 
armed services, has established a 
special section for the production 
of certain types of commercial and 
industrial literature. This service 
will now be placed at the disposal 
of ad agencies to relieve them of 
the burden of producing special 
client literature. 

Technical Writing Service, Mr. 
Wright said, is prepared to take 
full responsibility for the produc- 
tion of commercial and industrial 
literature from concept of the 
book, pamphlet or booklet through 
research, organization of material, 
visualization, art, mechanicals and 
typeset to the delivery of bound 
copies. 


8 The division can produce man- 
agement communications to em- 
ployes and stockholders, special 
product booklets, company _his- 
tories, internal how-to-do-it hand- 
books, training manuals and aids, 
and technical and semi-technical 
booklets. 


Tanner Tells All 


About Fly Bites 


ina Novel Ad 


Santa Cruz, CAL., Oct. 8—De- 
pending on the success of a leather 
ad, ranchers soon may be slapping 
multiple brands on young steers 
and encouraging grub flies to nib- 
ble on the animals’ hides. 

Through the same mediun,, it al- 
so will be possible soon for readers 
of the New Yorker to acquaint 
themselves with the pitfalls in the 
life of a steer. 

The ad is the first to be placed 
in a consumer magazine by A. K. 
Salz Co., operator of a 91-year-old 
tannery. It is handled by Wank & 
Wank, San Francisco, and will ap- 
pear in the Nov. 29 issue of the 
magazine. 

According to the ad, leather fin- 
ished by the firm for luggage and 
other products has unretouched 
natural scars which steers have 
obtained in brushes with barb wire 
fences, branding irons and grub 
flies. The copy identifies the scars 
as follows: 


® “Long Scars: An innocent wean- 
er challenged his first barb-wire 
fence. 


“Dark Scar: 
man's hot iron, 
dogie. 

“Small 


He learned about 
this disillusioned 


Scars: The grub flies 


were hell his first adult summer.” 


The firm regards the move as a 
forward step in cooperative mer- 
chandising for manufacturers us- 
ing its leather and it said this type 


of merchandising is rare in the 
leather industry. 
Fifteen manufacturers using 


Salz leather are listed in the ad. 
Full-color reprints for point of 
purchase use will be available in 


conjunction with the initial ad. manufacturer of sportswear. 


Dealers Want 
Sales Aids in 
Trade Ads: ABP 


| New York, Oct. 10—What kind 
|}of trade advertising do dealers 
a According to a new dealer 
| survey to be issued by Associated 
; Business Publications next week, 
the trade ads wanted most are 
| those which show (1) selling sug- 
gestions, (2) new product informa- 
tion, (3) selling features of prod- 
ucts, and (4) profit possibilities 
| for retailers—in that order! 

These results were compared 
with a similar study conducted 
by Dun & Bradstreet in 1948 and 
the ABP found that, with the re- 
turn of a buyer’s market, dealers 
have become more interested in 
selling information. 


8 In the 1948 survey, 
uct information” ranked first— 
with 80% preference—as an in- 
formative and helpful feature of 
trade advertising. It has now 
slipped to second place, with 75.6% 
preference, while 77.9% of the 
dealers prefer “selling suggestions 
for sales people” in trade ads. 
The most significant change, 
however, comes in the item, “prof 
it possibilities for retailers,” whidh 
jumped from last place with 35 
preference to fourth with 54 re 
mentions. ; 
The ABP study also found “there 
has been a marked increase in the 
amount of manufacturers’ selli 
aids used by dealers.” In 194 
dealers used 52% of promotiog 
material sent to them; in 1952, they 
used 60.5% : 


# Other conclusions reported by 
the ABP are: 

1. Dealers keep trade publica 
tions nearly nine months for —_ 
ence. 

2. Close to eight out of ten deald 
ers use window displays to tie in 


“new prod- 


with manufacturers’ promotion 
and seven out of ten use ener 
cards, ; 


3. About four out of ten custom4 
ers ask for products by bran 
name and four out of ten ask tnd 
dealer’s recommendation. i 

4. Display has a direct influenc 
on about one-third of all sales q 
national brand merchandise. 

5. Eighty-four per cent of deal- 
ers pass on trade papers to their 
sales people, compared to 78% in 
the 1948 survey, and 65.5% of the 
dealers’ sales people read these 
papers, compared to 68% in the 
1948 study. 

The ABP conducted the survey 
through a mail poll of 3% of the 
subscribers to the 38 ABP mer- 
| chandising papers. 


| Direct Mail Dollar Gains 


Direct Mail Advertising Assn., 
New York, has released figures 
showing that the dollar volume of 
direct mail ads reached a total 
of $757,073,937 for the first eight 
months of 1952. This represents a 
gain of 9% over the correspond- 
ing figure of 1951. For August, 


1952, the dollar volume was $91,- 
468,973, a gain of more than 5% 
over August, 1951, 


Sheatter Opens Sales Contest 

W. A. Sheaffer Pen Co., Ft. 
Madison, Ia., has begun a $20,200 
sales contest for dealer personnel 
Offering 1,811 cash prizes, the con- 
test closes Jan. 1. There will be a 
$500 award for the winner in each 
of the four Sheaffer districts, and 
a grand prize of $1,000 will be 
given the national winner 


Utterback Goes to Artvogue 
Mrs. Criste Utterback, formerly 
on the research staff of the Bureau 
of Advertising, American Newspa- 
per Publishers Assn., has been ap- 
pointed promotion director of Art- 
vogue of California, San Francisco 
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Macfadden Tells 
‘Family Life's’ 
Circulation Goal 


New York, Oct. 9 
ing store-distributed 
field, which last year 
total gross advertising revenue of 
some $20,000,000, has gained a new 
recrult 

Family Life, a magazine 
signed specifically for variety store 
Macfadden Publica- 


The balioon- 
magazine 
harvested a 


de- 


customers by 


tions, will make its first appear- 
ance early next spring, Harold 
Wise, president of Macfadden, an- 
nounced today 

He said the magazine will be 
sold exclusively in all major va- 


riety stores with the exception of 
F. W. Woolworth Co 

Scheduled as a 10¢ monthly with 
i minimum of 96 pages, the April 


be 


1s 


issue, on sale March 10, will 
the magazine's first edition. It 
to be printed partly on letterpress 
and partly on rotogravure on the 
same quality stock and same size 
page as other Macfadden publica- 
tions 


@ Ad rates are to be based on a 
guaranteed circulation of 1,000,000 
copies. However, the announce- 
ment rates in the first four 
issues will be based on a 750,000 
circulation to allow 
to level off 
4,500 stores 


said 


guaranteed 
time for distribution 
among the 4,000 to 
which will sell it 

Editorial copy is planned for 
familywide interest with fiction, 
feature articles, hobbies, movies, 
“how to do it” stories and sections 
on beauty, fashions, needlework, 
homemaking and food 

Sales are to be from strategically 
high-placed special racks which 
will contain only Family Life 
Stores will have two to 12 racks, 
depending on traffic volume. The 
magazine will not appear on gen- 


eral publication racks a store might 
have 


@ Mr. Wise said 
chains have accepted the new 
magazine with enthusiasm and 
that many chains will instruct 
their sales personnel to promote 
it. He said most chains are plan- 
ning supplemental counter dis- 
plays, window displays and sales 
incentive plans in conjunction with 
the magazine's debut 

Major chains to handle the 
monthly include S. S. Kresge Co., 


variety store 


W. T. Grant Co., J. J. Newberry, 
Butier Bros., G. C. Murphy, S. H. 
Kress, Sprouse-Reitz, McLellan 
Stores, H. L. Green, McCrory 
Stores, Rose’s Stores, Neisner Bros., 
Schultz Bros., M. H. Fishman, 
Sterling Stores, A. L. Duckwall 


Stores, F. S. Rasco & Co., Cornet 
Stores, Haffner’s, Morgan & Lind- 
say, Perry Bros. Inc., Metropolitan 
Stores, Eagle Stores, M. H. Lam- 
ston Inc.. Kuhn Bros. Co. Inc., 
Mattingly Bros. Co., Autenrieth’s 
Dollar Stores, Danner Bros. Co., 


"Just the man we need to keep us on top of all that lowa business 
: we're getting through the Des Moines Sunday Register!” 


There's nothing “tall” about this story. Facts are facts. Listen: 

Fact—lowa is actually two big markets. An urban market 
that's even bigger than Philadelphia or Boston or San 
Francisco. A farm market that outranks them all! 

Fact—lowa buys in billions! To the tune of 3'2 billion dol- 


lars per year .. 


. and fast getting bigger. 


Fact—lowa is a cinch to reach and sell... effectively through 
the Des Moines Sunday Register. It's a marvel amon 
newspapers for statewide pinpointing . .. an establishe 
Sunday reading habit in the homes of 2 out of 3 of all 
lowa families. Country coverage in 83 out of the 99 


total is 50° to saturation. . 


. 40% to 49 in 9 counties 


more and over 21% in the few others. 
Fact—The Des Moines Sunday Register is ready to go to 


work for you... 


. at the attractive milline rate of $1.84. 


PACKAGES A STATEWIDE URBAN 
MARKET RANKING AMONG 
AMERICA'S TOP 20 CITIES 


ABC CIRCULATION March 31, 1952 
Daily, 376,658—Sunday, 543,674 


THE DES MOINES REGISTER anv TRIBUNE 


Gardner Cowles, President 


Revresented by: 


Scolaro, Meeker & Scott—New York, Chicago, Detroit, Philadelphia 
Doyle & Hawley—Los Angeles and San Francisco 


Advertising Age, October 13, 1952 


The public is getting a sordid eye's view of advertising as Duane 


Jones takes the witness stand 
against nine former employes 


in his $2,000,000 “conspiracy” suit 
Page |! 


Soilax is now putting its mop premium on the inside and outside of 


packages 


; ... Page 2 


Ewald steps down as president of Campbell-Ewald and Little moves 


up as the head of Detroit’s biggest agency 


.Page 3 


What’s behind all the agency mergers? J. K. Lasser submits one pos- 


get housewives to bring shirts and sheets to the laundry 


Page 54 


Elmo Roper discusses the pollsters’ problem in 1952. It sounds some- 


thing like ‘How not to go out on a limb” 


Page 60 


Everyone complains about the high price of meat and the meat packers 
join the wailing chorus with laments about “unstable earnings and 


menmer profit MATGME” «on... nc ccccecccccsce Page 66 
James Woolf says Sen. Nixon’s radio-television defense of his integrity 
was successful because it was corny and Americans like corn—in 
politics, preaching, selling or advertising Page 77 
REGULAR FEATURES 
Advertising Market Place . 70 Mail Order Clinic aoe 
Along Media Path 28 Obituaries 65, 81 
Coming Conventions 34 Photographic Review 82 
Creative Man's Corner 78 Production Tips 78 
Department Store Sales 86 Rough Proofs ......... .12 
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and Hested Lee Stores. tribution costs cut to a minimum. 
Woolworth, the one major ex- As an indication of the field’s 


ception in the new magazine's out- 
lets, recently announced that To- 
day's Family, magazine to be 
published by Ideal Publishing 
Corp., will be distributed in its 
stores starting in January. The J 
C. Penny Co. was invited to par- 
ticipate in this venture 


® Entry of Family Life into the 
store-distributed arena highlights 
the swelling importance of this 
field. The $20,000,000 gross ad rev- 
enue mark set by the field last 
year was a hike of some $7,400,- 
000 over the 1950 total of $12,600,- 
000. 

The growth appears in part to 
be keved to increased use of self 
or mechanical service merchandis- 
ing, a phenomenon which some ob- 
servers say has only just started 

For advertisers, such distribu- 
tion focused on one of their 
primary targets—the housewife 
Customers—some_ 12,000,000 
men a month bought such maga- 
zines last year—seem to like the 
price. And publishers find dis- 


is 


wo- 


success, Woman’s Day topped 4,- 
000,000 in March, 1951. The same 
month Ladies’ Home Journal's 
audited circulation was 4,600,000. 

Current leaders in the field are 
as follows: 


Magazine Circulation No. of Stores 
American Family 677.288 12,000 
Better Living 1,610.576 4,000 
Everywoman s 1,264,238 3,500 
Family Circle 3,100,683 8,500 
Western Family 841.828 6.500 
Woman's Day 3,721,134 4.500 


Five TV Permits Granted 

Five more commercial TV sta- 
tions have been authorized, bring- 
ing the number of commercial 
grants since the lifting of the 
freeze to 59. The new grants were 
to Atlantic Video Corp., Asbury 
Park, N.J.; Lake Huron Broad- 
casting Corp., Saginaw, Mich.; 
Louis G. Baltimore, and Wyoming 
Valley Broadcasting Co., both of 
Wilkes-Barre, Pa., and Cornhusker 
Radio & Television Corp., Lincoln, 
Neb. 


Paderewski to Getschal 

Irving Paderewski, who has 
been free lancing, has joined Gets- 
cha! Co., New York, as art director. 


PACKAGIN 


THE NEWS MAGAZ 


want to HORN IN on some 


More display space per $ on Super-Size page. . . 
More attentive readership with news-and-picture 
features, thru-the-book format ... Stronger selling 
impact on MORE important buyers of Packages 
and Packaging Machines—Supplies—Services . . . 
15000 (CCA) ALL-BUYER circulation. 


HAYWOOD PUBLISHING CO., 22 E. HURON ST., CHICAGO II, ILL. 
NEW YORK 17—101 PARK AVE. * WEST COAST—McDONALD-THOMPSON 


big, busy 
buying? 


... reach 
and influence 
the $7,500,000,000 
Packaging market 

this No. 1 way... 


G PARADE 


iNE OF PACKAGING 
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THE BASIC BUY tor 
PROFITABLE 


38th of a series 


° SELLING 


is the 


Aevald Gribune 


Sell 
to ” Herald Tribune Quality Market and you sell to the 
profit portion of New York! ... families with high inc 
omes, 


exceptional mean 
Wess 
best customers for everything at all price levels 


NEW YORK HERAL 
, D TRIB 
30 W. 4ist St., New York 36, N.Y. + PEnnsylvania yr 


a mar 
ket FIVE BILLION DOLLARS BIG! Today they're 


your best cus 
tomers . .. because you can sell to them at 
a profit! Here’s still more proof 
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R 
epresented = by Scolaro, Meeker and Scott 
in Chicago, Detroit and Phi i 
“ iladelphia; and 
‘oyle and Hawley in Los Angeles and San Races 


Furs 


ee eee 
Best August Sale in History 


Reported by Gunther Jaeckel 


Gunther Jaeckel, 57th street fur | these merchandising principles, 
specialty store, is now completing | been‘ with acceptable prices, has 
‘ fur | been the key to Gunther's excellent 
event in its history. And the rea- 
son is that “we have been offering | “Unlike @ lot of stores,” Mr. 
furs in all price ranges at levels | Wheeler explained, “we have had | 
the consuming public finds in- | 4 big stock — something around | 
teresting,” according to Louis O. | $500,000 in furs ranging from fine 
Wheeler, vice-president. | wild mink coats to muskrat flank 
“The entire fur jndustry,” said | coats in l 
Mr. Wheeler, “can learn & lesson | W increased our dvertisin = 
4 con ceased our advertising budest 
If a sincere effort is made to keep | emphasizing lower prices this year 
wholesale prices at their present i compared to last, we have been 
acceptable level, we cannot see | able to operate with a better-than- 
how the retail trade as & whole | average August markup, and have | 
can fail to experience one of the | come out with a sharp increase in | 
best seasons in years.” 
Cites Factors. 
Basic to good business, the Gun- 
ther Jaeckel exe ive emphasize 


Wheeler. The August performance 
has proved this theory correct. 
Full-length coats have drawn 
more buyers than in several re- 


ig_an_ ‘adequate stock and maior 
advertising efforts. Adherence to 


—— 


volume and in gross profit.” | 


CASE HISTORY OF A 
HIGH PROFIT SALE 


Every year since 1939 

and to date in 1952 

AND OF COURSE 

in the month of August, 
Guenther Jaeckel has placed 
more advertising in the 
Herald Tribune than in 

any other newspaper 


Reprinied by permission of Women’ 
, 's Wi ; 
Copyright 1952, Fairchild News cele esa 
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Buys Spot Radio Report 
James M. Boerst, owner and 
publisher of Exec utives Radio-TV 
: Service, Larchmont, . has 
chee purchased “Rorabaugh Report on 
Spot Radio Advertising” from N 
tee Charles -Rorabaugh, president of 
Sef it N. C. Rorabaugh Co. The name of 
} the report will be changed to “Spot 
Radio Report” and contents and 
format will remain the same. Mr 
Rorabaugh will continue to pub- 
lish “Rorabaugh TV Report.” 


MAIL ORDER COPY 
MY SPECIALTY 


GERVING mail order advertisers, 
and agency copy departments, I pre- 
pare copy for any type of mail order oper- 
tion direct sale from ad; inquiry pull 
for follow-up; direct sale from list cir- 
cularizing. Thirty years’ experience with 
clients and agencies qualifies me to give 
you properly. eonstructed, hard-hitting 
material slanted to bring home the bacon 
Prompt. confidential service, at reasonable 
rates. Tell me your problem, and I will 
make FREE recommendations 


ERNEST F. GARDNER 


60 £. 54th St. Room 20 Kansas City 12, Mo. 
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-oeand the key 
to it is the.. 


Business Paper Editors See Great Future 
for Retailers in Automatic Merchandising 


(Continued from Page 2) 
volume at night and Sears is ac- 
tively committed to the promotion 
of a 24-hour, seven-day-a-week 
shopping service.” 


® The store-controlled brand, Mr. 
Weiss said, “has emerged as a 
strong, advertised, pre-sold brand. 
The next great brand battle will 
be between manufacturers’ ad- 
vertised brands and retailers’ ad- 
vertised brands.” 

The trend toward self-service 
and self-selection, not only of non- 
foods in food stores but of non- 
foods in non-food outlets, was 
described by Mr. Weiss as “a great, 
broad trend that affects practically 
all manufacturers.” 

He also predicted the decline of 
Saturday as a retail day, the com- 
ing of a five-day week in retail- 
ing, and the ultimate elimination 
of morning hours. 


Mr. Elfenbein pointed out that 
mass retailers are stocking more 
pre-sold goods. “Pre-sold, how- 
ever,” he said, “doesn't necessarily 
mean the manufacturer has to 
spend a lot of money for consumer, 
magazine, radio and TV advertis- 
ing. The ideas and materials he 
creates to move his brand at the 
community level, sales training, 
window and interior displays, di- 
rect mail and newspaper advertis- 
ing are also consumer advertising. 

“Also,” Mr. Elfenbein added, “it 
does no harm to pre-sell retailers 
with more business paper adver- 
tising.” 

Mr. Elhart said that a recent 
survey of the 74 major downtown 
department and specialty stores in 
New York, Los Angeles, Boston 
and Chicago showed that they are 
operating a total of 210 branches. 

“Department stores are experi- 
menting with more. self-service 


merchandising,” Mr. Elhart said. 
“In hosiery, merchandise is now 
being specially packaged by man- 
ufacturers for self-selection. This 
is true also in the foundation field, 
lingerie, sportswear, infants’ wear 
and costume jewelry. Even in mil- 


linery, the hat bar has become 
largely self-service. What stores 
need is more packaging, special 


fixtures and better labeling.” 


@ Mr. Drake said that last year 
grocery chains averaged more than 
$9,000 a week and currently they 


are running at $10,000. The annual | 
is over $500,000, | 


average, he said, 
and some stores go up to $10,000,- 


000. Total sales, he said, are about | 


$14,500,000 for 28,000 stores. 
Supermarkets want products in 
packages for self-service, Mr. 


Drake said. They want discounts! 


in accordance with the quantities | 
they buy. 

Many manufacturers, he said, | 
are still offering the food chains | 


the syndicate discount when they | 


buy well above the jobber quan- 
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@ COLUMBUS 


Canton, Ghio is a 
Key FOOD Market 


FOOD sales are 45.5% 
above National Average 


Key Facts: Canton families spend $1,061 on food per family, 


per year. Compare that with the national average of $729; the Ohio 


average of $770. The 83,292 families in the Canton Metropolitan 


area enjoy an average per family buying income of $5,179 (9th in Ohio; 


71st in the nation). 


coverage; 99.4°; 


They spend $66,030,000 on food alone. One newspaper, 
The Repository, economically covers this key market—99.7/ 


city zone 


home delivered. No other newspaper 


gives you merchandisable coverage of the Canton market. 


A Brush-Moore newspaper, represented nationally by Story, Brooks & Finley 


Advertising Age, October 13, 1952 


tity level. 

Mr. Schreiber told his audience 
to forget that vending machines 
are good for impulse sales or on- 
premise consumption sales only. 
In hundreds of cities across the 
country, he said, venders are pro- 
viding ice and packaged fuel for 
take-home use on a 24-hour basis. 


® “The day is near,” Mr. Schreiber 
declared, “when big and little re- 
tailers can stay open around the 
clock with automatic merchandis- 
|ing equipment, just as retailers 
have done in the Scandinavian 
nations for the past 50 years. 

“The vending machine indus- 
try’s engineers are rapidly solving 
| most of the mechanical problems, 
| and those which remain to be 
| solved present no tremendous ob- 
stacles.” 


| Bureau of Advertising 
| Adds 17 Newspapers 

Seventeen newspapers and a 
publishers’ representative have 
| joined the Bureau of Advertising, 
| American Newspaper Publishers 
| Assn. 

They are Julius Mathews Spe- 
cial Agency Inc.; Examiner-Enter- 
prise, Bartlesville, Okla.; Bulletin, 
Bend, Ore.; Globe-Times, Bethle- 
hem, Pa.; Statesman, Boise, Ida.; 
Ledger, Ellwood City, Pa.; Review- 
Times, Fostoria, O.; Journal & 
Courier, Lafayette, Ind.; Times, 
Laredo, Tex.; Dispatch, Lexington, 
N. C.; Free Press, Journal-Gazette, 
Mattoon, Ill.; Times, Okmulgee, 
Okla.; World, Opelousas, La.; 
Spokesman, Pampa, Tex.; Leader, 
Pontiac, I)1.; Colonist & Times, Vic- 
toria, B. Cc. and News-Sun, Wau- 
kegan, III. 


New ‘National Distribution’ 
to Have 17,500 Circulation 


National Distribution, new pub- 
lication of Cosgrove Publishing Co., 
Grand Rapids, Mich., will launch 
its first issue in January with a 
controlled circulation guarantee of 
17,500. AA reported this figure as 
15,000 in its Sept. 22 issue. 

Rates for the tabloid newspaper 
are set at $800 per b&w page and 
$400 for 7”x10” space. National 
Distribution’s New York office is 
located at 270 Park Ave. 


Wallachs Holds Ladies’ Day 


Wallachs Inc., ten-store men’s 
chain in New York, held what it 
believes to be the first “Ladies’ 
Day” in men’s wear retail history. 
tying in with a two-page feature 
article in the October Good House- 
keeping, which recommended five 
new men’s garments for fall. Wo- 
men’s traffic in all stores increased 
as a result of the special day, ac- 
cording to the company. Men's 
wear retailers in six other cities 
participated in the tie-in with the 
magazine. 


BAB Appoints Barrere 

Claude Barrere, formerly secre- 
tary of the Radio & Television Ex- 
ecutives Society, has been ap- 
pointed director of member serv- 
ice of the Broadcast Advertising 
Bureau. He will be responsible for 
membership promotion and serv- 
ice. 


Melrod Agency Moves 

| William A. Melrod Agency, Buf- 
falo, will move to new and larger 
quarters in the Jackson Bldg. on 
Nov. 1 


Books 
—hundreds of different 


Ready 
art 
proofs- BE rt 2 FREE if you'll take 
® 10-day look at our new monthly art 
rvice. Saves time and money, sparks 
layout and copy ideas. Merely clip and 
“ up for offset or line cuts. The $10 

t of spot art given FREE as an intro- 

) AE eo poe on company 
letterhead. We'll includ the current 
issue of our vir art service (only $4.95 


Pour complete Clip of 
To-Use Art 


@ month) on 10- —4 approval. No obli- 


gation. Write t 


HARRY VOLK JR. ART STUDIO 
600 Central Building, Atlantic City, N. J. 
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No. 4 of a series 


Photograph by William S. Rose 


S. AN THE COLOR PAGES of the national magazines with a magnifying glass, and . i 


what do you sec? Millions and millions of dots... black, red, blue 
and yellow the dots that compose the color pictures in millions 
of dollarg worth of national advertising. It is our business to make 
these multi-million dollar dots. We are proud to say that it is not 


an casv business. We take our dots very seriously, as you should if 


you buy, create, or place advertising. @ You will note that the 
photoengraver shown in the photograph is studying a plate under 
a magnifying glass. He is looking at dots, comparing the shape, - 
depth, and pattern of dots, with the art copy they must reproduce 
N 


give the finished plate the quality of fine reproduction. No machine 


‘ar his hand are some of the many tools he uses to shape dots to 


can do this work, called finishing, any more than a machine can 


produce a fine painting that tells an advertising story. Only a 


skilled craftsman, disciplined by years of apprentice study and 
many more years of shop experience, can finish the dots of a fine 
color engraving so that they will tell a million dollar story in 
national magazines. @ We are proud that many of America’s 


leading agencies and advertisers, from coast to coast, send us their 


finest art for engraving. Measured by the amounts spent to print 
our engravings in national magazines, we have made tens of mil- 
lions of dollars worth of dots. A big business when scen under the 


magnifying glass! 


The inside story of our million dollar dots 1s told in 


our color movie, “Tue Picrure’s tHe Taine 


Arrange for an early showing by writipg lo us now, 
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Mullican Co. Promotes Two 

Arthur A. Klein, v.p. of Mulli- 
can Co., Louisville agency, has 
been promoted to executive v.p 
and William J. Dawson has been 
advanced to v.p. 


WINTER OR SUMMER 
use lots of photos in promo 
tions. They ovtpul! other ii 
lustrotions surveys soy. We 
have over 17,000 to choose 
from. SINGLE PRINTS NOW 
AVAILABLE. Write for FREE 
proofbook 710-A 
EVE*CATCHERS, Inc. 

207 E. 37 St., New York 16,". 7 


Kaiser-Frazer Will  , 


Introduce ‘53 Line 
in Newspaper Ads 


Detroit, Oct. 9—Full page an-/| 
nouncement ads will appear in 
2,600 newspapers in 2,000 cities on 
Oct. 14 and Oct. 16 for the 1953 
models of Henry J and Kaiser pas- 
senger cars, it was disclosed today 
by Charles L. Leonard, advertising 
director of Kaiser Frazer Corp. 

In both the Henry J announce- 


ment on Oct. 14 and the Kaiser 
insertions on Oct. 16, the copy will 
emphasize the interior and exteri- 
or changes in the cars. 

As in the past, all advertising 
for the Allstate cars, which are 
identical with the Henry J, will be 
done by Sears, Roebuck & Co., 
which handles the distribution of 
the cars in 19 cities. The Allstate 
models will also make their bow 
next week. 


® Spot radio will be used in 100 
markets and local dealers will use 


television where it is available. 

In addition, KF will use a 16- 
page tabloid size roto section to be 
distributed by dealers. The initial 
order was for 1,000,000 copies and 
if the showroom traffic warrants 
it, additional orders will be made. 

William Weintraub Agency han- 
dles the KF account. 


Cowles Names Harding 


John F. Harding, general counsel 
and a board member of Cowles 
Magazines Inc., has been ad- 
vanced to a v.p. 


ever use a sun dial in the dark ? 


Useless to try to tell time that way. 
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.. and every cent of it counted. 


so dependable a guide to market-by-market station selection. 


But not so different from trying to buy radio or TV time in the dark. 


In an age of change and flux in media values, of ever-growing costs, you're 


faced with the ever-growing problem of saying This little dollar went to market 


Consider, then, that there’s a shining new light to help you solve problems 
of radio and TV time-buying: NIELSEN COVERAGE SERVICE. Never before 


have you, or anyone in the ad business, had available so complete, 


What you get in NCS is a comprehensive, up-to-date coverage analysis of 


every area in the country, showing the daily, weekly and four-week day and night 


circulation of radio and TV stations .. . 


market data... . 


audience characteristics. 


Plus individual station summaries. Plus special reports to tie in with your own 


particular distribution patterns. 


What you get out of it is a spanking new addition to your media selection tools. 


NCS Reports will arm you with facts: the newest, broadest set of coverage facts 


on radic . 


.. the first complete set of coverage facts in television’s history. 


To keep your media buying 
at peak efficiency, you'll need 
NCS Reports in front of you 

° , 7p ‘ NTI T T " 
always. They're at the printer’s 
now. Call or write your nearest 
Nielsen office for details. 


NIELSEN 
COVERAGE 


2101 Howard Street, Chicago 45, Ill. 


HOllycourt §-4400 


500 Fifth Avenue, New York 36,N. Y. 
PEnnsylvania 6-2850 


First Measurement of 
Radio and TV Coverage 


a Service of A. C. Nielsen Company 


Advertising Age, October 13, 1952 


‘Newspaper Grocery 
Inventory Urged as 
Strong Sales Tool 


(Continued from Page 1) 
the grocery audit. 

The only reliable sources of data 
on a local market, he said, are the 
newspaper’s grocery’ inventory 
and local consumer purchase 
panels. The latter are less useful 
to agencies and advertisers, he 
said, because they are annual, 
whereas the grocery audit pro- 
vides current information month- 
ly. 

Mr. Battey told the newspaper 
representatives that they should 
use the inventory data as the back- 
ground for presentations scaled to 
the individual advertiser’s needs. 
If you approach a soup manufac- 
turer, he said, show him what the 
soup market is like in your city, 
based on inventory statistics, but 
don’t bother him with general sta- 
tistics about the market. 

In the open discussion which fol- 
lowed these addresses, several rep- 
resentatives described their diffi- 
| culties in selling the grocery in- 
| ventories to their publishers. Since 
| the inventory is an extra expense 
to publishers, harried by rising 
| costs on all sides, advertising man- 
agers must always be defending 
|the audit to the publishers. 


|m These complaints may well be 
the reason for the decline in the 
number of newspapers which now 
}conduct such inventories. Started 
in 1939, the inventories were con- 
| ducted by 17 newspapers by the 
fall of 1949. This year, that num- 
ber has dropped to only seven 
papers—St. Louis Globe-Demo- 
crat; New York World Telegram & 
Sun; Spokane Chronicle and 
Spokesman-Review; Ft. Wayne 
Journal-Gazette and News-Senti- 
nel; Winston-Salem Journal and 
Twin City Sentinel; Toledo Blade, 
and the San Francisco Examiner. 
The Cincinnati Post and the Los 
Angeles Examiner and Herald & 
Express dropped off the roster 
during the past year. 

The newspaper and BofA repre- 
sentatives will meet in a closed 
session tomorrow to discuss means 
of increasing the usefulness of the 
| inventory data as a sales tool and 
|expanding the list of newspapers 
supplying the service. Officers to 
|direct the annual clinic session 
next year will also be elected. 


| Promotes Hastings to S. M. 
C. Fred Hastings has been pro- 
| moted to general sales manager of 
the American Kitchens division of 
|} Aveo Mfg. Corp., Connersville, 
| Ind. He has been assistant general 
sales manager. He succeeds C. K. 
|Clarke, who has resigned. Mr. 
| Hastings has been with the organi- 
| zation for 23 years in various sales 
| capacities 


_Ad Bureau Places Movie Spots 
Batten, Barton, Durstine & Os- 
born, New York, has made an- 
other series of spot movie ads for 
Ethyl Corp., New York, for use in 
drive-in theaters. In the Sept. 8 
|issue of AA it was reported er- 
}roneously that the Movie Adver- 
| tising Bureau prepared the series. 
|The bureau placed the ad series, 
but did not prepare it. 


SET TYPE 
AT YOUR OWN* 
DESK Chis ca 


money-saving way! 


Business men everywhere use FOTOTYPE 
to beat high type costs. A sure, quick 
way of preparing copy for offset or any 


photographic reproduction. Anyone 

can doa professional job {A stenog 
rapher set this entire ad). Send 
for free catalog, ever 100styles 
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¢ Cardboard Displays 
* Animated Displays 
 Stanzall Outdoor Signs * Mystik® Con and Bottle Holders 


ee 


Who are 


Even the best sales pitch doesn’t 
always click ...doesn’t always have 
the approach that appeals to everyone. 
Likewise, many an advertising mes- 
sage misses its mark, and its market. 

To do our job, we have to know your 
market ... and know how to reach it. 
That’s because we specialize in just 
one kind of advertising . . . advertising 
at the point of sale. 

Advertising at the point of sale must 
hit its mark. It must grab attention 
fast, deliver its message and ring up 


@eeeeeveeeeeeeeeeeeoceeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeseeeeeeee 
© Chicago Show Printing Co.. 1962 


+ Lithographed displays for ind and outd use 
*¢ Cloth and Konvet Fiber Banners and Pennants « Mystik® Self-Stik Labels 


« Mystik® Self-Stik Displays 


a sale... or it isn’t worth its price. 


That’s how we feel about it. That’s 
how we tackle any assignment you 
give us. 

If you feel your advertising at the 
point of sale could produce more results, 
put the problem up to our nationwide 
organization... men and facilities 
devoted to this one vital, pay-off field— 
advertising at the point of sale. Chicago 
Show Printing Co., 2640 N. Kildare, 
Chicago 39; 400 Madison Avenue, 
New York 17. r 
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PRINTING COMPANY 
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Cll kidding? 


* Econo Truck Signs 
* Booklets and Folders 
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Trademark Mystik Registered 
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Magazines 
now at 


all-tume high 


Every year, from 1935 until the 
present — continuously and without 
interruption — the total circulation of 


America’s magazines has increased. 
It has increased in the face of com- 
petition for the public’s attention 
from newspapers, from radio and 
from television. 

And the importance of magazines 


as an advertising medium has 
increased even more. Today, more 
advertisers spend more money to 
talk to more magazine readers than 
ever before. 

Magazines offer advertisers the 
greatest possible coverage with the 
greatest selectivity. They combine 


AVERAGE CIRCULATION 
PER ISSUE OF ALL MAGAZINES 


155 MILLION 
f 
150 MILLION "4 


145 MILLION 
/ 


140 MILLION 


135 MILLION V4 


130 MILLION 


1946 1947 1948 1949 1950 1951 1952 


flexibility with economy. And they 
continue to carry more national 
advertising than any other medium. 
Magazines are America’s number- 
one show window. 
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Eveni® 


T-i8-flirst on 
newsstands 


A.B.C. figures for weekly magazines for the first 6 months of 1952 
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*The Saturday Evening Post's total circulation (both newsstand and subscription) is at an all-time high of 4,224,339! 
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For the first 9 months of 1952 
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Deserved Tribute for Notable Service 


Within the past week or two, you may have noticed an unusual 
number of references to the work of the Audit Bureau of Circulations, 
especially That “ABC 
month,” and the Associated Business Publications, a trade association 


in business papers is because this month is 


Mewhich requires circulation audits by the ABC as one condition of 


*mbership, is actively promoting the event 
" The idea is to inform both readers and advertisers of ABC publica- 
tions of the work of the Audit Bureau of Circulations and of the 
Meaning of ABC activities 
Practically the first thing the neophyte learns in his first advertising 
class. or on his first job in the business, is the meaning of ABC 
But for that very reason, it seems worth while to remind advertising 
péople of the work of this remarkable organization—an organization 
Whose activities have had such a profound influence on advertising 
publishing that ABC reports have become as commonly used, and 
important, as a dictionary and about as much taken for 


gfanted 


As everyone knows, the Audit Bureau of Circulations is a privately 


just 


G@iBanized non-profit group which audits the circulations of its mem- 
be newspapers, farm publications, magazines, business papers, weekly 
NHéwspapers. Its own staff of auditors checks the circulation figures of 
its member publications, issue by issue, and reports—for all the world 
to see—exactly sold to subscribers and news- 
stand buyers for 
Bra@phical distribution of the copies sold, and a host of other infor- 


how 


the 


many coples are 


price which readers pay the copies, the geo- 


mation 
What makes the Audit Bureau story such a remarkable one is the 
vety fact that its work is so widely taken for granted in advertis- 


ing and publishing that it is almost impossible to conceive of how ad- 
vertising could be conducted without it. The ABC circulation report is 
one of the most basic tools of the business 

It is a magnificent tribute to the men in advertising and publishing 
who developed this unique concept of service to buyers and launched 
it on its way in 1914, 38 years age. For what has now become one of 
the most widely accepted advertising tools was then a daring business 
figures, finan- 


concept—a voluntary organization to audit “private” 


cially supported by the dues of member publishers, but with basic 
policies determined by a board of directors perpetually controlled by 
the buyers of advertising—representing the advertisers and agencies 
The Audit Bureau of Circulations does not seem a daring concept 
In fact 


of the bureau's activities, and a good many suggestions that its work 


now in recent vears there has been a good dea] of discussion 
be broadened in one direction or another, or changed in one form or 
another. It is no longer the only organization concerned with auditing 
circulations, even though it remains the largest and most important 
and the most widely accepted 

Advertising science has been restlessly moving into ground where 
circulation is only one of the bases on which media selection is made 
Frequently the advertiser wants to know not only how many people 
subscribe to a printed medium, but how many read it. Frequently he 
is not satisfied to know the geographical distribution of subscribers 
(and, in the case of business papers, their type of business and their 
titles); he wants to know the kind of people they are, their social and 
economic status, the thoroughness with which they read, and a host of 
other things 

But it is important to remember that all of these refinements are 
meaningless without the simple base which the ABC figures provide, 
and none of them would be possible without the foundation which the 
Audit Bureau built 

The whole advertising field—and business generally—owes a debt 
of gratitude to the Audit Bureau of Circulations. It has shown the way 
of voluntary cooperation in enlightened self-interest. As a longtime 
member of the bureau, ADVERTISING AGE is delighted to add its tribute 


to the numerous others which the bureau js receiving. 


—Joe Ash, Cramer-Krasseit 
Co., from the September issue of 
The Torch, Milwaukee Advertising Club 


“So he tells the client, ‘SURE! We can EASILY make those changes in time for a two 
o'clock meeting.’ “ 


What They're Saying 


Sales Builder 

If a graph were set up showing 
the advertising expenditures of 
America’s various industries, the 
ice cream trade would be listed 
with a comparatively low budget. 
This is no compliment. In fact, it’s 
a reflection on the industry's rate 
of progress. 

Examine any hard-hitting man- 
ufacturers’ advertising program 
and it’s immediately evident that 
they keep throwing dollars galore 
into their over-all promotion be- 
cause experience has taught them 
of the soundness of investments in 
this manner. 

As a whole, ice cream manufac- 
turers ear-mark inadequate funds 
for consumer advertising, mer- 
chandising and promotion. They, as 
a rule, seem to prefer to 
along in making sales on the natu- 
ral magnetic appeal of ice cream. 
No one in or out of the industry | 
denies the inherent sales strength 
of ice cream. But that’s not enough 
in today’s topsy-turvy business | 
struggle. . | 


coast 


| 

To date, the weak advertising| 
appropriations represent a low | 
mark in the progress of a highly 
admired industry. If the trade be- 
lieves it can continue to follow its 
past pattern in advertising and | 
maintain steady growth, it ought 
to revise its thinking 

New, forthright programs must 
be definitely injected into the ice 
cream industry to create powerful | 
purchasing interest. More intensive 
advertising fits into that progres- 
sive scheme. The industry cannot 


stay too long apart from greater | 


participation in an accessory close- 
ly related to the indisputable bene- 
fit of the ice cream manufacturers’ 
operation. 

Those processors who refuse tc 
accept the proven philosophy of 
building their through 
more advertising action will only 
find themselves marking time 
while the money of their consumer 
customers is channelled into other 


business 


foods 

There should be no delay on the 
part of any producer to project 
programs—even experiment with 
them for a fair period—which are 
promising and practicable 

Consistent and sensible advertis- 
ing opens the door wider to more 
substantial sales. The ice cream! 


industry must not forget that the 
business maxim, “Dollars spent 
mean more dollars earned,” applies 
as much to trade all other 
fields 


—Editorial in 
“Confectionery 


as to 


the Sept. 29 issue of 


Ice Cream World 


The Middle Road 
in Self Service 

The American woman is much 
more efficient than she used to 
be. She will, therefore, patronize 
the stores which do an efficient 
selling job. She no longer has all 
day to do nothing but shop. 

The supermarket has got [some], 
and may get more, of the toilet 
goods business. They are going to 
continue to be an important factor, 
but robot selling, self service, self 
help, self selection is by no means 


;}the “cure-all” for anybody's sell- 
| ing problem or for milady’s buying 


needs. 

There developing a middle 
ground between persona] service 
and selling, as it now exists in the 
department stores, specialty stores 
and drug stores; and self selection 
(but not necessarily self service) 
as it is practiced in the supermar- 
kets, super drug stores, super vari- 
ety stores 

Very recently, one supermarket 
has added a “hostess” who floats 
about the department helping 
women make up their minds, an- 
swering questions, and nudging 
them a little closer toward picking 
the products off the shelf and drop- 


Is 


ping them into their baskets. This} 


is at least one bit of evidence that 


| 


even in these meccas of robot sell- 


ing and self service the personal 
touch is needed to advise, to help, 


i 
to assure a not too sure customer. | 


Department stores and the drug 
stores will find this middle ground 
largely because they have to. They 
are studying, learning from super- 
markets, but I don’t think they 
should, and I don’t think they will, 
ape them. Already many of them 
have taken steps. In the interests 
of their customers’ convenience, 
the suburban store movement and 
better provisions for parking are 
steps progressive stores have taken 
to woo back today’s efficient wom- 
en. 

—Thomas B. Haire, publisher, Cos- 
metics & Toiletries, speaking at the 


annual dinner of the Chicago Associ- 
ated Toiletries Salesmen, Sept. 13. 
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| Rough Proofs | 


National League rooters are hop- 
ing that the kind of lend-lease 
which gave the Yankees Johnny 
Mize will promptly and perma- 
nently be discontinued 


+ 
Gladys the beautiful reception- 
ist she sees the New York 
Philharmonic has been giving con- 
certs for 111 years, and she thinks 
they must be able to do them now 
without much rehearsing. 


Says 


President Truman wants the 
FTC to make an investigation to 
find out “where the consumer's 


dollar goes.’ A good place to start 
with the tax collectors right 
there in Washington 


is 


7 
Chicago admen who suffered 
through the elevator strike have 
come to the conclusion that it isn't 


| always such a good thing to keep 


your feet on the ground 


- 
The new London manager of 
Young & Rubicam should do all 


right with British royalty, especial- 
ly when he makes a call at Buck- 
ingham Palace 

- 

One of the “seven deadly sins” 
of radio listed by Kevin Sweeney 
“doing business with few 
advertisers.” 

This is a misdemeanor of which 
all media admit they're much too 
frequently guilty. 


is too 


The governor of Alabama didn't 
like a Montgomery Advertiser edi- 
torial kidding him on his support 
of the Stevenson-Sparkman ticket, 
but the paper is going to give him 
space on the editorial page for a 
rebuttal 


GE, which has found that re- 
tailers are prone to carry electric 
blankets in the appliance instead 
of the soft goods department, is 
trying to convince them the prod- 
uct is much more than a kilowatt 
container. 

e 

“ANPA reaffirms newspapers’ 
right to turn down ads,” the head- 
line says. 

Of course it’s one they 
care to exercise. 


seldom 


e 
America is reported by the in- 
dustrious statisticians as now hav- 
ing 76% of the world’s cars, and 
it’s undoubtedly true that it also 
has considerably more than 76% 
of the dented fenders. 


The new Ancient & Honorable 
Guild of Former Soda Dispensers 
is prepared to fight any and all 
subversives who refer to its mem- 
bers as jerks 


The new foolproof slide fastener 
which Marvel reported to be 
introducing save pessimistic 
males from the necessity of carry- 
ing Can openers as standard equip- 
ment 


1s 


may 


“Eli Lilly sues Schwegmann for 
fair trade test,” reports the world’s 
greatest advertising journal. 

He’s either an embattled patriot 
or a glutton for punishment. 

Copy Cus. 
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BS THERE'S AN ECHO : t 
= IN THE VALLEY... > “am : 
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The World’s Greatest 


Industrial Area 


Np RO IONE ne eh eae 


| “Sa J DELAWARE VALLEY 


U.S.A. 


... the Greater Philadelphia Market! 


Building makes the big noise in the Delaware Valley these days! From Trenton 
to Wilmington ... through its nerve center in Philadelphia .. . construction 
is the keynote. 

New plants rise... $1% billion worth under construction and planned... 
others expand. New homes built by the thousands house the workers who 
keep the Valley humming. This boom pays off, too... in an unprecedented 
volume of wages and salaries for Valley residents. It’s a big build-up of 
buying power! 

All this dynamic Delaware Valley activity has the forceful backing of THE 
PHILADELPHIA INQUIRER. Chief stimulator of commercial and industrial growth, 
THE INQUIRER gained and holds its leadership through service. Every month, 
more national and local advertisers profit from this INQUIRER influence 
through the whole Delaware Valley. 


Constructively Serving The World's Greatest Industrial Area 


Exclusive Advertising Representatives: ROBERT T. DEVLIN, JR., Empire State Bidg.,”N.Y.C., Longacre 5-5232; EDWARD J. LYNCH, 20 N. Wocker Drive, Chicago, Andover 3-6270; GEORGE S$. DIX, Penobscot Bidg., 


Detroit, Woodward 5-7260, West Coost Representotives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 © 1127 Wilshire Boulevard, Los Angeles, Michigan 0259 
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They say a dream is an elusive thing... 


That you can’t pin it down. 


That you can’t measure it. 


Yet a dream is what man lives by... 


and will pursue to the end of time. 


A dream can be as visionary, as far-reaching as an 
effort toward eternal peace among men... 


Or it can be as simple, as matter-of-fact, as a new 


washing machine. 


In all its facets, the American dream has never 
been more vigorous than it is today. 


Many forces have contributed to strengthening ‘the 
American dream .. . 


Unquestionably, one of the deepest and most lasting 
of these forces is a magazine which specializes in 
helping people make their dreams come true... Ladies’ 
Home Journal. 


INSPIRATION AND HOPE 


There is nothing mundane or prosaic about Journal 
editing. It is filled with inspiration and promise, for 
otherwise it could not possibly keep pace with the 
woman of today. 


Let’s take a look at this amazing creature... 


No longer content with merely preparing three meals 
a day, she’s chauffeur, dressmaker, gardener, carpen- 
ter, Den-mother, school-board member, Community 
Chest worker, blood-donor, able hostess, practical 
bedside nurse, full-time wife and mother. 


What keeps her going? 


Mostly, a dream. A dream of better things for herself, 
for her family, for the town in which she lives, for the 
world of which she’s part. 


What stimulates her dreaming? 


Ideas. Not sensationalism. Not just practical point- 
ers on what to do before the plumber comes... but 
those heartening ideas which lift her sights to new, 
broader horizons .. . 


Ideas to which she responds ardently, enthusiastically. 


PROOF OF JOURNAL POWER 


The Journal is constantly going into homes all over 
America and reporting, on location, how people live 
successfully and happily, on what they have. 


Through down-to-earth editing like this, the millions 
of women who buy the Journal not only have been 
given ideas... 


But very practical help with their own budgets, their 
own homes, their own children. 


On the opposite page you will see one of the Journal 
families. See how their story sings with sincerity and 
promise and hope. 


Definite, irrefutable proof that women respond— 
wholeheartedly —to the Journal way of editing, to 
provocative Journal ideas, lies in its fabulous success: 


More copies of the Journal are sold at newsstands 
than ANY OTHER magazine in the world.* 


The Journal has the largest total average net 
circulation of ANY monthly magazine. 


In July, August, September, 1952, Journal 
circulation hit an all time high for this period— 
‘4 million more, average per issue, than in 1951. 


The September, 1952, Journal reached the highest 
circulation ever achieved by any magazine 
edited for women...over 4,850,000 estimated. 


Never underestimate the power of a woman’s dream... 
nor the power of the magazine she believes in so 
completely. 

*Publishers statements to Audit Bureau of Circulations, period ending June 30, 1952. 


eer, oh ins nie be oy eee ‘ : ; mt eee es . . ea ee 
aa chy PENS a a Ros ie nm a ; 5 | Ageia tare le: Sa Sf. eit * Sie ertis, 2 Seale Pak. -- 
1y Gi Pm naa) es ey oer, eh ae + i b; Tigre , oS Oa pia, ae ee ci eee : wie ae : 5 nei manele 

ian eke ja ates ESN, 2 ee) : EE aa era oy aa ee ig ee i 
Fe eee ee he” 5 ee oa ae : she OE i = date es Puiu ga SE re i sai ae = Migs oe 5 ee ee a carte RE ae 
aga . ‘ F : ~ ies F 6) ; ais Heres, : CE 
A fics we . % é : . BPs ce 

22 Ne . te aN, 
Set : 
ie al 

a hoy z, 
A ae es 

‘aa a oe 

TERS res 
aha 2: ; 
aa ‘ 

» ot ee ; 
Ri 2% ° j 
ha ae 

oe ie 
Sak a | - 
sed : 
ae 

ae oe Re 

ae Pore 
€: » ae 
A Mee oe 
< fs a) 
ah ire y = ge 
Sat AS 

oo : 

be _ = 
— = 
. oy s 
re 5 
~~ at 
ee ts 

an { 

ei 
ba ee 

a 
ear 
$5. 4 
as rf. 
tai a 
a ; 

_ oe ‘ "as aay 
oes  &§ i) 
a afi 
a 4 ves 
ie : a 
om 4 , ‘ ae 
ke “iy 
. ; 

a id = 
Pg a 
ey i 
ie : oak 
ts ey : 
af | : 
a. } Suet 
a } ; ae 
ae : aah 
= . 
ie nf 
ee ; b 

, 
nF be ‘ 
rao et 
ty vt 
his ee 
Rx ms x Bie, 

ae . . 4 
fer 2 , * 
ae 
A a 

ae SCSCSSCs 
NS 

* : 
oe3 pS 

WY a pe 
vr ace 
Stes! Po a 

rau 
eet. a i< 
Wer bse 
Bs eae 
7 i eae 
at a 

2 2 

2 BP : 

ke . a Pe 

THe “a 
f =, hoa a 

Po : 
i: ; Sore 
Rts 3 
Sn tA : 4 
aT . 

; 6 me fi 

Aw, ns 
“> 4 ; 

iy 
ae PY / 
< 
4 Ladies’Home ‘fe : 
ae 
e/ fs / 

“ie A y 
1 4, 
F — 

l,m” ( 
's j 
E : 
£3 : 
a 
ae 
s 

aes ea aS Be epee i i: setae 4 re iS Pipa ie + Ea ¥ os ie Be oe ai no. pe a 4 


. 
Ne *< a . s, 


Left to right: Jimmy Scala, 17, school football star. Big sister, Connie Scala Hood. president of her class, medal-swimmer. Al Hood, ex-Marine and Connie’s husband. 
Joanell, 19, office worker, longs to study journalism. Marion, 10, is “Ma” Scala—heart, hub, stem-winder of the show. 


These are the Scalas of Ramsey, § Their courage, their vision, their adaptability to things as they 
New Jersey. Their story was asummer, are is a shining example of the new American 
1952, feature in Ladies’ Home Journal. spirit of independence. 


Louis Scala is head-teller in a mid-Manhattan bank. In addition Features like these not only give inspiration to other Ladies’ Home 
to keeping house and dealing with six children, his wife, Lorene, _ Journal readers whose ideas are bigger than their budgets ... 


teaches school in nearby Oakland. But provide the comforting assurance that there are millions 
Spear-headed by Mrs. Scala’s enthusiasm and interest, the Scalas of other women like them in the same boat. Al/ working toward 
manage to make ends meet and have a wonderful time doing it. better things for themselves, their families, and their communities. 


Never missing a bet is a Scala technique for mak- 
ing ends meet. Mrs. Scala shops wisely and well— 
you have to, with 6 to feed three times a day! 


Connie's new baby temporarily loses center- 
stage to clothes. Bargain buys pare clothing 
expense, and Connie and Lorene are handy 


BACK-TO-SCHOOL 
MEANS MORE 
SANDWICHES 


me /// 


Jimmy regularly rebuilds $60 jalopy he bought last year with life- 
guard earnings. Like his sisters, he has done baby-sitting, also 
worked on a milk truck and a newspaper route. All the Scalas 
share home chores, take turns dishwashing. 
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production cost was 
reason for the in- 


Rising 


‘Courier-Express’ Hikes Price (4 oP - 
ne 


The Courier-Express, Buffalo, 8!ven as 
has raised its rate from 15¢ to 20¢ crease 
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Most of the magazines comparable to The Elks have 
rates of $2.50 to $8.00 per page per thousand. 

The Elks rate is $2.15 per page per thousand for more 
than a million families with incomes double the national 
median. 


The Elks Family Shopper proves every month that, with 
its low rate, The Elks Magazine consistently pulls direct 
sales at a profit. 


To seil a class income market at mass rates, schedule... 


MAGAZINE 


PYORK « CHICAGO « DETROIT « LOS ANGELES 


Chambers Promotes Ranges 

Chambers Distributing Co., New 
York, metropolitan area distribu- 
tors for Chambers ranges, has be- 
gun a campaign for its retained- 
heat ranges in the greater New 
York area. Media include nine 
newspapers in New York and parts 
of New Jersey, “The McCann's” 
(WOR), Family Circle. Woman's 
Day and the New York Times Mag- 
azine. Additional Sunday supple- 
ments may be added. Ovesey, Ber- 
low & Straus, New York, is the 
agency. 


Hide & Leather Boosts Two 


Philip I. Light, general sales 
manager, American Hide & Leath- 
er Co., Boston, has been elected a 
v.p., continuing his present duties. 
Stanley M. Rowland, chief engi- 
neer, also has been elected a v.p. 
Continuing as chief engineer, Mr. 
Rowland will serve also as man- 
ager of production and develop- 
ment. 


Toni Dolls Touring Country 
Ideai Toy Corp., New York, is 

taking 12 Toni dolls, clothed ia 

frocks especially created for them 


by 12 leading American designers, | 


on a nationwide exhibition tour. 
Each exhibit will be sponsored by 


local department stores. The dolls! 


have hairdos arranged by the de- 
signers’ favorite hairdressers. 


Meyer Joins Johnston Agency 

Stefan A. Meyer, formerly presi- 
dent of C. V. Parkinson Associates, 
has joined Frank B. Johnston Ad- 
vertising, New York, as a v.p. He 
will be in charge of the agency's 
new Manhasset, L. I., office, which 
will service Long Island accounts 
exclusively. 


Traxler Joins Detroit Agency 


Zimmer, Keller & Calvert, De-| 
troit, has appointed Edward L. 
Traxler agricultural consultant. 
Mr. Traxler formerly was associ- 


ated with Batz-Hodgson-Neu- 
woehner, St. Louis. 


of potential consumers. 


of any magazine studied by Starch. 


— 


~ WEINTRAUB! 


William H. Weintraub & Co., Inc., is using TRUE CONFESSIONS 
to help sell Maidenform and Revlon products this year. The 
Weintraub agency has achieved its position among the top-ranking 
advertising agencies because it believes in the principle of making 
each client dollar exert the greatest influence on the largest number 


If you subscribe to this principle, you too, may be interested in 
the following facts about TRUE CONFESSIONS. 

1. At the Newsstands TRUE CONFESSIONS is second among all 
women’s magazines, outselling such service leaders as McCALL'S, 
WOMAN’S HOME COMPANION and GOOD HOUSEKEEPING, such 
circulation giants as LIFE,COLLIER’S and LOOK .(A.B.C .Dec.31,1951) 


2. TRUE CONFESSIONS has the youngest adult woman’s audience 


3. And this young TRUE CONFESSIONS’ market can’t be reached 
through other kinds of magazines .Only 10% of TRUE CONFESSIONS’ 
» 200,000 women readers read the largest of the Service Magazines 
(LADIES’ HOME JOURNAL) and only 13% read LIFE. (Starch) 


For further information just write or call your Fawcett office in 
New York, Chicago, San Francisco, Los Angeles, or Detroit. 


TRUE CONFESSIONS - A Fawcett Publication 


Advertising Age, October 13, 1952 


Getting Personal | 


Edward H. Ellison, publisher of Art Material Trade News, has 
something to say about that picture (AA, Sept. 15) of Frederic 
Schneller’s alligator gar—not “pike,” he says. He—Ellison—caught 
one 7’4” long, weighing 
174 pounds this season 


in the White River, 
near St. Charles, 
Ark... 

Well, it’s one way 


Tres Goetting, Minne- 
apolis Adclub member, 
heads his column in 
the club’s bulletin, 
“Goetting Personal.” .. 
Bryce Spruill, v.p. of 
Botsford, Constantine 
& Gardner, is conva- 
lescing after three 
weeks in St. Vincent’s 
Hospital, Portland, 
Ore... 

Paul Smith, v.p. of 
Calkins & Holden, Car- 
lock, McClinton & 
Smith, is again serving 
as director of training 
of the New York group 
of the Civil Air Patrol 
...Francis S. Murphy, 
editor and publisher of 
the Hartford Times, is 
marking his 55th year 
with the Connecticut 
newspaper. He began 


HEARTY—Elmer G. Marshutz, president of Gard- 

ner Advertising Co., St. Louis, congratulates Mrs. 

Jane Groves, head librarian, following presenta- 

tion of the agency's second distinguished ser- 

vice award. Mrs. Groves received five shares of 

company stock and the Gardner hourglass em- 
blem in bronze. 


his career as an errand boy... 


Jack Woolley, account executive at KTTV, Los Angeles, has start- 
ed his fifth year as an instructor of radio and television advertising 
at the University of Southern California. ..Visiting firemen at the 
Hollywood offices of KBIG, Catalina, now have official membership 
cards entitling them to use an office specially built for them. The 
cards have been sent to agency men and members of the press. As 
a “Deputy Chief of the KBIG Visiting Fireman’s Club,” they are 
entitled “to full use of desk, phone, paper, clips, secretaries, pencils, 
and KBIG program schedules.” Card holders are guaranteed “free- 
dom from conversation with salesmen, who are chained in separate 
offices.”. . 

John W. MclIsaac, public relations exec with Chambers & Wiswell, 
Boston, has been elected commander of the Crosscup-Pishon admen’s 
post of the American Legion. ..John C. Dowd, president of the Bos- 
ton agency of that name, has been elected a member of the corpora- 
tion of Simmons College in the Hub... 


ALL FOR PETE—More than 225 members of the tf Club of Chicago and their agency 

gvests participated in the Pete Mignin sweepstakes held at the club’s golf outing 

at the Itasca Country Club. Here, Stan Smith (left) of Iron Age and Bill Wade, 

Transportation Supply News, hold the placard of signatures, which was sent to Pete 

(a representative for Industrial Publishing Co.), who is seriously ill with polio, 
along with the sweepstakes proceeds. 


Mrs. Margaret Neale, Johnson & Johnson account executive at 
F. C. Pritchard, Wood & Partners Ltd., London, is spending a month 
in the U.S. investigating our methods of promoting the sale of 
fashion goods and cosmetics...TV-radio package company head 
George F. Foley leaves Oct. 18 for two weeks in Paris and Rome, 
where he will set up production units for 26 half-hour and 13 hour 
television film dramas destined for U.S. syndication. ..The kitchen 
on Page 116 of the October issue of Better Homes & Gardens belongs 
to Gail Raphael, v.p. of Ruthrauff & Ryan... 


Justin Miller, board chairman and general counsel of the National 
Assn. of Radio & Television Broadcasters, was given an award Sept. 
23 at an FBA dinner in Washington for “meritorious service in the 
interest of the Federal Bar Assn. and the legal profession.” Once 
president of the (then) National Assn. of Broadcasters, Judge Miller 
served as president of the Federal Bar Assn. from 1935 to 1937... 

Gail Ann Levitt is the new addition in the family of Leonard 
Levitt, time salesman for Station WOV, New York...Edward J. 
Noble, board chairman of American Broadcasting Co. and Life 
Savers Corp., has been named general chairman of the 1953 greater 
New York March of Dimes campaign. . 
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A filiated with 6 Building Industry Magazines 
comprising the largest, most distinguished 
publications in the building industry: 
Building Supply News, Building Material Merchant, 
Ceramic Industry, Ceramic Data Book, Brick 

and Clay Record, Masonry Building. 

Send for our 64-page book... THERE'S MONEY 

IN REMODELING... free to any 


manufacturer who asks for it on his letterhead. 


We wish you could look over our 


digging into a typical copy of practical 
practical he finds it...and the 

That sounds simple but isn’t. Because 
publisher...and his purse... than thorough, 
use for “surface editors.” We respect 

sure that what we give him is well worth 
has to have it! And because every page 

and meaning to the reader, it 

to the advertiser. That’s why 


shoulder and watch a typical reader 


| builder the more he digs the more 


more pay-dirt he unearths. 

nothing is harder on a business paper 
hard-pan editing. Here at PB we have no 
our reader’s time...and we make 

his time. Meat, meat, meat. Every page 
of Practical Builder is filled with meat 
is filled with promise and profit 
those-in-the-know look to PB as... 


... Of the light 
construction industry 


Oimousrriar PuBLiCaTioNs, INC., CHICAGO 3 
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Bowater of North 
America Acquires 
Three Related Firms 


New York, Oct. 7—Bowater 
Corp. of North America Ltd., 
wholly owned subsidiary of Bo- 
water Paper Corp. Ltd., London, 
has acquired from the parent com- 
pany all of the common stock of 
Bowater’s Newfoundland Pulp & 
Paper Mills Ltd.; Bowater Paper 
Co. of New York, which sells Bo- 
water products in North America, 
and’ Bowater’s Southern Paper 
Corp., which is constructing news- 
print and sulphate pulp mills in 
eastern Tennessee 

Stock of the North American 
company, valued at $23,372,245, is 
being issued to the parent London 
company to pay for the acquisi- 
tions 

The Bowater organization is pri- 
marily a newsprint producer, but 
it also manufactures book, roll- 
coated and kraft papers, building 
board, sacks and cartons, fiber 
drums and bag linings 


® Present expansion plans of the 
company are expected to increase 
its total manufacturing capacity to 
1,000,000 tons of paper and 250,000 
tons of market pulp annually. 
About half of the paper and 40% 
of the pulp will be produced in 
Worth America 

Bir Eric Vansittart Bowater, 
CH&irman of the parent company, 
is president of Bowater Corp. of 
North America. Directors include 
G.S. Currie, Earl Stafford and C 
G. Heward, all of Montreal; Sir 
John Keeling, London; Alex 
Brackenridge and A. B. Meyer, 
New York, and H. M. S. Lewin, 
geMera! manager of the Newfound- 


lawd@ subsidiary 


Meyercord Sells Division 


Uhited States Printing & Litho- 
graph Co., Cincinnati, has acquired 
th@dabel and wrapper division of 
Megercord Co., Chicago manufac- 
turér of decalcomanias and other 
signs. The transaction involved the 
oUtfight purchase of the good will 
and inventory of the Meyercord di- 
vision, effective Sept. 30 


Monsen Promotes Hoffman 


J@seph J. Hoffman has been ap- 
pointed v.p. in charge of sales of 
Mogsen-Chicago-Los Angeles Inc., 
adv@rtising typographers. Mr 
Hoffman has been associated with 
the organization for 11 years 


Smart refiners know free 
balloons bring people to 
service stations for gas, 
oil, grease jobs. People have children — 
children love balloons! Attract kids, sell 
parents with PLONEER Qualatex “Float- 
jag Billboards”! Refiner buys balloons or 
splits cost with distributor or station. 

Whatever your product, pinpoint sales 
efforts at point-of-sale with PIONEER 
balloons. Printed in non-fading crackless 
pigments. Our Ad Service Department 
gives you ideas, samples, imprint infor- 
mation. Write today— 
The PIONEER Rubber 
Company, 108 Tiffin Road, 
Willard, Obste 


LG 
= Guaranteed by» 
Good Nousekeeping 
Son mr 


£8 sorters AS 


sation YOUR SALES 


WITH PIONEER QUALATEX 
= ” 
+ (Oo g/ttBOARDs 
Beat 0G Ol ius mn 


Seiler Named to Ad Fraternity 

A. Walter Seiler, president of 
Cramer-Krasselt Co., Milwaukee, 
has been elected to membership 
in the Milwaukee alumni chapter 
of Alpha Beta Sigma, national pro- 
fessional advertising fraternity. Mr 
Seiler is the first professional mem- 
ber chosen by the group. 


Craftint Catalog Makes Bow 

Craftint Mfg. Co., Cleveland 
manufacturer of graphic arts sup- 
plies, has published the largest 
catalog in its history. The catalog 
is available to agencies, art studios 
and graphic arts representatives 
upon request to Craftint at 1650 
Collamer Ave. 


Smith Promoted by Synthane 
E. Eldridge Smith, formerly as- 
sistant sales manager of the Syn- 
thane Corp., Oaks, Pa. manufactur- 
er and fabricator of laminated in- 
dustrial plastics, has been pro- 
moted to sales manager. Mr. Smith 
succeeds Herbert Widdop. 


Brent Returns to Agency Work 


Advertising Age, October 13, 1952 


McFadden Appointed PR Head 

Robert J. McFadden, formerly 
public relations representative, has 
been promoted to director of p.r. 
for the Bridgeport-Lycoming divi- 
sion, Avco Mfg. Corp., Stratford, 
Conn. 


Williams Joins Watts-Payne 
J.D. Williams, formerly a mem- 


Corp., New York the Air Force 


kaging Corp. i 

Koftman to Packaging Corp Gray Joins Schenley Ad Statt Allan R. Brent, v.p. of Herbert S. ber of the national advertising staff 
Jack Koffman has been appoint- Robert H. Gray has been ap- Benjamin Associates, Baton Rouge of the Dallas Times-Herald, has 

ed manager in charge of sales for pointed assistant advertising man- agency, has _ returned 

Packaging Corp., ager of Schenley International months’ active duty as a major in Payne—Advertising, Tulsa, as an 


from 17 become an associate of Watts, 


account executive. 


Reprinted from Fortune 
October, 1952 


Selling in Today's Economy: VII 


Business is founded on advertising and selling. 


But paradoxically it uses them best when times 
are good, neglects them when times begin to go 
bad. Herewith a report on why business behaves 
the way it does, and how it may change. 


ll Buck a Trend? 


by Gilbert Burck 


The charge against U.S. business is made by its best 
friends and most constructive critics, and goes to the heart 
of the system. That charge is that business indulges in the 
paradoxical] and antisocial habit of allocating sales, promo- 
tion, advertising, and even some product-development ex- 
penses as a percentage of annual sales. When sales rise, 
businessmen promptly spend more on these promotional ac- 
tivities, regardless of effect. When sales decline, business- 
men immediately spend proportionately less, again regard- 
less of effect. And they all stampede in the same direction at 
the same time. 

This, say the practical thinkers concerned with the for- 
tunes of the individual company, is bad business. No one 
these days questions the eflicacy of advertising, selling, and 
sales-inspired product design. Good will and product ac- 
ceptance, though rarely capitalized for more than a token 
sum, are among business’ most valuable capital assets. Even 
investors and speculators recognize this. The stocks of sound 
but little-known companies almost always sell for less (in 
terms of price as a percentage of earnings) than the stock of 
aggressive advertisers and sellers. Why then, ask the prac- 
tical thinkers, does a company spend less instead of more 
to make sales when sales are hard to come by? Why doesn’t 
it take advantage of its opponents’ shortsightedness to ad- 
vance its competitive standing? Advertising and selling 
should create sales, not be created by them. Isn’t business’ 
habit of letting sales create advertising and selling as il- 
logical as letting up on the gas when you reach a hill? 

The economists, concerned as they are with the fortune of 
the country as a whole, have a larger and graver complaint. 
Business’ inordinate sensitivity to “conditions,” they point 
out, accentuates both inflation and deflation, encourages boom 
and bust. When there is more money than goods, and people 
are buying, it is patently inflationary to persuade them to 
buy and doubly inflationary to spend billions on persuading 
them to buy. But when goods are going begging, it is defla- 
tionary to stop spending money on persuading people. Busi- 
ness_habitually does both and thus contributes powerfully 


The economists’ case is clear. So long as t 
exists it can be argued that the economy wi 
achieve stability. But the practical thinker 
tors who talk only about what is “goo¢ busi 
right? Is it really good business for a compa 
habits? To put it another way, can the app: 
tween what so many companies do and wha 
nation be reconciled? The answer is that a 
far from impossible. Many people are optir 
think that the problem can be solved, and th 
enough interest and support to give their 
of the force of a movement. But the mover 
long way to go. The reason will be evider 
closely at what business does and why. 


Science and art 


Now business as a whole is not blindly 
allocating selling costs as a percentage of 
stands that it theoretically can afford to inc 
until additional or “marginal” costs equ: 
“marginal” revenues. And in fixing adver 
example, it often uses approaches other tha: 
approach, singly or in combination. Some co 
what their competitors are spending, and th 
to offset the competition. Some spend “all t 
Commendably, a few regard advertising as 
try to estimate what it will earn, and fix th 
cordingly. Many if not most of the “advance 
try to be more “scientific,” and confess to 
jective-and-task method. This means they t1 
objective and the means of achieving it, es 
and then fit their task to their resources. 

Even the latter two methods are not trul: 
depend on subjective estimates as much a: 
facts. They can be used successfully only 1} 
who relies on intuition and knows why sel) 
well as a science. Thus most advertisers, se 
definite and reassuring, resort at one time 
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| 
TV Sets Usually 


| Bought Because the 

i | Kids Ask for Them 

 F Boston, Oct. 8—TV set pur- 
chases “usually” are made in re- 


q sponse to demands of juveniles in 
| the family, according to results of 


ton University school of public re- 
lations and communications, only 
eight admitted to buying sets to 
conserve on entertainment ex- 
penses. Eighteen own TV sets for 
social position and 28, rather am- 
biguously, for “companionship.” 
Other results noted are: 
“Fewer TV owners read.” 
2. TV owners who read spend 


4. “People of lower education, 
income and occupation” are more 
avid viewers than their superiors 
in these categories.” 

One saddening conclusion of the 
survey: “Although TV brings the 
family together, it is unity with- 
out conversation.” 


Nash-Kelvinator Promotes Two 
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pliance distribution. D. A. Packard, Fifth District Meet of AFA 
formerly household sales manager, to Hear Area, National Leaders 
has been appointed general mana- 
ger of the Kelvinator division. The annual meeting of the Fifth 
District of the Advertising Federa- 
tion of America, meeting at Colum- 
bus, O., Oct. 17-18, will be ad- 
dressed by Elon G. Bortqn, presi- 
dent of the Advertising Federation 
of America, and advertising leaders 
from Ohio, Indiana, Kentucky and 
West Virginia. 


Furniture Dealers Given Ads 
A comprehensive advertising 
campaign for retail furniture 
dealers of Paramount Furniture 
Industries, New York, has been 
prepared in matrix form by the 


), a poll of TV families in nearby “much less” time at it than non-  Nash_Kelvinator Corp., Detroit, company. Available in two serier| Martin Schryver, past president 
ee Allston and Brighton. owners. has promoted Charles T. Lawson, of six layouts, the material is de-/of the Dayton Advertising Club, 
eo Of the 350 families interviewed 3. TV viewers are more active formerly v.p. in charge of sales, signed for either large or small Will be chairman of the panel on ¢ 


by the research division of the Bos- in sports. 


|“How to Build Membership.”’ The 


Kelvinator division, to v.p. of ap- 
. panel on “How to Get Big Name 


newspaper space. 


wv? 


Anyone you know? you . . . 

your clients . . . your friends? Habitually in 

good times and bad, advertisers and their agen- 
cies have used a pat “percentage of sales” to 
determine how much they will spend on sales 
promotion, advertising and product develop- 
ment. Maybe after reading this month’s 
FoRTUNE you will continue the habit. Maybe 
you'll try to do something to break it . . . and 
buck the trend. 


| What can happen... 


when ForTUNE carries your advertising. 


The Catalytic Construction Company, 
x Philadelphia, ran this ad in FoRTUNE’s 
as June issue. In August, the Company’s 
1es; President, Mr. T. Ellwood Webster, 
m4 1y wrote: “. . . we have received 
ce approximately fifty replies from the 
i heads or chief engineers of some of the 
' most important chemical and oil 
L) ie companies. I think this response is quite 
‘op unusual... 
y y “We have recently been awarded a 
#a multi-million dollar contract from one of 
the largest chemical companies in the 
country, and I personally feel that our 
jJogmati advertisement in FoRTUNE played a 
sales. It . part in this award .. .” 
ease sales 
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Your advertising deserves resultful 
replies. Therefore, it deserves FORTUNE. 
For ForTUNE’s readers are the people 
who count. For proof, ask for your copy 
of our just-completed ‘““MEN OF 
FoRTUNE” survey. Call or write 
ForTUNE Magazine, 9 Rockefeller 
Plaza, New York 20. 
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Speakers” will be conducted by 
Edward Hodgetts, president of the 
Advertisers’ Ciub of Cincinnati 
Ellis S. Perlman, past president of 
ithe adclub of Mansfield, O., will 
head the panel on “How to Promote 
Community Projects.” Chairman 
lof the year’s nominating committee 
lis Franklyn R. Hawkins, advertis- 
jing manager, Libbey-Owens-Ford Ham 
Glass Co., Toledo. 


Frederick Smith Agency Moves 
| Frederick Smith Advertising, 
Morristown, N. J., has moved to 
new, larger quarters at 14 Elm St. 


Like all previous installments in FoRTUNE’s 
continuing series, ‘Selling In Today’s Econ- 
omy’”’, you’ll find this article will stir contro- 
versy —and provoke thought. And for this sim- 
ple reason, FoRTUNE gets read intently by 
242,500 decision-making executives. These 


“top” and ‘“‘down-the-line” management men 
react to FORTUNE’s News-in-Depth . . . and to 
your advertising in ForTuNE. Here’s... 


“Tacoma Coverage 
isa ‘Must’ for 
Successful Promotion’’ 


k 
| 
j 
: 


says Frank E. Eaton, 
Seattle District Manager ~ 
Sunshine Biscuits, Inc. — 


Sunshine Biscuits, Inc. produces 
sells a quality line of specialty foo 

Sunshine Krispy Crackers, Cheez-it, 
Hi Ho, Hydrox Cookies, candies, and 
Austin's Dog Food. The firm maintains 


a distributing warehouse in Tacoma 


“Tacoma represents a substan- 
tial portion of the total Puget 
Sound market,” Mr. Eaton says. 
“We have learned from exper- 
jence that successful overall 
promotion in the Puget Sound 
area demands local, on-the-spot 
coverage of Tacoma. Seattle and 
Tacoma, together, represent the 
state’s major market—but sep- 
arate coverage is essential.” 
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CATALYTIC 
CONSTRUCTION COMPANY 


1928 WALNUT STREET - PHILADELPHIA 2, PENNA. 


Think twice about Tacomal it's 
| @ separate, distinct, important 
| market. It's covered ONLY by the 
} dominant News Tribune. That's 
why—on Puget Sound—you need 
BOTH Seattle and Tacoma cover 
age every time. Ask Sawyer, 
Ferguson, Walker Co. 


. Where Business Readers Concentrate ae 
On Business News-in-Depth , . : 
News Tribune 


Over 82,000 Circulation, ABC 


and KT NT 
Transit Radio 
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THEY RE ALL BACK 


t 


...and out front with the customers 


You might easily picture this time clock in stores 

all over the country. And with the same names. For 
Benny, Bergen, Crosby, Godfrey, and company have 
started a new fall season on CBS Radio. And they're 
giving their greatest performances not only in 43 
million homes and 27 million cars—but as salesmen 


behind counters from coast to coast. 


There’s no sales force like them—for selling more 


things to more people in more places... 


It makes a difference that so many of the leading 
shows are heard on the same network. ( More of 
them are on CBS Radio than on all other networks 
combined.) For they bring all the network’s 
sponsors into a main stream of customer traffic. 


They create the best /ocations in all advertising. 


For this reason 25 per cent more time is sponsored 
on CBS Radio than on any other network. And the 
time-slots still available have all the “crowd” 


advantages of stores next to Macy’s or Gimbel’s. 


Around the clock CBS Radio’s star attractions 
assure the greatest carry-over of listeners from 
show to show ... the largest average audience... 


the lowest advertising cost. 


You too can be out front with the customers 


on th ©¢BS RADIO NETWORK 


NOTE: Sunday, 2:30 to 4:00 pm (Slot 77) has just been filled by the 


New York Phitharmonic-Symphony for Willys-Overland Motors, Inc. 
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Karo and Bisquick 
Tie-in Drive Told 


MINNEAPOLIS, Oct. 7—General 
Milis Inc. and Corn Products Re- 
fining Co, are jointly promoting 
Bisquick “silver dollar” pancakes 
and Karo syrup this month. Maga- 


zines, newspapers, radio and tele- 
vision will be used 
The promotion began Sept. 28 


in The American 
followed with a 
The Saturday 


with a half-page 
Weekly and was 
four-color page in 
Evening Post Oct. 4 

The remainder of the maga- 
zine schedule includes a spread in 
Life Oct. 13 and page ads in West- 
ern Family Oct. 16, Look Oct. 21, 


Collier's Nov. 1, and October is- 
sues of Better Living, Family 
Circle and Woman's Day. Half- 


page ads will be carried in Parade 
Oct. 12 and This Week Magazine 
Oct. 19 

General Mills will carry the tie- 
in promotion during October on its 
radio show, “Whispering Streets” 


Take a look at the big Akron 


Metropolitan Area and see how 
rich a market this really is. 
Take a look at the circulation 
of Akren's only daily news- 
paper and you'll see this is the 


one sure way to reach all 


Akron buyers. 


(ABC) and on its television shows, 
“Bride and Groom” (CBS) and 
“Lone Ranger” (ABC) 

Knox Reeves Advertising, Min- 


neapolis, is the Bisquick agency 
and C. L. Miller Co., New York, 
handles Karo. 


Lever Boosts Gunning, Wilson 

Lever Bros. Co., New York, has 
promoted Mabel Gunning to brand 
publicity manager. She is suc- 
ceeded as supervisor of consumer 
education by Joan Wilson, for- 
merly staff assistant. 


‘Journal’ Names Coast Agency 
The Journal, Portland, Ore., has 
named the Portland office of Pa- 
cific National Advertising, Seattle, 
to handle advertising, after being 
without an agency since the begin- 
ning of 1952. George Gfiffis is the 
account executive in charge. 


Pittsburgh Papers Hike Rates 
The Pittsburgh Press and Sun- 
Telegraph, afternoon newspapers, 
increased the price of their Sun- 
day editions from 15¢ to 20¢ Oct. 
12 due to increased operating costs 


Gar Wood Appoints Bingham 


The Wayne division, Gar Wood 
Industries. Wayne, Mich., man- 
ufacturer of hydraulic hoists and 
bodies for motor trucks and trail- 
ers, has appointed Fred F. Bingham 
Co., Detroit, to handie trade pub- 
lication advertising. 


Briggs Joins Geare-Marston 

James B. Briggs, formerly a v.p. 
with Charles Blum Advertising, 
Philadelphia, has resigned to be- 
come v.p. and account supervisor 
at Geare-Marston, Philadelphia. 


Advertising Age, October 13, 1952 


Boyle Joins Reynolds Metals 

John H. Boyle, formerly direc- 
tor of television at WAVE-TV, 
Louisville, has been appointed di- 
rector of radio and television for 
Reynolds Metals Co., Louisville 
manufacturer of aluminum prod- 
ucts. 


Duff-Norton Names Bond & Starr 


Duff-Norton Mfg. Co., Pitts- 
burgh manufacturer of lifting 
jacks, has appointed Bond & Starr, 
Pittsburgh, to direct its advertising, 
effective Jan. 1. 
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ARF Adds Six Subscribers 


The Advertising Research Foun- 
dation, New York, has added four 
Curtis publications, an agency and 
an advertiser as subscribers. They 
are Country Gentleman, Holiday, 
Ladies’ Home Journal and The 
Saturday Evening Post; Calkins & 
Holden, Carlock, McClinton & 
Smith, and American Tobacco Co. 


DuClos Buys Riverside Press 
Chester H. DuClos, v.p. of Albee- 

Campbell Inc., New York sales 

management and merchandising 


consultant, has purchased the Riv- 
erside Press, Essex, Conn., com- 
mercial printing company. Mr. Du- 
Clos purchased the property from 
Mrs. Mabelle E. Dowling and her 
daughter, Mrs. Dorothy A. New- 
ton. He will retain his interest in 
Albee-Campbell. 


To John Falkner Arndt 


Cochrane Corp., Philadelphia 
manufacturer of water treating 
equipment, has appointed John 
Falkner Arndt & Co., Philadelphia, 
to handle its advertising. 


Roth Goes to New Haven Clock 


Herbert D. Roth has been ap- 
pointed sales director of consumer 
goeds for the New Haven Clock 
& Watch Co., New Haven. Mr. 
Roth formerly was general man- 
ager of L. Luria & Son, New York 


distributor of silver and gift ware. | 


ABC Adds Six Stations 

Six more radio stations have 
joined the radio network of Amer- 
ican Broadcasting Co., bringing 
the latter’s total affiliates to 348 
stations. The new stations: WKOZ, 


Kosciusko, Miss.; WABG, Green- 
wood, Miss.; WKRD, Rockland, 
Me.; KSGA, Redmond, Ore.; 
KOSF, Nacogdoches, Tex., and 
KRBA, Lufkin, Tex. 


Publisher Changes Name 

The name of Radcraft Publica- 
tions Inc., New York, has been 
changed to Gernsback Publications 
Inc. The company publishes Ra- 
dio-Electronics magazine and the 
Gernsback Library of technical 
books on radio, television and elec- 
tronics. 


it swim...ctawl... burrow? 


Neither! 


It Just Grows...Helps Keep the Income 


of Pennsylvania Farmers Steady! 


If you stare long enough you may discover that you’re looking the lowly spud 
squarely in an eye in this lash-length close-up. 


Pennsylvania farmers dig ‘em up by the millions every fall, for the common 
potato is just ove of a wide variety of valuable cash crops that keep their incomes 
at a high, steady level—right around the calendar. 


This strong, steady income makes farmers in this top-third state of Pennsylvania 


worth watching. They’re always se/ling—always buying. 


PENNSYLVANIA FARMER—the local farm paper that reaches 4 out of 5 
farm families twice a month—is the best choice to promote the products you sell. 


Crop diversification also brings constant, year-round income to farmers in two 
nearby states, Ohio and Michigan. So keep your eye on the farm publications 
that reach buyers with cash—PENNSYLVANIA FARMER, OHIO FARMER, 
MICHIGAN FARMER. Get the full story—write to T1013 Rockwell Avenue, 
Cleveland, Ohio. 


Harrisburg 


Two other states that have a steadiness of income like Pennsyl- 
vania are Michigan and Ohio—served by MICHIGAN FARMER 


and THE OHIO FARMER. 


OHIO FARMER, Cleveland 
MICHIGAN FARMER, East Lansing 


| For the 


PM Theme Will Be 
‘Dividend Whisky’ 


New York, Oct. 8—National Dis- 
tillers Products Corp. is launching 
a new campaign this week for its 
PM blended whisky in 250 newspa- 
pers in 240 cities. 

The ads featuring PM's waiter 
and bell-boy characters introduce 
a selling theme built around the 
phrase “PM—The Dividend Whis- 
ky.” 


remainder of the year, 
ads will continue to feature the 
“dividend” theme. Allyn Shilling. 
| director of advertising, said that 
| four- color pages will be used in a 
‘number of magazines, and that out- 
door will be used in several mar- 
kets 

Point of sale material has already 
been distributed to retail outlets 
Biow Co. is the agency. 


NBC Appoints Mensing 

Paul W. Mensing, formerly of 
Henry I. Christal Co., has joined 
the Chicago radio spot sales staff 
of National Broadcasting Co. 


Consumer Analysis 
Cleans Up the Case of 
the Slippery Subject 


Consumer Analysis figures list the 
6 toilet soaps preferred for face 
and hands in the St. Paul Market 
for the past 3 years. 


As you see a comparitively new soap 
introduced in 1950 demands the number 
6 spot in the consumer study. Now let's 
look at these top 6 toilet soaps as to 
their popularity for bath usage. 


Here we see the same soap, Brand F, in 
the number 3 spot with a steady gain 
in usage over the 3 year period. As you 
see, the well established Brand B has 
been slipping steadily over the 3 year 
period,and in the case of bath usage 
| has slipped behind newcomer Brand F. 
There are many products suffering from 
the same “status slippage” . HF eyou'd 
like to check your product in the St. 
Paul Market, Write Consumer Analysis. 
Please state product or classification(s) 
in which you are interested 


SePant Dispatch 


Pioncer Press 


— REPRESENTATIVES 
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Esso Uses Radio, 
TV, 800 Newspapers 
in Winter Campaign 


New Yorx, Oct. 9—A fall ad- 
vertising campaign for anti-stall- 
ing Esso extra gasoline started this 
week in 800 daily and weekly 
newspapers in the 18 eastern and 
southern states where Esso prod- 
ucts are sold. McCann-Erickson is 
the agency 

A maximum of six insertions 
will be made up to mid-December 
and ads will run in variable sizes 
up to 1,000 lines, Robert M. Gray, 
advertising-sales promotion mana- 
ger of Esso Standard Oil Co., said 

In addition, radio and television 
support will be given on “The Esso 
Reporter” broadcasts over 54 ra- 
dio stations and six television sta- 
tions and 24-sheet posters will be 
used on about 3,000 outdoor signs 

“In the two years since its in- 
troduction,” Mr. Gray said, “this 
special type of premium gasoline 
has built up a consumer demand 
considered almost phenomenal in 


the gasoline service station busi-! 


ness 

Dealers have been supplied with 
special point of sale material and 
fact sheets to help them answer 
consumer inquiries 


Magazine Sets New Page Size 
he Farmer-Stockman, pub- 
l od by Oklahoma Publishing 
Co,, Oklahoma City, will change 
it@ page size to 429 lines with the 
J@@uary issue. The page has been 
760 lines. The new format “will of- 
fer advertisers lower cost per page, 
lower four-color rates, increased 
visibility and higher readership,” 
the publication claims. New rates, 
effective with the January issue, 
ha¥e not been released as yet 


Base Ball Game 


Frank Presbeey a ox 
J. Walter Thompson Co. 


Al THE POLO GROUNDS 


Saturday, September 16, 1905 
2.90 pew. oh 
FY ovwesexr om 


TICKET AT GATE 


WHO WON?-Going through his files 

around world series time, agency chairman 

Charles Presbrey of Cecil & Presbrey un- 

earthed this interesting ticket to the Polo 
Grounds. Note the date. 


Truman Names Merrill to 
Succeed Jones on FCC Staff 

President Truman has appointed 
Eugene Hyde Merrill, a member 
of the Public Service Commission, 
to succeed former Federal Com- 
munications Commissioner Robert 
Jones (AA, Sept. 22). 

Mr. Merrill during World War 
II was in charge of materials for 


the telephone industry for the 
War Production Board. For five 
years after the war he was a 
communications expert in Ger-'! 


many, rebuilding the German com- 
munications system. Since 1950 he 
has been engaged in the alloca- 
tion of materials for the Defense 
Production Administration. 


Grant Promotes Tillson 
Harold Tillson has been 
moted to director of all media for 
Grant Advertising, Chicago. He 
succeeds George McGivern, who 
has resigned. Mr. Tillson has been 
with Grant for five years, chief- 
ly as assistant to Mr. McGivern. 


Landtield Named Sales Head 


Sid Landfield, for 10 years a 
Chicago newspaper man with the 
Sun and Sun-Times, has been ap- 
pointed sales manager of Robert 
E. Clark Advertising, Aurora, Il 
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As reported in SALES MANAGEMENT Survey of Buying Power 


pro-| 


This Week in Washington... 


TV in Congressional Hearings Banne 


By Stanley Cohen 
Washington Editor 

WASHINGTON, Oct. 9—Telecasting 
of congressional investigations— 
enlightening and entertaining as 
it may be—is apparently on the 
way out. Telecasting of House 
hearings has already been forbid- 
den by Speaker Sam Rayburn, and 
now federal Judge Henry A 
Schweinhaut has issued a decision 
which is likely to settle any re- 
Maining discussion 

Judge Schweinhaut has 
missed contempt citations which 
the Senate issued against two 
Cleveland gamblers who refused 
to testify before the Kefauver com- 
mittee. In so many words, he has} 
held that the courts will not pun- 
ish anyone who refuses to testify 
before a congressional committee 
that exposes him to television cam- | 
eras, newsreel cameras, micro-| 
phones and news photographers. 

The defendants contended they | 
were being used for the profit of | 
telecasters and broadcasters. But 
beyond that, they argued they 
could not be compelled to testify 
in the circus atmosphere which 
characterized the highly publicized 
Kefauver hearings 

Judge Schweinhaut said “the 
concentration of all these elements 
seems to me necessarily so to dis- 
turb and distract any witness to the 
point that he might say today 
something that next week he will 
realize was erroneous. 

“The only reason for having a 
witness on the stand, either before 
a committee of Congress or before 
the court, is to get a thoughtful, 
calm, considered and, it is hoped, 
truthful disclosure of facts. This 
is not always accomplished, even 
under the best circumstances. But 


dis- 


at least the atmosphere of the 
forum should lend itself to that 
end.” } 
. 7 2 | 

Judge Schweinhaut's decision ; 


applies only to hearings where a 
appears by compulsion. 
Telecasting of ordinary hearings 
could still continue 

Though laymen may wonder 
whether this isn't “discrimination” 
against radio and TV, most lawyers 
see it another way. They contend 


witness 


that public hearings are for the 
benefit of the witness—not the 
public. 


The hearing is in public to pro- 


Second City In The State 


(U. S. Census 1950) 


for 1952, among the 200 largest cities in the nation... 


Gary ranks 26th for per-family effective buying income 
... 51st for per-capita effective buying income 
+. 72nd for total effective buying income 


..- 73rd for population 


Whether you pick markets in which to advertise on the basis of 
population or buying power, or a combination of both, here is a 
market far above the average in sales opportunities when you 


advertise adequately in the 


THE GARY POST-TRIBUNE 


Gary’s only newspaper 


The only medium you can be sure will deliver your advertising with 
sales-producing impact in this market. 


More than 95% coverage of families in the city zone, better than 
80° in the entire Gary Trading Area. 


More than twice the effective family coverage of all Chicago daily 
newspapers combined in this market, and ne other medium claiming 
coverage in this area even approaches our audience in size. 


DON’T LET ANYBODY KID YOU! 


There is no substitute, absolutely 


no substitute for THE GARY POST-TRIBUNE for effective family 


coverage in this compact, prosperous and rapidly growing market. 


Additional 
Market Highlights 


Home of the world’s largest 
steel mills. Third largest steel 
producing center in nation. 


Principal shopping center 
for Lake and Porter counties. 
Populations total in excess of 
100.000. Total households 
113,276. (U.S. Census 1950) 
These counties offer a $713,- 
619,000 market. (Sales Man- 
agement 1952 Survey of 
Buying Power) 

Population of Gary 133,911. 
Of city and city zone 167,661 
Total for retail trading area 
220,603. (U.S. Census 1950) 


National Representatives: 
BURKE KUIPERS & MAHONEY 


tect the witness from star chamber 
procedure. It need not be big 
enough to accommodate all who 
want to attend, nor can it be con- 
ducted in a way to endanger the 
ability of the witness to defend 
himself. 

To the government's contention 
that the defendants in the Ke- 
jauver contempt case were “hard- 
ened criminals,” Judge Schwein- 
haut issued a truly great reminder 
of the meaning of our Bill of 
Rights. “It cannot be said that for 
John, who is a good man, one 
rule applies; but for Jack, who is 
not a good man, another rule ap- 
plies.” 

s * a 


The drug industry will have its 
eyes on the federal district court 
in Baltimore Monday, when the 
Federal Trade Commission tries 
to get an injunction to stop the 
advertising of a medicinal prepara- 
tion called NHA Complex. 

At least another year will pass 
before FTC gets around to decid- 
ing the truth or falsity of NHA 
Complex ads. It has told the fed- 
eral courts that these ads ought to 
be suspended meanwhile, lest they 
cause irreparable injury by in- 
ducing individuals to delay diag- 
nosis and treatment of various 
diseases and symptoms 

While NHA Complex is a rela- 
tively minor item—its volume 
amounts to about $600,000, FTC 
says—the drug industry shudders 
each time the commission pins 
down a court decision broadening 
its power to use the injunction 
technique. It’s one thing to defend 
a campaign but quite another to 
have a campaign tied up by in- 
junction while FTC goes through 
the cumbersome business of hold- 
ing a hearing and reaching a de- 
cision 

o s e 

If you have been watting for the 
detailed breakdowns of consumer 
expenditures which the Bureau of 
Labor Statistics was supposed to 
publish last month, settle down 
and prepare for an additional four 
to six-week wait. Tables showing 
family expenditures for each of 91 
key cities are included in Bulletin 
No. 1097, which the bureau was 
ready to release several weeks ago. 

Subsequently, BLS found that 
preliminary data from the expen- 
diture study was being “misinter- 
preted” and that there had been 
some “clerical errors” in the pre- 
liminary tabulations. 

Having been burned once, BLS 
is taking no chances. Bulletin 1097 
is to be re-printed “in order to 
avoid any possibility of further 
misinterpretation.” The text is still 
being revised, and it looks as if the 
release date will be no earlier than 
Dec. 1. 

* * 

If TV follows the pattern of 
radio, the applicant for a small- 
town station will generally be let- 
ting himself in for a struggle. In 
isolated communities, of course, 
the struggle may be less desperate 
than in communities which are rel- 
atively close to big cities. 

FCC showed last week that 900 
radio stations in 168 metropolitan 
areas receive 84% of the payments 
to stations for network time sales, 
and approximately 85% of the rev- 


enue from national spot. These 
stations also account for 60% 
of all time sales to local adver- 
tisers. 


Non-metropolitan stations, num- 
bering more than 1,300 and located 
in approximately 1,000 communi- 
ties under 50,000 population, de- 


pend on local advertisers for 
approximately 77% of their time 
sales 

e . - 


The Air Force has issued a regu- 
life 


lation permitting insurance 


Advertising Age, October 13, 1952 
salesmen to sell on Air Force in- 
stallations. Salesmen must operate 
under rules established by the 
{local commander. However, they 
cannot solicit recruits, basic train- 
ees or personnel being processed 
at ports of embarkation. And there 
will be “no mass solicitation at 
formations or captive audiences.” 
- + e 

Walier J. Currie has taken ove: 
the job of whipping the Commerce 
Department's new office of dis- 
tribution into shape. For years he 
was an overseas general manager 
for Standard Brands. Later he was 
an international representative of 
the Crosley Division of Avco. From 
this background, he should under- 
stand the need for more informa- 
tion about marketing opportunities 
and techniques. 

More recently, he has been as- 
sistant director of National Pro- 
duction Administration, in charge 
of the office of civilian require- 
ments. In setting up the office of 
distribution, he is taking most o? 
NPA’s civilian requirements staff 
back to Commerce. 

He serves as deputy of Horace 
B. McCoy, who is acting director 
of the office of distribution. Mr. 
McCoy is a busy man. He is also 
director of the Commerce Depart- 
ment’s office of industry and com- 
merce, and is a deputy administra- 
tor of NPA. 

With Mr. Currie walking off 
with the office of civilian require- 
ments, NPA is organizing a small 
civilian requirements staff around 
Leslie P. Diodge, Mr. Currie’s for- 
mer assistant. Many admen will 
remember Mr. Diodge. For 18 years 
he was with Baron G. Collier Inc., 
New York. In 1938 he became 
president of Times Square Adver- 
tising Co. Since the war he has 
had a manufacturing business in 
Virginia and Maryland 


Bendix, Rinso Tie In for 
Four-Week ‘Election’ Contest 
Lever Bros. Co. and the Bendix 
home appliance division, Avco 
Mfg. Corp., have combined on a 


$10,000 grand prize “election” 
contest with a “win with Rinso” 
slogan. Entrants must say why 


they vote for Rinso in 25 words or 
less, enclosing a Rinso boxtop. 
Awards of 601 prizes will be made, 
including 200 Bendix home laun- 
dry sets and 400 RCA Victor clock- 
radios. A fourth of the prizes will 
be awarded each week during a 
four-week period beginning Oct. 5. 
Lever-Bendix advertising  in- 
cludes color newspaper ads in 
Puck-The Comic Weekly, Metro 
and independent comics, 111 pa- 
pers in all. Life and The Saturday 
Evening Post will have more color 
spreads and b&w insertions. In ad- 
dition, Lever is using “Big Town” 
(CBS-TV) and Bendix, “The 
Name's the Same” (ABC-TV), for 
the contest. Ruthrauff & Ryan, 
New York, is handling for Rinso, 
| and Tatham-Laird, Chicago, for 
Bendix. 


Fred R. Becker Advertising 
Makes Bow in Louisville 

Fred R. Becker, formeriy a v.p 
of L. W. Roush Co., Louisville, 
has formed his own agency, to be 
known as Fred 
R. Becker Adver- 
tising. Mr. Beck- 
er also was for- 
merly advertising 
manager for the 
anchor division, 
Stratton & Ter- 
stegge Co., Louis- 
ville manufactur- 
er of hardware 
products. 

Among the new 
agency's accounts 
aire the following: 
Old Jordan Distillery, Deatsville, 
Ky. (Qld Jordan whisky); T. W 
Samuels Distillery, Deatsville (T 
W. Samuels whisky); Sportsmen's 
Map Co., Chicago, and William E. 
Whaley Co., Louisville, “taxi- 
poster” advertising concern 


SF Has 448,000 TV Sets 

Television sets in the San Fran- 
cisco Bay Area totaled 448,000 on 
Sept. 1, a gain of 15,000 over 
Aug. 1. 


Fred R. Becker 
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Since the beginning of railroading, the lantern and message hoop 
have been indispensable “tools of the trade.” Today, in the spirited 
competition for freight business, an equally important tool of the 
industry is advertising. And, much of this railroad freight advertising 


appears in Business Week. 


REASON: Business Week’s readers comprise a highly concentrated 
audience of Management-Men— executives who make or influence 
important decisions for their firms. Many of these decisions, of course, 
deal with freight transportation. 

RESULT: Business Week regularly carries more railroad freight adver- 
tising than any other general business or news magazine. These ad- 


vertisers agree that— 


YOU ADVERTISE IN BUSINESS WEEK WHEN 
YOU WANT TO INFLUENCE MANAGEMENT-MEN 


BUSINESS WEEK 


330 WEST 42ND STREET, NEW YORK 36, N.Y. 


Tools of a Trade 


These Railroad Freight Advertisers 


are opening up new markets 


through Business Week 


Association of American 
Railroads 


Atchison, Topeka & Santa Fe 
Railway Company 


Baltimore and Ohio 
Railroad 


Chesapeake and Ohio 
Railway Company 
Chicago, Burlington & 

Quincy Railroad Co. 


Chicago & Eastern Illinois 
Railroad Company 


Chicago, Milwaukee, St. Paul 
& Pacific Railroad 


Eastern Railroads Presidents 
Conference 


Erie Railroad Company 


General American 
Transportation Company 


Minneapolis & St. Louis 
Railway Company 


Missouri Pacific Railroad 
Company 


Norfolk and Western 
Railway Company 


St. Lovis-San Francisco 
Railway 


Southern Railway Company 

Union Pacific Railroad 
Company 

Western Pacific Railroad 
Company 


Source: Publishera Information Burean Analysia, January-June, 1952 


A McGRAW-HILL PUBLICATION 
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Electronic Secretaries, Changeable Color 


Drug & Cosmetic 


INDUSTRY 


Covers an industry that 
making its own. brilliant 


future through research 


Also Publishers of Beauty Fashion 


eae + ghee ee > eer as 


is 


al These are some of the predic- 


EOWARD PETRY & CO. NATIONAL 


Schemes Predicted for Tomorrow’s Offices 


New York, Oct. 9—When the of Itkin Bros., reporting on a sur- 
business man of tomorrow walks vey of manufacturers’ laboratories 
into his office. he’ll be greeted by recently completed by the National 
an electronic secretary instead of Office Furniture Assn. 
the pert young thing who usually These advances in electronics 
smiles up at him will be publicized at the National 

He can flick his cigaret on his Business Show, scheduled for 
desk where it will quickly burn Grand Central Palace, Oct. 20-25. 
itself out. If he’s feeling blue, the 
color scheme in his office will be ® Developments point the way to 
in keeping. When his attitude a combined television-telephone 


tate, he will talk to the walls, other. 


and he will make his phone calls permit rapid transmission from of- 
over a video-phone fice to office of printed documents 
and business papers. 

Walls made of light-conducting 


tions made by Ben Itkin, president 


changes, so will the colors. To dic- unit enabling callers to see each} 
Equipped with a_ photo-| 
which will pick up his every sigh, graphic attachment, the unit will | 


“H ELL stuff in those GLADIOLA biscuits until he 
can just hardly see . . .”” Ah, the lilt in those hon- 
eyed words! This has been the basic pitch for GLADIOLA 
Flour on WFAA — and for fifteen years it’s stirred the 
heart of the housewife who stirs up those light, fluffy 
GLADIOLA biscuits. 


Fifteen years ago, the Fant Milling Company — millers of 
GLADIOLA~— was a husky country youngster with lots of 
vision, plenty of courage, and an excellent product to sell. 


“Lady, your man’ll love Gladiola biscuits!” 


whoop-de-do help 
Texas housewives 


REPRESENTATIVES 


In 1937, the opener was a five-minute WFAA newscast. 
Today, our regular noon news across the board is 
GLADIOLA news — has been for many years! Add to this 
a walloping whoop-de-do known as the Saturday Night 
Shindig, 30 minutes once a week, in its eighth year! Then, 
another 4 shows a week with Murray Cox, WFAA Farm 
Editor, for SUNGLO Feeds. 


Results? Today, more Texas housewives buy GLADIOLA 
flour than any other 
family flour! 


Success? The Petry 
man sells it. Its call let- 
ters are WFAA! 
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ALEX KEESE, Stotion Manager © RADIO SERVICE OF THE DALLAS MORNING NEWS 


Advertising Age, October 13, 1952 


In either case 


Be sure to Vote 


sKQ@DLG 


WILLIE’S ADVICE—Willie the penguin will 

be seen separating the donkey from the 

elephant on new window posters stressing 

the election theme. Ted Bates & Co. is the 

agency for Brown & Williamson Tobacco 
Corp.'s Kools. 


plastics with batteries of tiny col- 
ored lights at the base will provide 
changing color tones at the touch 
of a button. 

Already on the business scene 
is modular office furniture, a se- 
ries of units that can be assembled 
to meet different office require- 
ments, Other developments include 
desks with aluminum foil under 
the veneer which conducts heat so 
rapidly that a misplaced cigaret 
quickly burns itself into ashes 
without damage; stick-proof desk 
drawers and hosiery-proof desks. 

And talking about hosiery, what 
about that electronic secretary? 
Invisible dictation, the survey in- 
dicated, is already a fact. Some 
offices are equipped with con- 
cealed dictating machines, with 
units located throughout the of- 
fice. To dictate, the executive 
merely presses a button and talks 
into thin air. 


eA “flying typewriter,” which 
creates a line of information at a 
time, is on the market for about 
$45,000. Combined with a mag- 
netic storage system which can 
automatically make changes in fil- 
ing systems, the unit will go di- 
rectly to the right spot in the files 
and make the change in one-half 
second. In some industries, pre- 
dictions say, clerical help will be 
reduced by 90%. 

Despite all this, the survey re- 
mains practical, however. The 
completely electronic secretary, it 
emphasized, is far in the future, 
“and for some purposes, at least, 
may never do as well as the stand- 
ard flesh-and-blood variety,” it 
concludes. 


Wiebusch Joins Bayless-Kerr 


Norman N. Wiebusch, formerly 
advertising and sales promotion 
manager for the valve division of 
the Ohio Brass Co., Mansfield, O., 
has joined Bayless-Kerr, Cleve- 
land, as an account executive. Mr. 
Wiebusch formerly was associated 
with Meldrum & Fewsmith, Cleve- 
land, and before that, with the ad- 
vertising department of Jack &, 
Heintz, Cleveland manufacturer of 
electric motors. 


Gleason Joins Stensgaard 

Richard D. Gleason, formerly 
assistant general sales manager ) 
charge of marketing for Toledo 
Scale Co., has been appointed a-- 
sociate and account executive fer 
W. L. Stensgaard & Associate, 
Chicago specialist in merchandi,.e 
presentation. 


Thompson Assigns Leme 

Jose Roberto Leme has joined 
the radio-TV staff of J. Walter 
Thompson Co.'s Sao Paulo, Brazil, 
office. Formerly with the Voice of 
America, he received specialized 
radio and video training in the 
agency's New York office before 
leaving for Brazil. 


BAB Appoints Barrere 

Claude Barrere has been named 
to fill the new post of director of 
member service for the Broadcast 
Advertising Bureau, New York. He 
formerly headed his own program 
sales company. 
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Fire in Pressroom, 
Competitors Help 
Print 3 Monthlies 


New York, Oct. 7—A fire that 
broke out a week ago Saturday at 
the Hudson Valley Printing Corp., 
Milton, N. Y., caught three maga- 
zines on the presses. They were 
Liquor Publications’ Jewelry, Bar | 
& Package Store Management and 
Monopoly State Review. 

Lew Schwartz, president of 
Liquor Publications, said no esti- | 
mate of the damage done by the 
fire has been made because various | 
inflammables in the printing) 
building might explode. 

He said his three magazines are} 
now on other presses in New York, | 
“thanks to help we received from, 
competing publishers.” 

Mr. Schwartz said the Chilton 
Co., which puts out Jewelers’ Cir-| 
cular-Keystone, assisted by break- | 
ing up its October forms early and | 
making available to Jewelry the} 
advertising plates which it also} 
had contracted to run. Similar — 
also came from Conover-Mast and | 
Beverage Media Ltd. 

Mr. Schwartz said some of the 
editorial material was reset from | 
page proofs, while the balance was 
re-shot. 

Liquor Publications and Hudson 
Valley Printing have related own- | 
ership. | 


Forms Paper Processing Co. | 
to Serve Printing Trades 


Pres-Sure-Stik Corp., New York | 
manufacturer of a new converter 
of pressure sensitive adhesive pa- | 
pers, has been formed by Mark | 
Hanna Simon and Irving Zagor. | 
Mr. Simon formerly was treasurer 
and production manager of the 
Simon Adhesive Products Corp., 
New York. Mr. Zagor is president 
of the new company, and Mr. 
Simon is secretary-treasurer. 

Pres-Sure-Stik is a moisture- 
less self-sticking adhesive. In ap- 
plication it is an all-over gummed 
paper with pressure sensitive ad- | 
hesive. It is available in rolls or 
sheets 28-30’ wide to fit letterpress 
and offset presses. The product is 
used also for point of purchase 
displays, labels, oil change tags, 
etc. 


Kratt Gets 2 New Executives 
to Serve in Promotion Posts 


James R. Blocki, formerly as- 
sistant to the advertising and sales 
promotion manager of Nesco Inc., 
Chicago, has joined the advertis- 
ing department of Kraft Foods Co., 
Chicago, as assistant to Tad Jef- 
fery, cheese product advertising 
manager. 

James McClellan, formerly as- 
sociated with Institutions Maga- 
.ine, Chicago, has joined the Kraft 
ales promotion department as as- 
sistant to R. P. Hogan. 


Appoints Goodkind, Joice 
Master Mechanic Mfg. Co., Bur- 
ington, Wis., maker and distribu- 
or of hardware specialties and| 
notor bikes, has named Goodkind, | 
oice & Morgan, Chicago, to han-| 
~ its advertising. Gordon Best | 
., Chicago, is the previous — 

ow. 


loin Group Attitudes Corp. 

John M. Callaway, formerly 
sz es manager of J. B. Lippincott | 
C.., and James E. O’Bryon, previ- 
ously of Selvage & Lee, have been 
added to the public relations staff 
of Group Attitudes Corp, New 
York. 


Williams Appointed A.E. 

J.D. Williams, formerly with the 
national advertising staff of the 
Dallas Times-Herald, has been 
r med an account executive in the 
Dallas office of Watts, Payne— 
Advertising, Tulsa agency. 


Hix Heads KRES Operations 

Robert S. Hix, formerly sales 
manager of KFH and KFH-FM, 
Wichita, has been named executive 
v.p. of Missouri Valley Broadcast- 
ing Corp. and general manager of 
KRES, St. Joseph. 


LeKashman Joins Hollingshead 


Raymond LeKashman, for the 
past 13 years in various merchan- 
dising capacities with R. H. Macy 
& Co., most recently associated 
with the Bamberger division in 
Newark, has been named manager 
of the automotive division of R. M. 
Hollingshead Corp., Camden. 


FC&B Houston Office Moves 

Foote, Cone & Belding’s Houston 
office has moved to new quarters 
at 510 Taft, Houston. 


To Ask for $300,000 Budget 


The next Colorado state legisla- 
ture will be asked for an appropri- 
ation of $300,000 to advertise and 
publicize Colorado for the fiscal 
year beginning July 1, 1953. Dur- 
ing 1952, the state has had a bud- 
get of $250,000. 


Chicago TV Sets at 1,206,629 


Television receivers installed 
and in use in the Chicago area (50- 
mile radius) as of August 31 total 
1,206,629. 


Fritz Forms Agency Service 

Larry Fritz, formerly assistant 
advertising manager of Sun Oil 
Co., Philadelphia, and his wife 
have formed a joint writing-pho- 
tography team, with offices in 
Ardmore, Pa., to service agencies 
and advertisers. 


Warman to Comstock & Co. 

Bryan Warman, formerly with 
J. M. Mathes Inc., New York, has 
been named to the executive staff 
of Comstock & Co., Buffalo. 
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CUT ART COSTS 


hs much ea) 


Mat ir IPPER 

Multi-Ad Services, Inc. 

-105 Walnut, Peoria, Ii 
THE CREATIVE ART SERVICE 


How to confront a market... 


Picture your message in color in carefully hand-picked locations tailored 


to confront the great Salt Lake City-Ogden market made even more 


ee of over a Millon yo Market ¥ 


lucrative by 3,000,000 money-spending tourists. Your message is ab- 


solutely inescapable. 


Your message in color will penetrate—will dominate the great and grow- 


ing Salt Lake City-Ogden market with PACKER “heart of the city” 


POSTER advertising. 


UTAH DIVISION 


a Harry H Packer Cn Enterprise—Salt shuihe City—Ogden 
Executive Offices—Cloveland, Ohio 
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Along the Media Path 


e@ Radio Times, weekly journal of 
the British Broadcasting Corp., has 
put out a 64-page presentation de- 
signed to show why it is “the back- 
bone of British advertising.” The 
magazine, which lists radio pro- 
grams a week in advance, boasts 
an ABC circulation of 7,880,718. 
A perusal of the pages shows that 
media promotion on the other side 
of the Atlantic is not too different 


from here—except for the lan- 
guage used! Here’s how Radio 
Times explains its dealer support 
program 
It is not a philanthropic action on our 
part. If we are to maintain the pulling 
pdwe f the Radio Times we must keep 
the retail trade constantly informed of 
the progress of our circulation. The re 
tailer talks to the commercial travellers 
enougt iid! This means we must adver 
tise in trade journa and it does not 
ore to boost our adver 
tiser wm =6to «boost merely the Radio 


... dt reflects 
reader respect for 
THE DALLAS NEWS 


@ Go easy on the hairbrush, Dad! 
It’s a vote of respect that a little 
shaver wants to be “like Dad”! 

e@ A vote of respect, too, is mirrored 
in the North Texan’s reaction to the 
word of The News. Call it influence 
...confidence...the deference that 
comes of long respect. It’s a potent 
ingredient that conveys to adver- 
tising in The News, that quickens 
acceptability and proves itself in 
increased sales. 

e@ With this strong influence acting 
upon’ The News’ larger circulation, 
concentrated in merchandisable cov- 
erage of the larger, richer Double 
Dallas Market — you may well ex- 
pect more of your advertising in 
The Dallas Morning News. 


Mark you, it is not a quid pro quo, 
as far as the advertiser is concerned. The 
actual size of the appropriation is im- 
material, but, in fairness to the retail 
trade who are urged to order and dis- 
play the goods, the advertising campaign 
regular, extending over a rea- 
sonable period 

Copies of the presentation can 
be had by writing to the BBC, 
Broadcasting House, London, W. 1 


must be 


e McGraw-Hill International 
Corp. has issued two new statis- 
tical guides for manufacturers in- 
terested in the export market. One 
is a folder giving a continent-by- 
continent and country-by-coun- 


try breakdown of U. S. exports of 
materials handling equipment in 
1951. The other is a 21-page book- 
let containing statistics on exports 
of chemicals and chemical ma- 
chinery. The two books promoted 
are McGraw-Hill Digest and In- 
dustria. 


e@ A. promotion booklet from 
American Lumberman presents 
some facts and figures on building 
products dealers and a report on 
the magazine’s circulation and ad- 
vertising. For the six months end- 
ing June 30, American Lumber- 
man had an average total paid cir- 
culation of 24,121. 


e Hearst Enterprises—16 newspa- 
pers, 11 magazines, four supple- 
ments, three syndicates, four radio 
and TV stations, and other affili- 


ates—are combining their efforts 
in a “Better Roads” campaign. The 
drive began Oct. 5 around the 
theme, “Let’s Get America Out of 
the Traffic Jam.” Already sched- 
uled are articles in American Drug- 
gist, Cosmopolitan, Good House- 
keeping, Harper’s Bazaar, House 
Beautiful, Motor and Town & 
Country. The newspapers. will 
conduct their own local campaigns 
and the Hearst organization said 
the drive will continue until “the 
job is done.” 


e@ Media reports point up indus- 
trial expansion in three areas along 
the historic Mason and Dixon line: 

1. The Louisville Courier-Jour- 
nal published a 272-page Sunday 
supplement on Sept. 28 to tell 
about Louisville’s future with Ap- 
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pliance Park, a $300,000,000 majo: 
appliance headquarters being built 
there by General Electric. Accord- 
ing to the supplement, the city ol 
500,000 will absorb 100,000 added 
population in the next 10 years. 

2. Some 200 miles to the west, 
the city of St. Louis has been un- 
dergoing a similar expansion. St 
Louis Commerce, official publica- 
tion of the St. Louis Chamber of 
Commerce, reports that material 
expansion in the area since World 
War II exceeds $3 billion. The 
chamber put out a 76-page prog- 
ress edition which showed such 
gains as: 17.4% increase in popu- 
lation from 1940 to 1950, 64.2% 
rise in net effective income from 
1945 to 1951 and a whopping 130% 
increase in retail sales from 1945 
to 1951. 


BUSINESS IS BETTER THAN EVER IN 


Sales of Tires, Batteries and Accessories reach new highs 
as aggressive merchandisers tie in with oil company 


and oil jobber TBA programs 


Service stations have become the major sales outlets for TBA 
merchandise. Every day, more than 5 million customers drive in 
. . « buy more than half of all replacement Tires, Batteries and 


Accessories being sold. 


Who purchases these mammoth quantities of TBA merchandise 


retailed through service stations? 


Not the attendant at the pump! Not the chap who may appear 
to be owner and operator! Today, it is the key men in major 
oil companies and oil jobber organizations . . . developing and 


directing huge TBA programs... 


who make brand decisions 


and who channel selected merchandise to the majority of the nation’s 


200,000 service stations. 


Today, it is essential to present your TBA product to the front 
office of the oil company and oil jobber. It is vital to convince 
their sales and merchandising personnel. Sell this group (the men 
who read National Petroleum News) and your merchandise be- 
comes part of the gigantic program that has made the neighbor- 
hood service station the primary outlet for TBA! 


Here are some of the advertisers 


AC Spark Plug Division 
Genera! Motors Corporation 
American Grease Stick Company 
Armstrong-Norwalk Rubber 
Corporation 
Armstrong Rubber Company 
Associated Lines Division 
B. F. Goodrich Company 
John Bean Division, 
Food Machinery & Chemical 
Corporation 
Beli Company, Inc. 
Calwis Company 
Campbel! Chain Company 
Capitol Tire Company, Inc 
Champion Spark Plug Company 
Coca-Cola Company 
Commercial Solvents Corporation 
Cooper Tire & Rubber Company 


Corduroy Rubber Company 
Crescent Company, inc 
Cristy Chemical Corporation 
Dayton Rubber Company 
Delco Products Division, 

Genera! Motors Corporation 
Dill Manufacturing Company 
Electric Auto-Lite Company 
Electric Storage Battery Company 
Firestone Tire & Rubber Company 
Fram Corporation 
Globe-Union, Inc. 

B. F. Goodrich Company 

Goodyear Tire & Rubber Company, Inc. 
Gould-National Batteries, Inc. 

R. M. Hollingshead Corporation 
Houdaille-Hershey Corporation 
Kelly-Springfield Tire Company 
Mohawk Rubber Company 


who promote TBA merchandise through NPN 


Pennsylvania Rubber Company 

Petroleum Chemical Company 

Piaze, Incorporated 

Polson Rubber Company 

Prest-O-Lite Battery Company, Inc. 

Price Battery Corporation 

Purolator Products, Inc. 

Quaker Rubber Corporation 

A. Schrader’s & Son, Division, 
Scovill Manufacturing Company, Inc. 

Sparks-Withington Company 

Thermoid Company 

Trico Products Corporation 

Tung-Sol Electric, Inc. 

U. S. Rubber Company 

Warner-Patterson Company 

Westinghouse Electric Corporation 

Willard Storage Battery Company 

Wix Accessories Corporation 


NATIONAL PETROLEUM NEWS - 1213 West Third Street, Cleveland, Ohio - Offices in New York, Chicago, 
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3. Some 200 miles to the east 
of Louisville, the Portsmouth, O., 
area is getting ready for a busi- 
ness and population upswing in 
connection with a $1.2 billion gase- 
ous diffusion plant being built 
there by the Atomic Energy Com- 
mission. The Portsmouth Times re- 
ports that in one afternoon it 
signed 31 merchants “to under- 
write a full page each week—for 
a year as a starter—aimed at ‘sell- 
ing’ Portsmouth as the shopping 
center” for the area. 

e@ Magazine claim-and-boast de- 
partment: 

Family Circle is 20 years old this 
month and announces that its Oc- 
tober issue “is the first issue to 
carry over $1,000,000 in advertis- 
ing.” Billings in the November is- 


sue also go over the million mark. 

Dun’s Review has the biggest 
issue in its history this month—148 
pages; also breaking records for 
big issues this month are Florida 
Cattleman and Southern Livestock 
Journal, published by Cody Pub- 
lications Inc., Macon, Ga., with 
120 and 128 pages respectively. 

The November Modern Photog-~ 
raphy carries 25% more ad linage 
than the previous November issue 
and the first 11 months cf 1952 
show a 20% boost in advertising; 
McCall’s reports a new circula- 
tion high—4,237,758 for the first 
six months of this year. 


e “Has Business Any Business in 
Elementary Schools?” The Grade 
Teacher responds with an emphat- 
ic “yes” in a new presentation 


which tells business men that it 
pays to cultivate the school field. 
The magazine points out that more 
and more schools are using busi- 
ness-sponsored materials today 
and pitches for ads with the argu- 
ment that “millions can be reached 
through the few’—the teachers 
“who mold the child's thoughts. . . 
ideas. . .wishes. . .outlook.” 


‘N. Y. Herald Tribune’ Boosts 
Five Editoria] Staff Members 

George A. Cornish, managing 
editor of the New York Herald 
Tribune, has been promoted to ex- 
ecutive editor. Everett Walker, as- 
sistant managing editor, has been 
made managing editor. 

Other changes include: Joseph 
G. Herzberg, from city editor to 
Sunday editor; Luke P. Carroll, 
from assistant to the editor to 


29 


news editor, a new post; Fendall Lower Price on Chlorophyll 


W. Yerxa, who joined the paper 


in 1946, to city editor, and August 
Heckscher, from assistant 


writer 


Rejoins Bozell & Jacobs 


Mrs. Shirley Fisher, formerly preferred grade of 


chief 
editorial writer to chief editorial 6, Haniels-Midland Co., 


The country’s largest chlorophyll 
producers, American Chlorophyll 
Inc., Lake Worth, Fla., and Arch- 
Minne- 
apolis, have announced price re- 
|ductions on chlorophyll ranging 
from 20% to 33145%. A standard 
100% pure 


in charge of public relations for|chlorophyllin now costs $80 a 
the Chicago International Trade , pound. 


Fair in Paris, has joined Bozell & 
Jacobs, New York, as an account 
executive. She was with the Chi- 
cago office of the agency prior 
to going to Paris 18 months ago. 


Lupton Promotes Brettelle 


John Mather Lupton Co., New 
York, has promoted H. T. Brettelle 
Jr. to account executive. Formerly 
with the Oldsmobile division, Gen- 
eral Motors, Mr. Brettelle has been 
with Lupton for one year. 


Advertisers of Tires, Batteries and Accessories 
place record-breaking total of advertising pages 
in NATIONAL PETROLEUM NEWS 


Each year, more manufacturers of TBA merchandise 
are discovering the advertising value of National 
Petroleum News in reaching and selling marketing 
men in oil companies and oil jobber organizations. 
They have found that NPN is the overwhelming choice 
of all trade publications with this group—that 82.4%, 
of its readers renewed their paid subscriptions again 
that a recent survey showed it to be the 
preferred book of 92°, of oil jobbers and 80°, of 


this year 


oil company marketing men. 
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*TBA is the oil industry's designation 
for Tires, Batteries and Accessories 
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National Petroleum News was a pioneer with TBA 
news and articles, now has a full-time TBA editor. 
It calls every week on the men who direct the growing 
TBA programs for service stations, and who spend 
more than $600 million annually for TBA merchan- 
dise. From its authoritative sources, it publishes a 
complete TBA Directory and Buyers’ Guide each year. 
National Petroleum News is your logical first choice 
for TBA advertising to reach and sell the oil 
industry—because NPN sells TBA! 


1952 


390 


PAGES 


(ESTIMATED) 


Platt Petroleum Publications 
National Petroleum News .. Petroleum Processing 
Oilgram News Service ..Oilgram Price Service 
Oil-Law-Grom . . Oil Price Handbook . . TBA Di ¥ 


Philadelphia, Houston, San Francisco & Los Angeles 


NATIONA 


- PETROLEUM © 
(>) ‘er @ NEWS 


‘Farm Unit Increases Rates 

The Midwest Farm Paper Unit, 
Chicago, will increase its combina- 
|tion rate for one color from $400 
ito $480, effective Jan. 1, 1953. 
| There will be no change in basic 
| rates. Publications in the group 
are The Farmer, Nebraska Farmer, 
Prairie Farmer, Wallaces’ Farmer 
and Wisconsin Agriculturist. 


Holcombe Joins Borden 


Eugene C. Holcombe has joined 
the Borden Co., New York, as ad- 
vertising manager of the special 
products division. Mr. Holcombe 
was formerly with the Kellogg Co., 
Battle Creek, as merchandising 
manager of the feed division. 


FREE BOOKLET 
“Dictate with a Big YOU." 
Write today—vse business 
letterhead, please. 


You sign the BEST 
when it’s 


| WATERMARKED 


" 
Fox RiVer 


} *Cotton-fiber makes the finest 
BUSINESS, SOCIAL, AND ADVERTISING PAPERS 


Your signature is your trade mark — 
| as important to you as the name Cadillac 
| to General Motors. When you sign 
| your name, regard it as your personal 
| seal on the appearance and contents of 
| your letter. 

| You sign the best in paper when it's 
“cohendiiee by FOX RIVER”... and 
| you can see these words in the water- 
| mark of every letterhead and matching 
envelope. Exact cotton-fiber content is 
| also shown — 100%, 75%, 50%, or 
| 25% (the more cotton-fiber, the finer 
| the paper). Nothing like cotton-fiber 
| for whiteness, crispness, and for retain- 
| ing its appearance under erasing and 
| hard handling. Ask your printer. 

Fox River Paper CorPORATION 

1126 S. Appleton St., Appleton, Wis. 
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editorial action 
VY 


A unique editorial conception 


Back in 1948 the editors of Ad Age came up with an annual 
issue idea so shockingly simple they couldn’t understand why 
it wasn’t thought of before. (And they're still shocked by the 
landslide of reader response.) 

AA's editor, Sid Bernstein started the ball rolling. Realizing 
that media spend millions of dollars each year for market re- 
search and compilation, and that distribution, retention and 
awareness of much of this important data among advertisers 
and agencies were inadequate, it seemed obvious that a single 
reference source of all current available media-issued market 
data would render a valuable service to our readers. 

This was how Ad Age’s annual “Market Data Issue” was 
conceived. It has been published each year in May since 
1948. In addition to digesting and cataloging current media- 
issued market data, it features over-all market analyses, 
interpretations and trends. 

In 1952 it was the reference source to 1,220 published items 
containing market information—not a small task for readers 
to study before deciding on material wanted. Coupons were 
available to facilitate routings of requests through our 
Reader's Service. Time limit for servicing of replies was lim- 
ited to 12 weeks following May 12, dateline of issue. 


And what a response! Really a landslide! 
See reader reaction and action at right. 


action 


4 ae action 


Agencies acclaim ‘‘Market Data Issue” 


“All of us in this office read AA, and many have written for 
data. I personally will use excerpts from some of the informa- 
tion in writing advertising plans,” JOHN L. HEFFRON, Mem- 
ber of Plans- Merchandising, N. W. Ayer & Son, Philadelphia 
—“It’s a sound, reliable compilation of worthwhile material. 
I can’t imagine anyone in the business who doesn’t use it to 
good advantage,” JULES S. TRIEB, Director of Consumer 
Promotion, McCann-Erickson, New York—“Annual ‘Market 
Data Issue’ is used in this office as a comprehensive catalog of 
useful information as witnessed by the many requests we 
have made for this data,” WILLIAM C. MATHEWS, Presi- 
dent, Abbott Kimball Co., New York — “Your efforts in com- 
piling data are almost invaluable to guys like me,” R. S. 
POLLOCK, Media Director, Sterling Advertising Agency, N.Y. 


Available Market Data Section Pom 


Advertising Age } > 


PopulationGain [~~ ~————SSs Sel] Moore or Face Depression 
IsKey to Vast suis maz om /&8 Defense Tapers Off: Johnson 


reader reaction 


Report on record response 


34,723 individual copies of media-issued market information 
cataloged in Ad Age’s annual “Market Data Issue” were 
requested by readers between date of issuance, May 12, and 
deadline for servicing inquiries, August 4. 

This eclipses the 1951 record of response (24,392) by 42% 
and is almost 3 times greater than produced by the first 
“Market Data Issue” published in 1948. 

Number of individual respondents totaled 1,434. Requests 
received per item (1,220 were cataloged) varied from 1 to 
326, indicating that readers carefully studied the digests of 
data available and requested only material pertinent to their 
interests. 

Clearly, here is evidence of thoroughness of readership and 
reader responsiveness which is unmatched in the annuals of 
the advertising press. 


The 1953 “Market Data Issue” will be published May 11. Plan 
now to include this high readership issue in your 1953 adver- 
tising schedule. 
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Covers largest number agencies 


Ad Age, with a constantly growing advertising agency circu- 
lation, which now exceeds 6,000, reaches 2,665 different U. S. 
agencies plus 125 headquartered in Canada and foreign 
countries. No other publication equals in number of agencies 
covered. 

Important too, is concentration where there is the greatest 
buying power. The 48 U. S. agencies billing $10,000,000 and 
over annually, billed a total of $1,537,300 in 1951. Among these 
titans having 182 U. S. offices, Ad Age’s circulation is 1,599, 
an average of 33.3 copies per agency, 8.8 copies per office. 


And by VIPs, it’s read! Ad Age is the first reading choice 
of advertising agency people who are most important to you. 
Independent readership studi istently confirm this fact 
—and have for more than a decade. 


ad action 


“Quick” results 


Magazines, quick in assaying values of promotion media, 
recognize the great impact of Ad Age by concentrating more 
than half of their total pr tion linage g the 5 general 
advertising publications in AGE—for action. 

Doing a good job of promoting its high reader responsive- 
ness to advertisers, Quick, aware of the fact that a spike which 
requires 8 hammer blows to sink can be sunk quicker with 
a single powerful sledgehammer blow, decided on a multiple 
page ad idea to help do a big selling job—quicker. 

And Ad Age was selected to carry an 8-page ad featuring 
Quick results for Curtiss Candy Co., McKesson & Robbins, 
Adler Co., Personal Products Co., and Knothe Brothers. For 
advertiser reaction, see letter below. 


IE occas eae as 


September 17, 1952 
That eight-page ad we ran in ADVERTISING AGE 
has produced interesting reactions. 
Along with the comments, we received several 
invitations from agencies to present our 
story in detail to them 


Incidentally, judging from the talk we've 
heard about our continuing AGE advertising, 
it's quite obvious you reach key 
decision-makers. 


Since AGE spearheads our campaign in the 
ad press, it's nice to have tangible 
confirmation of its power and penetration. 


Joel Harnett, 
Promotion Manager 


A cue for you! 


In 1951 general magazines increased 6% in linage and have 
showed a gain of 4% during the first 6 months of 1952. (Dur- 
fnmg this period half of the 6 major media classifications 
showed losses in either linage or dollars.) Quick opened its 
columns to advertisers in July 1950 and in 1951, its first full 
year, carried 358 pages. In the first half of 1952, Quick has 
registered a 24% gain. In 1952 better than 80% of Quick’s 
promotion linage in the advertising press has been carried 
in Ad Age—for quick action. 


All but one of the 5 general ad papers had linage gains in the 
first 6 months of 1952. Frankly, we're sorry it wasn’t unani- 
mous because the more there is, the higher our space repre- 
sentatives like to raise their sights. 

Naturally Ad Age led the field, gaining 100,499 lines, almost 
90% more than the second paper in increase. 

This follows a 4-year period in which Ad Age gained 
267,085 lines against a net loss of 649,775 lines for the other 
4 papers. 


Yes, Ad Age continues to be the big medium with the big 
selling power. Linage for 6 months of 1952 was 1,371,699 as 
compared to 746,333 lines for the second paper. 


Summary of Gain-and-Loss Records in the general advertising press .. . 
first six months, 1952 vs. first six months, 1951 


LOSS | GAIN 


+ 100,499 Advertising Age 


+22,575 Advertising Agency 


+39,620 Printers’ Ink 


+52,962 Sales Management 


to important people 
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Author of McGuire Fair Trade Act 


Lambasts Those Trying fo Kill It 


New York, Oct. 7—“Some op- 
ponents of fair trade are deliber- 
ately seeking to get a day in court 
in the hope of killing fair trade 
for good. They are defying Con- 
gress, the U. S. Supreme Court and 
their own state laws. The victory 
fair trade has just won has not de- 
terred those who prefer to conduct 
business by methods which 45 
states have defined as unfair com- 
petition.” 

In his first public statement 
since passage of the McGuire Fair 
Trade Act, Rep. John A. McGuire 
(D., Cenn.), its author, lashed out 
last week against those who are 
“gathering their forces together for 


another battle—in the courts—in 
the hope that those who sit on the 
bench will undo the legislation en- 
acted by those who sit in Con-} 
zress.”’ He was talking to a meeting | 
of the Pharmaceutical Council of| 
Greater New York 

@® Reviewing the history of fair 
trade legislation, Rep. McGuire 


pointed out that his act was not 
so-called “second-class legislation” 


_(a reference to the Miller-Tydings 


t, which was passed as a rider 

another bill) since “it was} 
sec on its own merits after 
fair trade, as an issue, had been 
imfensively examined by no less 
than five committees of the Con- 
gress in a period of less than a 
year.” 

There are thoughtful people who} 
befate inflexible attitudes toward | 
legislation reflecting socio-eco-'| 

ic change, the congressman 

but these same people oppose 

fai® trade “on the basis of textbook 
ecGnomics.” 

“Without the non-signer clause, 
ae trade is as meaningless as any 
la which applies only to those | 
wh® wil! voluntarily observe it,” 
he Baid, declaring that anyone who 
is im favor of fair trade but op- 
poged to the non-signer clause “is 
bagically opposed to fair trade.” 

@ “The non-signer clause has been | 
distorted and misrepresented as 
some kind of handcuff on the un- 
willing retailer. Actually, no re- 
taller is required to handle any 
fair-traded merchandise. The most 
generous estimates show that fair | 
trade accounts for less than 10% | 
of the total retail sales in Ameri-| 
Accordingly there is plenty of | 
non-fair-traded merchandise! 
available to any retailer who does 
like fair trade.” } 

The greater part of legally ac- 
cepted resale price maintenance in 
the U. S. has nothing to do with 
fair trade, Rep. McGuire said, 
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claiming that the majority of the 
$15 billion sales made by the 20 top 
retail giants last year were ac- 
counted for by their price-con- 
trolled, store-controlled brands. 

In addition, he said, “at least 
$30 billion in trademarked goods 
is sold every year through forms 
of price maintenance other than 
fair trade.” 


s Perhaps the most pertinent point 
the fair trade legislator made in 
his talk was concerned with just 
how much say-so a producer may 
have with his trademarked item 
after he sells it. 

“The whole controversy about 
fair trade is essentially the very 
simple question of what rights a 
manufacturer retains in his trade- 


» 


marked product after that product 
has passed into the hands of dis- 
tributors. 

“In the final analysis, the manu- 
facturer has the greatest stake in 


his trademarked product,” the 
congressman said. “He has devel- 
oped the product through years 


of hard work, research, investment 
and merchandising, to the point 
where it wins wide consumer ac- 
ceptance, with his trademark serv- 
ing as a seal of quality. 


s “Must he be forced to risk the 
irresponsible destruction of all he 
has built up, must he stand help- 
lessly by while price jugglers de- 
base his product in the public eye, 
making both the manufacturer and 
his honest distributor appear to be 
guilty of extortion?” 

Rep. McGuire felt that his act 
would be sufficiently strong to 
withstand the Wentling decision, 
which said that mail order houses 
and other retailers who sell across 
state lines can disregard fair trade 


See 


in their own and other states. 
He was also satisfied that fair 
trade “will withstand the current 
attacks on it and that it will 
emerge more firmly secure than 
ever as one of the major bulwarks 
of fair competition. Fair trade is 
definitely here to stay.” 


Esso Expands TV Reporter 


Esso Standard Oil Co., New 
York, has added WMCT, Mem- 


phis, and WBTV, Charlotte, to its 
station lineup for the “Esso Tele- 
vision Reporter.’”’ These newscasts 
—edited and bought locally on the 
same pattern Esso uses for radio— 
are already aired in New York, 
Boston, Philadelphia, Baltimore, 
Washington, Richmond and New 
Orleans. Marschalk & Pratt Co. is 
the agency. 


Three Join Vance Publishing 
Vance Publishing Co., Chicago, 
has appointed Hal Hursh central 
district manager of American 
Lumberman & Building Products 
Merchandiser. Brooks M. Robinson 
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has been named to the sales staff 
of Wood & Wood Products, and B. 
H. (Bernie) Wambolt has become 
executive editor of Home Main- 
tenance & Improvement. 


Arthur Agency Gets Three 


‘th I. Arthur Agency, Provi- 
dence, has been named to handle 
advertising for Brownie Moxie 
Bottling Co., Providence (radio); 
Canadian Fur Shop, Providence 
(radio and newspapers), and 
Providence Citizens’ Committee 
(radio and newspapers) in support 
of Christopher DelSesto for mayor 
of Providence. 


Fern Shoe Names Agency 

Fern Shoe Co., Penetanguishene, 
Ont., has appointed Muter, Culin- 
er, Frankfurter & Gould, Toronto, 
to direct its advertising. The com- 
pany will introduce a branded line 
of men’s, women’s and children’s 
shoes under the trade name Sidcap 
soon. An intensive trade paper and 
direct mail campaign to dealers 
will be followed by consumer copy 
early in 1953. 


Distributors Vote 


THE No. | NATIONAL CONSTRUCTION 


2. 


3. 


4. 
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Contractors & Engineers . 
Monthly 


Engineering News-Record 128 


Construction Methods & 
Equipment 


Roads & Streets 


Association’s 673 members. 


Equipment was the N 


137 


How this survey was made 


The Ross-Federal Research Corporation, New 
York, asked the entire membership of the 
Associated Equipment Distributors, leading con- 


struction equipment distributor association: 


“What national construction publications 
should be used as advertising mediums to 
promote demand for the products you 
handle?” 


Returns came back from more than half of the 


majority. 


Construction 


Yo. 1 choice by a considerable 


How they voted 


Why the survey was conducted 
among distributors 


He not only stocks and sells the equipment, he 


friend, 


knows what they read. 


ss sens cane lei ainaaanaia 


The construction equipment distributor is in an 
ideal position to judge which magazines in his 
field are most effective. He knows the reading 
habits and publication preferences of his cus- 
tomers—for the main channel of distribution in 


the construction field is through the distributor. 


also services it—and frequently finances it. He is 
counsellor, and father confessor to the 


buyers in his area. He, better than anyone else, 
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‘Fortune’ Survey Shows Opportunity for 
Retailers in Promoting Business Gifts 


New York, Oct. 7—In the 
course of a year, six out of ten 
executives give gifts to employes, 
and approximately four out of ten 
give presents to business asso- 
ciates and customers, according to 
a new Fortune survey. 

In announcing the survey, Rob- 
ert Hattersley, Fortune promotion 
director, said: “Business gifts are 
big business, but few retailers are 
taking advantage of this readily 
available market. At Christmas 
and on other special occasions 
during the year the average ex- 
ecutive spends about $440 of his 
own and/or his company’s money 
for business gifts.” 

To make the road between the 
executive’s pockets and the gift 
seller easier, Fortune has initiated 
a Christmas business gift promo- 
tion plan, working with the Na- 
tional Retail Dry Goods Assn. and 


the Men’s Wear Inter-Industry 
Council. 


® The latter two are urging their 
members to set up Christmas 
business gift departments and to 
use a merchandising kit which the 
magazine has developed. 

Of 184 concerns that reported 
giving gifts other than money to 
employes last Christmas, the fol- 
lowing table ranks the first ten 
in gifts given, in order of volume 
and the average price of the gifts. 


Rank Gift Price Average 
1 Food Products . $ 882 
DE ie iericl 4.23 
3 Household Items 16.47 
4 Gift Certificates 11.01 
5 Leather Goods .... 5.71 
6 Perfumes, Cosmetics, 

Toiletries ....... 1.72 
7 Wearing Apparel (men's) . 9.72 
ff errs 06 
9 Wearing Apparel 

(women's) .... 4.45 
10 Sporting Goods .. 13.81 
The 297 companies which re- 


ported gifts to business friends and 
customers reported the same ten 
preferences but in different order. 
Four of the rankings had a higher 
average price than in the employe 
category. They are: 


Rank Gift Price Average 
5 Liquor peewknse $10.72 
8 Perfumes, Cosmetics. 
Toiletries ‘ 3.66 
9 Gift Certificates .. 15.06 
10 Sporting Goods 35.62 


Industrial Publishing Co. 
Hikes Rates on Publications 

Industrial Publishing Co., Cleve- 
land, has increased the rates for 
seven of its publications. All ex- 
isting contracts will be honored 
through their termination and t.f. 
business is billable at the old rates 
until the end of 1952. 

The publications and new rates 
for a onetime one-page insertion 
are Commercial Refrigeration and 
Air Conditioning, $425 (an in- 
crease of $35); Flow Magazine, 
$465 (up $40); Flow Quarterly, 
$40 for fewer than six times per 
year (up $3.50); Industry & Weld- 
ing, $375 (up $25); Industry & 
Welding Quarterly: Kover-All Is- 


sue, $40 (up $3.50); Occupational | 


Hazards, $320 (up $25), and 
Applied Hydraulics, $410 (up $35). 
The publications are CCA mem-| 
bers. 


Nash to Produce NXI Car | 

Nash Motors division of Nash- 
Kelvinator Corp., Detroit, has con- 
cluded negotiation with Austin 
Motor Co. and Fisher & Ludlow} 
Ltd., Birmingham, England, to} 
have its NXI experimental car) 
produced. The car was introduced 
by Nash two years ago at a se-| 


ries of national exhibits. It is a/§ 


light sports-type auto and will be| 
distributed in the U. S. and Cana-| 
da at the end of 1953. A name for'| 
the car has not yet been selected 


Munsingwear Names Peckham 


Ronald D. Peckham, formerly | 
merchandise manager for the un- 
derwear division of Globe Knitting 
Works, Grand Rapids, has been 
named to the new post of mer- 
chandise manager of the children’s 
clothing division of Munsingwear 
Inc., Minneapolis. 


FAST WORKER—Lewal Industries through 
lawrence C. Gumbinner Advertising, is us- 
ing poges like this in New York dailies to 


introduce its new silver cleaner (AA, Oct. 
6). TV and a page in Parents’ Magazine 
in November are also scheduled. 


Construction Equipment 


ADVERTISING MEDIUM 


This survey (made in August 1952) was conducted 


before Construction Equipment had reached its third 


birthday (first issue, October 1949). In that brief 


time it has become such a powerful influence that it 
has been voted No. 1 sales medium by the men who 


know best—the distributors themselves. 


This remarkable achievement, 


years, is due to— 


(1) Anew, time-saving 
editorial formula 


—that fills the industry's greatest need—a single, 
complete monthly information source on what’s new 
in labor-saving, cost-reducing equipment and ma- 
terials—and their application—a formula tailored 


exactly to the fast-reading requirements of ever-on- 


the-move construction men. 


More 


in less than three 


they know from persona! contact do the buying. 


(2) A tradition-shattering 
circulation method 


—that maintains a 100°, buyer-reader audience, in 
the fast-moving, ever-changing construction field. 
than 800 actual salesmen of construction 
equipment, constantly travelling from job to job, 
personally hand-pick Construction Equipment’s read- 
ers. They pay for every copy sent direct to the men 


Write for the complete 
Ross-Federal report. 


Construction Equipment 


fog 


A Conover-Mast Publication, 205 East 42nd Street, New York 17, N. Y. 


THE EQUIPMENT APPLICATION MAGAZINE 


CCA 


Ten Join Audit Bureau 


One agency and nine publica- 
tions have joined the Audit Bureau 
of Circulations. The agency is 
Robert J. Enders Advertising, 
Washington. New newspaper mem- 
bers are the Progress, Atikokan, 
Ont.; Leader, Covington, Tenn.; 
Sentinel, Dinuba, Cal.; Eagle, Lev- 
ittown, N. Y.; Ocean County Lead- 
er and Beacon, Point Pleasant, 
N. Y., and Daily News, Wellington, 
Kan. The magazines are Flofida 
Grower, Tampa; United — 
World, New York, and Auto, Los 
Angeles. ; 
Ryb Inc. to Graham & Gillies 

Ryb Inc., Beverly Hills, thas 
named the Beverly Hills officé of 
Graham & Gillies to handle adver- 
tising for the Stephens wireless 
microphone which it distribulfes. 
The product is a new cigaret-Size 
electronic mike which can be wern 
by performers and demonstrafers 
to allow complete freedom = of 
movement. t 
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... it’s wonderful! 


... we've been going steady 
with seasoned national and 
local advertisers for over 18 
years, so we're inclined to 
agree. Make a date with 
KFYR to cover the agricultural- 
ly wealthy North Dakota mar- 
ket. 


BISMARCK, N. DAK. 


5000 WATTS-N.B.C. AFFILIATE 
Rep. by John Blair 
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Another STANDOUT'’ by 


hUENes th 


the moistureless, self-sticking adhesive 


“Flanges” — KLEEN-STIK’s newest P.O.P. sensation! 
Opens up new vertical space not used by other 
displays! 


Positioned at right angle to traffic—more atten- 
tion value at eye level! 


KLEEN-STIK Products, Inc. 
225 N. MICHIGAN AVE. * CHICAGO 1, ILL. 


o 
& 
@ Easy to put up—sticks tight—stays put! 
o 


Millions already working for leading P.O.P. 
advertisers! 


Write TODAY for your KLEEN-STIK “Idea Kit” —FREE! 


2 ic Available from ony printer or ithogrenher | 


PREVIEW PARTY—On hand for the press preview of the new TV series “Death Valley 


Days’ in Hollywood are (left to right) Gene Autry of Flying A Productions. which is 

filming the show; Mrs. Dorothy B. McCann of McCann-Erickson, Armand Schaefer of 

Flying A, and J. M. Gerstley, president of Pacific Coast Borax Co., which is spon- 
soring the telecast throughout the country on a spot basis. 


Lavenson Names 3, Expands 
Lavenson Bureau of Adver ising, 
Philadelphia, has appointed Harry 
A. Egbert head of the creative de- 
partment. Mrs. Virginia Adams 
was named assistant research li- 
brarian, and Mrs. Ruth King be- 
comes assistant production man- 
ager. The agency moved its art 
and production departments i:to 
additional space at 12 S. 12th S.. 


ee are 


: He knows the secret of Identical Twins! 


This skilled engraver knows the secret 
that makes a Reillytype an identical dupli- 
cate of an original engraving. 


He knows the care with which the 


He knows that his own specialized skill 
is reinforced by a meticulous team of 
fellow craftsmen whose experience and 


a8 ingenuity maintain Reilly’s high stand- 


original is inspected before molding, and 
the exclusive Vinylite molding process 
developed by Reilly which enables us to 
actually guarantee to retain full dot depth, 
soft edges and delicate vignettes. 


ards from the first operation to the last. 


That combination of superior crafts- 
manship and exclusive Reilly processes 
enables us to state flatly, that a Reillytype 
actually out-originals a duplicate original! 


You can Really Rely on 4 : j LLY Seccrotype 


NEW YORK 


Other Divisions of Electrogrophic Corporation. American Electrotype, San Francisco; Advance-Independent Electrotype, Indianapolis; Lake Shore Electrotype, 
Chicago; Michigan Electrotype, Detroit; New Hoven Electrotype, New Haven; Reilly Plastictype, Los Angeles; The Wrigley Company, Atlanta. 


Coming 
Conventions 


Oct. 12-15. Pacific Council, American 
Assn. of Advertising Agencies, annual 
convention, Arrowhead Springs Hotel. 
San Bernardino, Cal 

Oct. 13-14. Inland Daily Press Assn., 
annual meeting, Congress Hotel, Chicago. 

Oct. 13-16. Printing Industry of America, 
66th annual convention, Chase Hotel, St. 
Louis. 

Oct. 16-19. Continental Advertising 
| Agency Network, convention, Los Angeles. 

Oct. 19-22. Western Classified Advertis- 
ing Assn., Mission Inn, Riverside, Cal. 

Oct. 20-21. Advertising Federation of 
America, District 5, Ft. Hayes Hotel, @ol- 
umbus, O. 
| Oct. 20-21. Agricultural Publishers Assn., 
annual meeting, Chicago Athletic Club, 
| Chicago 

Oct. 20-21. Boston Conference on Distri- 
| bution, Hotel Statler, Boston 

Oct. 20-23. Financial Public Relations 
Assn., annual convention, Hotel del Coro- 
nado, Coronado, Cal 

Oct. 23-24. Audit Bureau of Circulations 


| 38th annual meeting, Drake Hotel. 
| Chicago 

Oct 25-29. Screen Process Printing 
| Assn., International, 4th annual conven- 
| tion and exposition, Hotel Sherman, Chi- 
cago. 

Oct. 26-28. Advertising Managers Bu- 


reau of New York State Dailies, fall meet- 
ing. Hotel Utica, Utica, N. ¥ 

Nov. 5-8. National Assn. of Photo- 
| Lithographers, 20th annual convention and 
| expositi yn, Hotel New Yorker, New York 
Nov. 16-18. National Newspaper Pro- 
motion Assn., central region meeting, 
| Deshler-Wallick Hotel, Columbus, O 


Nov. 20-22. Southern Newspaper Pub- 
lishers Assn., annual convention, The 
Greenbrier, White Sulphur Springs, W. 
vi 


a. 

Dec. 7-11. Outdoor Advertising Assn 
of America, 55th annual convention, Con- 
rad Hilton Hotel, Chicago. 

Dec. 12-18. National Assn. of Display 
Industries, semi-annual convention, Hotel 
New Yorker, New York. 

Dec. 27-29. American Marketing Assn., 
conference, Palmer House, Chicago 

Feb. 5, 1953. Associated Business Pub- 
lications, annual Midwest clinics, Drake 
Hotel, Chicago. 

} Feb. 9-11, 1953. American Management 
| Assn., marketing conference, Hotel Stat- 
j ler, New York 

Feb. 25, 1953. Associated Business Pub- 
Roose- 


| lications, annual eastern clinics, 
| velt Hotel, New York. 
April 20-23, 1953. American Manage- 
ment Assn., packaging conference and 
exposition, Navy Pier, Chicago 

April 30-May 3, 1953. Associated Busi- 
| ness Publications, annual spring confer- 
ence, Hot Springs, Va. 


| Wied! Shifts to Ad Dept. 


| Michael F. Wiedl Jr., with the 
| company since 1949 in sales de- 
| velopment and product engineer- 
|ing capacities, has joined the ad- 
|vertising department of Atlanta 
| Steel Co., Atlanta. 


| 

|Joins Beebe Rubber Co. 

| J. Harley Stackhouse, formerly 
sales manager of the shoe products 
division of B. F. Goodrich Co., Ak- 
ron, has joined Beebe Rubber Co., 
Nashua, N.H., as sales and adver- 
tising manager. 


'Promotes Morton Frager 

Morton Frager has been pro- 
moted by Perfection Industries 
Inc., Cleveland, to direct advertis- 
ing and sales promotion for its C- 
Thru aluminum awnings. The pro- 
gram, prepared by Marcus Adver- 
tising, will make use of newspa- 
pers and direct mail. 


Named Baughman Sales Head 


Baughman Mfg. Co., Jerseyville, 
Ill., manufacturer of spreading and 
conveying equipment, has ap- 
pointed James E. Cadle sales man- 
ager. Mr. Cadle previously was 
plant manager. 
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in September 1952. a 


the new American Druggist 
showed a gain of 39.61% in 
ad-pages over September 1951 


The second national drug trade publication 
showed an increase of 19.01%. 


The third national drug trade publication 
showed a decrease of 3.59%. 


for the nine months 
ending September 1952 


American Druggist showed a 
gain of 11.86% in ad-pages 
over the Ist nine mos. of 195] 


The second national drug trade publication 
showed an increase of 3.04%. 


The third national drug trade publication 
showed a decrease of 5.97%. 


Source: Media Research Inc. 


Mor al > Advertising Effectiveness 
Always Parallels Editorial Leadership 


m 1 can ru ist Serving every independent and chain drug store 
e gg ..and wholesaler. ...every other Monday. 


New York 
572 Madison Avenue 
N. Y. 22, New York 


Chicago 6, IIlinois 
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A Most Unusual Opportunity 


of Distinctive, Furnished Office Space 
at a world famous address in New York City 


... in the Madison Square Garden building. A suite of 4 private 
offices, reception room, lounge (with moving picture projection 
booth and screen), private wash room and kitchenette, com- 
pletely re-decorated and luxuriously furnished in modern style. 

3 All. rooms paneled and carpeted. Air conditioned. Slightly over 
2000 sq. ft. No furnishing outlay necessary. 


For a new agency, or a New York branch of an out-of-town 
advertising agency or publicity organization, the location, fur- 
nishings and terms of lease can be most advantageous. 


Phone or write E. A. McCay 


Madison Square Garden Corporation 
307 West 49th Street New York 19, N. Y. 


J. K. Lasser Tells AA Tax Reasons 
Are Cause of Many Agency Mergers 


New York, Oct. 8—The buzz 
along Madison Ave. these days is 
increasingly concerned with agen- 
cy mergers. 

It isn’t only because there have 
been sizable mergers executed 
lately—or consolidations like Both- 
well-Geyer, and Owen & Chappel 
with Kenyon & Eckhardt. 

For more than three years, the 
ever-increasing trend to mergers, 
to concentration in the agency 
field, has been evident. 

Last week AA asked J. K. Las- 
ser, probably the outstanding tax 
consultant in the advertising and 
publishing fields, what causes mer- 
gers. He began by saying that op- 
erating conditions are frequently 
responsible, that principals will 
make more out of combined oper- 
ations than with small independ- 
ent units. 


“Much as we'd like to perpetuate 
the smaller business, that becomes 
uneconomic in many figurings,” he 
commented. 

@ Here are some tax reasons: } 

“1. Men arriving at 50 begin to} 
think of their estates—how they | 
can be kept liquid. They have a! 
family to consider. So a_ deal in 
which they can be paid off over 
a short or long term—and still keep 
on the job—is often very attractive 
to them. We’ve had lots of sales) 
created for just that reason, pay- 
ing out one or more men over a 
long period or a short period. 

“2. We operate today under a 
quixotic, irrational excess profits | 
tax law that can take up to 82% | 
of a corporate agency’s income 
away from it. Yet some agencies} 
may pay taxes down to 52% Mer- | 
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THE INDIANAPOLIS STAR 


Wlorning and Sunilay 


a > Indiana's largest morning newspaper, providing 


blanket coverage of Indianapolis and half of In- 


diana—a 2 billion-dollar market, recognized for 
economic stability. 

The Star also offers the only locally-edited, 
color-gravure, Sunday Supplement in the state— 
The Star Magazine. 


KELLY-SMITH COMPANY - NATIONAL REPRESENTATIVES 


THE INDIANAPOLIS STAR~-- 


YOUR FIRST TEAM FOR SALES 


THE INDIANAPOLIS NEWS 


THE INDIANAPOLIS NEWS 


> Indiana's largest evening newspaper, with 96% 


home delivery. 


Its added emphasis on photographic coverage 


is just one more step in The News’ continued 


program to build even more reader interest . . . 


and to assure you still greater attention for your 


advertising messages. 


IN INDIANA 
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gers may actually free the 30% in- 
come from tax. Naturally there is 
a trend toward amalgamation with 
the lower taxed unit. 


a “3. Some mergers have been the 
result of losses by agencies during 
the period before 1952. The loss 
might be a very valuable addition 
to a profitable agency. They might 


| be able to use the loss of the ac- 


quired company against their own 
operations—if the merger is for 
good business reasons and is han- 
dled in the government approved 
manner. 

“4. Salary stabilization laws 
make increase in salary impossible 
in some organizations. We've had 
a combination of businesses to 
make that possible for an owner- 
executive. 

“5. Partial sellouts and partial 
payout of accumulated resources 
are possible through a merger. Our 
present tax law may make it im- 
possible for an owner of an agency 
to withdraw his earnings accumu- 
lations without prohibitive taxes. 
The unfreezing can come with a 
merger.” 


s Summarizing, Mr. Lasser says 
that tax difficulties force mergers, 
that a man who has the normal 
desire to cash in on what he’s built 
has to pay a high price in taxes, 
that a merger makes it easy for 
him to get what he wants. 

“It isn’t fair to condemn the 
owner-executives for destroying 
their independence,” Mr. Lasser 
argues. “Some of the blame, surely, 
belongs with the Congress that 
creates so much impediment to 
diversification of the gains that 
come from building strong inde- 
pendent agencies.” 


@ He indicated that there are 
methods of avoiding the merger 
escape hatch, but that “trying to 
unfreeze a long built-up capital 
accumulation quickly is tough 
Planning intelligently during the 
building period for the day when 
we might like to take some money 
out of the business—or to diver- 
sify—is another matter. That the 
law permits—and even encourages 
us to do. 

“Many, many new agencies,” Mr. 
Lasser warns, “ought to restudy 
the way they have organized them- 
selves in order to get ready for the 
day when principals want to get 
out.” 


Donald L. Ball Elected V. P. 
Donald L. Ball has been elected 
a v.p. of American Container Corp., 
subsidiary of Gould-Nation&l Bat- 
teries Inc., St. Paul. Mr. Ball, for- 
merly manager of the corporation's 
Rock Island, Ill., plant, will be in 
charge of both American Contain- 
er’s manufacturing plants at Hunt- 
ington, W. Va., and Rock Island 


Petroleum Heat to Bauer 

Petroleum Heat & Power Co., 
Stamford, Conn., has named Adri- 
an Bauer Advertising, Philadel- 
phia, to handle advertising for 
Petro oil burners and fuel oil. 
Rickard & Co., New York, is the 
previous agency. 


U. S. Plywood Names Fisher 
United States Plywood Corp., 
New York, has named James 
Fisher Co., Toronto and Montreal, 
to handle its Canadian advertising. 


Ls NATIONAL 
<oen| DISTRIBUTION 
Fast, Easy, Low in Cost! 


Today's soaring saies costs call for your careful 
examination of the old tested, proved inde- 
pendent selling field. This plan has built 48- 
state distribution quickly and at remarkably 


jow cost for many of America’s multi-million 
dollar industries and hundreds of smaller 
firms. ff your product or line can be sold by 
demonstration. we invite you to secure 
« frank, ¢ en. raisal of your possi- 
bilities and future in the direct-to-consumer 
selling field There is no cost or obligation to 
you. Write today in detail 
OPPORTUNITY MAGAZINE 
Dept. 4-140, 28 E. Jackson Bivd., Chicago 4, Ml. 
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this iy our country... 


...a concert in the park 


@ Just about everybody likes a band concert—no matter 
where he lives. Half of the people live in what we call the 
Country-Side* market. The concert in the park ts a perfect 
example of the social ties and common interests existing 
among these families, farm and non-farm Politically and 
economically too, these people are bound more closely 


together than residents of urban areas 


e Knowing and understanding the desires and interests of 


Country-Side families and their importance to advertisers 
we developed the Country-Side unit—a two magazine pack- 
age—which has already attained a primary circulation in 


excess of 4-million. 


e First, to help you reach and sell the farm families of the 
Country-Side market we developed the largest and most 
successful farm magazine in America—FARM JOURNAL. 
Next, to meet the non-farm interests of Country-Side fami- 
lies we built the only dual appeal magazine which majors in 


the non-farm side of the Country -Side market—PATHFINDER. 


e Like the people of the Country-Side market, farm and 
non-farm, PATHFINDER and FARM JOURNAL belong. side 
by-side. Now, you can buy them that way—a i-millior 
package buy at a package price—the Country-Side Unit 


—a powerful approach to America’s greatest market. 


* The 19 million fani ilies, more thar 
half the people of America, who live 
mt whe center of less than 10.000 
popusation, m cre sroads villages, down 


country lanes and on farms. 


Farm Journal, Inc. 


Washington Square, 
Phila. 5, Pa. 


GRAHAM PATTERSON, Publisher 
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| BIGGEST rr ee IN INDIANA... 
- _ “TEST TOWN, U.S.A.” 


More money is spent, per family, for food in South Bend 


than in any other Indiana city.* Here’s a market where 
your advertising works! People in South Bend have big 
purchasing power — and they use it! Your advertisements 
in the South Bend Tribune reach every family in South 
Bend’s Metropolitan Area (St. Joseph County). Write for a 
copy of free market data book entitled, “Test Town, U.S.A.” 


*Source: figures from Sales Mgmt's. 1952 Survey of Buying Power 
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The South Bend, Ind. Market 
7 Counties, 1/2 Million People 
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What Retailers Want to Know About New 
Products Reported in Arndt's ‘Results’ 


PHILADELPHIA, Oct. 7—New prod- 
ucts and the questions retailers 
ask about them provided the sub- 
ject for the new issue of “Results,” 
bi-monthly publication of John 
Falkner Arndt & Co. 

Results of a survey conducted 
among 64 leading retailers 
throughout the country showed in- 
tense interest in local and national 
advertising and in retailer com- 
petitions. 

Of those queried, 60.9% wanted 
to know how many prospects for 
the product there are in his store’s 
market; 59.4% wanted to know 
what features of the product ap- 
pealed most to consumers, and 
43.8% wanted to know whether 
the price of the product will be 
within the consumer's reach. 


s Nine more questions about ad- 
vertising and promotion of a new 
product seemed to indicate an in- 
tense retailer interest in compet- 


ee Se 


Circulation, City and Retail Trading Zone 


| 


and more 


Take your cue from this: More and more 
Cincinnati is a morning- 


| Now 

| voy A ie newspaper town! Today, the Daily En- 

| oe quirer has more circulation within the 
h..-# retail trading zone than the total circula- 
oad tion of any other Cincinnati daily. 
145343 


1oa2 430 (44 


Searce 48.0. Publishers’ Statements, March 31 of each year 


— 


Represented by Moloney, Regan and Schmitt, Inc. 


lers who will use the 


/ers asked 
| promotion: 


itive selling in the same market. 

A total of 70.3% wanted to know 
what other retailers, if any, will be 
selling the product in their store’s 
market; 65.6% wanted to know if 
the manufacturer will help bear 
the costs of local advertising and 
in what proportion; 51.6% wanted 
to know what national advertising 
and promotion effort the manufac- 
turer will put behind the product; 
46.9% inquired about what pro- 
motion methods have been most 
successfully used by other retail- 
ers introducing the new product; 
35.9% were interested in whether 
local advertising and promotional 
material had been prepared for 
store use, and 18.8% wanted to 
know about sales training help. 

Stores interviewed in 64 cities 
represented top retailing outlets, 
with more than half having a dol- 
lar volume of $10,000,000 or more. 
The remainder were split per- 
centage-wise in groups of $5-10,- 
000,000, $2-5,000,000, $1-2,000,000 
and $500,000-1,000,000. 


s Some of the other questions re- 
tailers asked about the potential 
consumer of the new product in- 
cluded comparative prices with 
similar products, types of consum- 
product by 
sex, age, income groups, etc.; will 
the market expand; how often wili 
the consumer buy the product; will 
the product sell evenly throughout 
the year or seasonally, and what 
consumer prejudices can be ex- 
pected. 

Additional questions the retail- 
about advertising and 
How well do consum- 
ers know the brand name under 
which the product will be sold and 
will it be introduced througheut 
the nation simultaneously 

Copies of “Results” are avail- 
able from the agency, 160 N. 15th 
St., Philadelphia 


Calvert Will Use 255 Papers 

Calvert Distillers Corp., New 
York, will use 255 newspapers for 
its new ad series on Carstairs 
whisky starting in October, plus 
car cards in large metropolitan 
markets and complete new point 
of sale displays. The new series, 
tested last spring stresses fiavor 
and price for the “man who cares.” 
Lennen & Mitchell, New York, has 
the account. 


Plans TV in Florence, S. C. 

Jefferson Standard Broaccast- 
ing Co., operator of WBT and 
WBTV, Charlotte, N. C., is plan- 
ning a $500,000 television station 
at Florence, S. C. The station will 
operate on Channel 8 on the v.h.f. 
band. Melvin Purvis, formerly an 
agent for the Federal Bureau of 
Investigation, will be the man- 
aging director. 


Forms New Graphic Group 
Minnesota Mining & Mfg. Co., 
St. Paul, has formed a new graphic 
group embracing three operating 
divisions. The group will permit 
faster development of existing and 
potential products. Bert S. Cross, 
v.p.. is general manager of the 
group, and Harry Heltzer succeeds 
Mr. Cross as general manager of 
the reflective products division. 


Amplex to Bow in Canada 

Amplex, a chlorophyll deodorant 
tablet, manufactured by Ashe 
Laboratories Ltd., Surrey, Eng- 
land, will be promoted through a 
test campaign in Ontario newspa- 
pers during October. James Lovick 
& Co., Montreal, is directing ad- 
vertising for N. C. Polson Co., 
Montreal, Canadian distributor of 
the product. 


Appoints Hicks & Greist 
Tomlinson Furniture Co., High- 
point, N.C., has appointed Hicks 
& Greist, New York, to direct its 
advertising. The new budget, 
which is the largest in the com- 
pany’s history, will include na- 
tional magazines and a heavy cam- 
paign directed at the retail trade. 
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Hancock Tests 
‘Tougher’ Copy 
in Newspapers 


Boston, Oct. 8—There’s two- 
fisted sell in the insurance cam- 
paign currently being tested via 
newspapers in eight markets by 
John Hancock Mutual Life Insur- 
ance Co. here. 

Most insurance promotions—in- 
cluding Hancock’s own—are either 
institutional or only gently persua- 
sive, so Hancock is watching the 
experiment closely “to see what to 
do about extending it,’ AA was 
told. 

Six different ads, averaging 1,200 
lines, are appearing on an eight- 
insertion schedule. The campaign 
broke Sept. 23, with ads to appear 
through Dec. 23. 


The papers being used are the}: 


Call and Chronicle, Allentown, Pa.; | 
Cleveland Press; Times, Erie, Pa.;| 


| responsible for the 22.1% ten sient. 


Seattle Times; Journal and Jounal- 
Tribune, Sioux City, Ia.; Union and 
News, Springfield, Mass.; Utica 
Observer-Dispatch, and Record 
and Times-News, Wilkes-Barre, 
Pa. 


8 Based on studies made by the 
Survey Research Center of the 
University of Michigan, the ads 
contend that 70% of U.S. citizens 
haven’t the “bare minimum” life 
insurance coverage, pegged at 1% 
times the family’s annual income. 

Typical among the headlines 
are: “Shocking facts: 70% of the 
families in America don’t own 
enough life insurance to give their 
families a fighting chance,” and 
“Of course you have life insur- 
ance; but do you have enough?” 

A company executive told AA 
that the campaign departs from 
customary insurance advertising 
which (1) “hesitates to talk about 
how much life insurance one 
should own” and (2) “has never 
dramatized the fact that people do 
have too little.” 


@ John Hancock had done practi- 
cally no newspaper advertising 
for the past several years other 
than issuing its annual statements, 
AA learned. 

Since 1947, the company has ob- 
served a one-a-month schedule of 
four-color pages in Life, News- 
week, The Saturday Evening Post 
and U.S. News & World Report. 
The space has been, and is being, 
used for John Hancock's “Ameri- 
can Folklore Series,” 


extolling fa-| 


Promotes Orlando in Ads 


Greater Orlando Chamber of 
Commerce will boost Orlando as an 
ideal vacation spot in a fall pro- 
motion campaign. Twenty-three 
leading metropolitan dailies and 
|four national magazines will be 
| used. 
| 


3 Buy Georgia Radio Station 


| WDEC, Americus, Ga., has been 
purchased by Charles C. Smith, J. 
| Frank Myers and W. G. Pearlman. 
Purchase price for the station was 


reportedly $28,000. 


Brown Edits ‘Adcratter’ 


Donald R. Brown, formerly dis- 
trict sales supervisor of the Lar- 
rowe division of General Mills 
Inc., Minneapolis, has been ap- 
pointed editor of The Adcrafter, 
official publication of the Adcraft 
Club of Detroit. 


WIVB to Increase its Power 

WJVB, Jacksonville, has been 
authorized by the Federal Com- 
munications Commission to in- 
crease its power from 250 watts 
to one kilowatt. 


Nathan to Atlantic Chemical 


Ernest Nathan, formerly v.p. and 
chairman of the chemicals group, 
Sun Chemical Corp., Long Island 
City, N.Y., has been appointed 
chairman of the board and treas- 
urer of the Atlantic Chemical Co., 
Centredale, R.I. manufacturer of 
textile chemicals. 


Bank Names Robert E. Bradham 

South Carolina National Bank, 
Charleston, has appointed Robert 
E. Bradham Advertising, Charles- 
ton, to handle its advertising. 
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Tin Bureau to Gray & Rogers 

The Malayan Tin Bureau, Wash- 
ington, has appointed Gray & 
Rogers, Philadelphia, to direct its 
advertising. 


You have the money 
ja we have the skili! 


eeeeeeeeeeeee 

Paces MOnaet Let's put both to work, anc 
happens for mutual benefit 

4.6134 samples of ads we set for others you'll 

want usto set for you. Write today’ 


JAY PWALK SPvenuising,"wmocnarner 


LIFE advertisers in 1952 are largely 


mous historical personalities and | 


prized virtues of the U.S. 

Heavy merchandising efforts are 
backing the newspaper test. Teas- 
er postcards, reprints and self- 
mailers are being supplied to 
agents in the test areas, and a 
booklet offer is made in the ads. 

The Boston office of McCann- 
Erickson handles the John Han- 
cock account. 


Gargarin Heads Torrington 
Andrew Gargarin has been ap- 
pointed president of the Torring- 


ton Mfg. Co., Torrington, Conn.,, 


manufacturer of spring machinery 
and air impellers, 


| 


| linage increase over 1951, and for the 
perfect record of linage gains every month 


in 1952. BOYS’ LIFE is the most influential 


These and more than 60 other new BOYS’ 
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What do 
home builders 
want? 


“A better, more 
saleable house is 
what every for- 
ward-looking 
homebuilder 
needs,"’ says A.L. 
LaPierre, Vice 
President, Carroll, 
Hedlund & Asso- 
ciates, Inc., Old 
Times Building, 
Seattle, Wash. 


On April 10th, House & Home Magazine held 
another of its notable round table discussions 
on subjects vital to the residential construc- 
tion industry. In opening the meeting, Mr. 
P. 1. Prentice, Editor and Publisher of House 
& Home said: 

We have invited you here today because 
we believe that residential air conditioning 
may well be something of tremendous 
importance and value to the volume home 
builders. We also believe the 22,000 volume 
homebuilders, who erected something like 
74% of all the protessionally built houses in 
the U. S., can be very important to the air 
conditioning industry 

If | may quote Manny Spiegel, who 
speaks with the authority of being first vice 
president of NAHB, ‘We all hope that air 
conditioning is going to be the next big 
thing tn homebuilding, but it won't be 
unless a great many changes are made 

Some of those changes will have to be 
made by the manufacturers who will cer 
tainly wish to study the volume builders 
needs with an eye to fitting their product 
to what the builders want. But some ot 
those changes are up to the builders and 
them architects, who must get a_ berrer 
understanding of what air condittoning can 
do tor them and what they can do tor 
air conditioning. And some of the changes 
must come in the thinking of the mortgage 
lenders 

This is the first time there has been a 
get-together like this between top tactors 
in the manutacturing of aur condimoning 
equipment, top financial people. designers 
NAHB representatives and builders who 
have already put air conditioning into vol 
ume-built and quite low cost houses. You 
can learn trom them firsthand what was 
good about it and what was bad about tt 
what came off mght and what came oft 
wrong, and profit by their experience 


Round tables create 
new trends and markets 


The round tables held by House & Home 
are unique, and uniquely effective. They center 
attention on subjects of vital importance to the 
industry. And they serve to bring together 
groups which otherwise never would have an 
opportunity to discuss the problems basic to 
the industry as a whole, and arrive at a general 
agreement for methods of solving them. 

As a result, these discussions unfailingly 
help to open up markets for new products and 
to enhance the value of the homes offered to 
the ‘public. No wonder that advertisers are 
finding House & Home a medium of extraor- 
dinary effectiveness for all products that go 
into the home, 
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On April 10th House 
& Home started the 
ball rolling with its 
round table on year 
‘round home air con- 
ditioning. 
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Builders, manu- 
facturers, finan- 
ciers agreed to 
> work in common 


_ to push home air 
conditioning. 


Result: On September 22nd 
House & Home received an 
unsolicited letter from 
General Electric Company 


which said in part: 


“One of the most noteworthy 
events of the year in residential 
building, we believe, has been the 
tremendous impression that air 
conditioning has made upon 
builders... We feel that one of 
the reasons for such excellent 
results has been your magazine's 
lively and continued interest in 


the subject ; 
Nip 
FJ Van Poppelen 


. 
General Manager 
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4 STARTS INDUSTRY THINKING 


l. 
2. 
3. 


a 


House & Home Published by Time Inc, 9 Rockefeller Plaza, New York 20, W. Y. 


In '53 there will be a new trend towards air conditioning the 


homes of America. 


This will create a better market for all the products that go into 


the modern home. 


House & Home played a leading part in bringing about this new, 


profitable market. 


To help sell your products to this great market, use the magazine 
that helped sell the idea to the industry, advertise 77) —__> 


STARTS YOUR SALES ROLLING 
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Campaign Buttons, Always Popular with | wrapped units to place in its ce-| The fold-over tabs are most pop- expenses when heavy concentra- 


. zs real boxes as a package premium. ular with fund-raising organiza- tion in restricted areas is re- 
Promotion Men, Get Election-Time Boost Post-Hall Syndicate has dis- tions because all that is needed is quired. The company claims that 
‘ tributed 500,000 “I Go Pogo” but- a simple design to identify con- a 2” to 3” button carries the impact 
Cuicaco, Oct. 7—What would so far distributed 50,000 badges | tons to colleges and other groups tributors. of a magazine spread, principally 
you think of an advertising me- on its “Lightning Jim” television jn a promotion of the comic strip because no other advertising com- 
dium which gives you a coverage show certifying the wearer is a createc y Wz ally . any fi : 
of millions with no directly com- member of the intrepid cowboy’s scr iy naga Co.’s ph non en a 
ene sgpayeen bey po Dr — campaign in all media to promote vertisers rather than agencies, Valentine Joins Ford Int'l | 
‘te sia : . “chlorophyll green” in Palmolive since few agencies seem to be Harold P. a has joined 
himself is in a sense your medium? | @ The largest single order in this soap was backed by 200,000 black- oriented to thinking in terms of Ford International, New York, as 
This, of — is _— — field received by Green Duck was and-green “Vote for Chlorophyll button promotions assistant cag = sales, aoe 
once every four years abou US| from Quake ats C rhic .| Gree >. + ares? : ~ tio a es, eee entine was formerly v. p. and ex- 
sine of the sear in a bis entewalien 7 tenet s0bene  lotenbens nce gh — buttons at the . Ler largest buttons are often port sales manager of the Mack 
drive to sell the public on a Presi- . substituted for small buttons to cut. Motor Truck Corp., New York. 
dential candidate. The medium is ——— 
the familiar and traditional cam- 
paign button which tinges so many 
coat lapels and dresses with strik- 
ing red, white and blue colors. 
Green Duck Co., one of the larg- 
est manufacturers in the country 
of this specialty, reports that by 
the end of September Republicans 
had ordered 10,000,000 Ike buttons 
and the Democrats about 6,000,000 
Stevenson buttons. This includes 
both the type which pins on and| 
tabs which fold over. Green Duck | 
estimates that by Nov. 4 both) 
parties will have ordered between | 
25,000,000 and 30,000,000 of these | 


LARGEST CIRCULATION EVER 


e 
s o 
® This is by no means the total | 
ee ee utdoor LITé now hits all-time 
the campaign, Green Duck points} 


out. While this company has filled | 
these orders for the national com- | 
NMnittees of the respective parties, 
Many local political groups order 


¥@lumes more of the pins from lo- | ° 9 ° 
cal manufacturers, usually de-'! % Fr i 
Signed after those sent out by the 4 
national headquarters. 

According to the company, each | 
Presidential candidate uses more | 
buttons in a week than all other} 
national advertisers and fund-rais-| 


organizations combined s — a 
uring non-election years there | = r | 
ig @ steady demand for these but-| ra * OCTOBER 
. Advertisers make a heavy } 
us@ of them both as premiums and 2) \ 
as point of sale material. In the \ 
past these buttons have followed | | ; 1 e | ; 
th@ election-campaign theme (1) | ee n 
Vote for Flubs Motor Oil), but the : _—s n tota circu at ° 
te S ast : ® in newsstand sale 
is * Ha) 
: be wie & 
aa ate 
7" 


tfeGfd in recent years has been 
toward more ingenious uses of the 
: e 
in editorial quality 
d > 
and quantity 


LARGES 


@ Fram Corp. Providence, dis-| 
” 
circulation bonus 


tributed to service station and/| 


garage attendants a two-color lith- 
Ographed button with the message 
cost per 
thousand readers 


“I’'¥e Got a Good Dirty Story to 
Teli You!” The curious motorists 
got a sales talk on Fram oil and 
water filters, which the company 
produces. Fram rated the response 
as close to 100% 

One maker of auto polish used 
the buttons as a graphic example 
of what its product can do. The 
button was made one half a shiny 
black, the other a dull black. White 
letters said, simply, “This’’ on the 
shiny half, “or This” on the dull 
half. About 25,000 of these were 
distributed in sales sample kits. 

The development of techniques 
to produce full-color process litho- 
graphed buttons recently has 
added a dimension of attractive- 
ness which may make them more 
popular in the future with adver- 
tisers. 


@ Canada Dry Ginger Ale, New 
York, was one of the first to cap- 
italize on this innovation. In 1951 
it had 500,000 buttons made up 
with the picture, in full color, of 
Mary Hartline, the attractive star 
of its television show, “Super Cir- 
cus.” The buttons were offered in 
a two-month campaign over the 
show and were distributed at 
county fairs, conventions and trade 
shows. 

Because the buttons are very 
popular with children, their great- 
est single use in consumer adver- 
tising is as a premium. This is par- 
ticularly true with cereal manu- 
facturers who distribute them in 
the cereal boxes or as “club” 
badges in connection with chil-| 
dren's afternoon programs. Na-| 
tional NuGrape Co., Atlanta, has 
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Universal Metal Names Brown 


Byron H. Brown & Staff, Los 
Angeles, has been appointed to 
handle advertising for Universal 
Metal Products Co., Alhambra, 
Cal, manufacturer of tools, dies, 
metal stampings and aviation parts. 
Aviation trade publications will 
be used. 


Join Advertising Associates 
Henry Eaton and John Dix, for- 
merly with Industrial Publishing 
Co., Cleveland, have joined Ad- 
vertising Associates, Clezeland. 


Wayne Names Fradkin 

Wayne Silversmiths, Yonkers, 
N. Y., manufacturer and mail 
order distributor cf personalized 
silver and gold jewelry, has named 
Fradkin Advertising, New York, 
to handle its advertising. Wayne 
previously was a direct advertiser. 


'_Hoberg Names New Agency 


Campbell-Mithun’s Chicago of- 
fice has been appointed to direct 
advertising tor Hoberg Paper Co., 
Green Bay, Wis., manufacturer of 


| Charmin brand consumer products 


and Evergreen industrial paper 
products, effective Nov. 15. Cram- 
er-Krasselt, Milwaukee, is the 
present agency. 


United to Sponsor TV Show 
United Air Lines, Chicago, has 

signed to sponsor the Harry Owens 

show on K!7XT, Los Angeles, and 


the five stations of the Columbia) 


Television Pacific Network, be- 
ginning Oct. 6. The program will 
be telecast Mondays, from 8:30 to 
9 p.m. N. W. Ayer & Son is’ the 
agency. 


‘Financial World’ Hits Peak 
The Oct. 1 issue of Financial 
World, New York, marking its 50th 


/year, was the largest issue in the 


weekly’s history. With 148 pages, 
the issue carried a total of 86 
pages of advertising. 


Two Appoint Twiss Agency 


Koh-I-Noor Pencil Co., Blooms- | 


bury, N. J., and L. C. Hardtmuth 
Inc., Bloomsbury, have appointed 
the House of J. Hayden Twiss, 
New York, to handle their adver- 
tising. 


MW THE OUTDOOR FIED 


ABC Total Net Paid June 30, 1952 


13.6% increase in total circulation over June 30, 1951 


IN NEWSSTAND SALES 


Things are happening in the outdoor 
field. More thousands than ever before 
are enjoying outdoor life, spending 
more time, more money and getting 


utdoor Life 


But the big trend is to 


Outdoor Life 


the leader in the field 


First choice of 
discriminating sportsmen 


more enjoyment out of outdoor life. 
The entire field is growing. It’s a 
tremendous and undeniable trend in 
modern living. 


Finance Firms 


Told Their Ad 
Budgets Are Low 


ATLANTIC Crry, Oct. 8—Consum- 
jer finance companies spend much 
less money on advertising than 
companies in other industries, ac- 
cording to Irving S. Michelman, 
v.p. of Signature Loan Co., New 
York. 

Moreover, the advertising that 
is done is largely in the hands of 
amateurs, Mr. Michelman told the 
annual convention of the National 
Consumer Finance Assn. today. He 
added that the great majority of 
finance companies don’t use any 
formula for establishing advertis- 
ing budgets. 


@ Mr. Michelman’s remarks were 
based on a survey conducted by 
the association covering 222 mem- 
ber companies representing 2,132 
offices (about 30% of its members 
and 63% of member offices). 

Only 21 of the 222 cornpanies, he 
said, use advertising agencies. Only 
23 reported the use of a budget 
formula, such as percentage of 
gross income or percentage of loans 
outstanding at the previous year’s 
end. 

Replies to the survey, said Mr. 
Michelman, show that consumer 
finance companies make advertis- 
ing expenditures of less than 8% 
of loans outstanding. % 
® “Advertising expenditures as an 
average percentage-of-sales fig- 
ure,” he continued, “are generally 
|kept secret for competitive reasons. 
However, most advertising experts 
jare in agreement on the following 
percentages: drug products, 33%; 
soap, 10% to 20%; food, 5% to 
10%; electricel appliances, 5% ; 
automobiles, 1%.” 

The survey further showed that 
the companies spend the most on 
|newspaper display when they go 
jafter new-customer busines. 
Newspapers were followed by di- 
jrect mail, newspaper classified and 
‘radio. But direct mail, with 72 fe- 
plies, and newspapers, with 64, 
were named the most effective me- 
dia “per dollar spent.” i 


i 


= By far the majority of compantes 
said that they use the theme, “con- 
solidate bills,” when they advertise 
| for new-customer business. “Quick 
service” was a poor second, fol- 
lowed closely by “solve financial 
problems.” 

When asked if they anticipated 

increasing their ad budgets in 1952 
over 1951, 164 companies replied 
in the affirmative; 30 gave negative 
replies. 
| The companies agreed (155 to 
48) that the quality of their own 
advertising has improved over last 
year. They also agreed (178 to 65) 
that the quality of their competi- 
| tors’ advertising improved over the 
previous year. 


| 
| Univis Runs Sales Contest 
Univis Lens Co., Dayton multi- 

vision lens manufacturer, has be- 
gun a salesmen’s contest believed 
to be the first of its type. Making 

| every hour count by managing his 
time more effectively can make 
every salesman his own sales man- 
ager is the theme. Points for total 
sales performance and special 
product sales are being awarded 
to each salesman on a percentage 
and unit sales basis, plus bonus 

| points on the company’s merchan- 

|dising plan. First prize is an all- 
expense-paid trip to Puerto Rico 

| for two. 


Messing Bread to Gumbinner 

| Messing Bakeries Inc. has ap- 
pointed Lawrence C. Gumbinner 
Advertising, New York, to handle 
its advertising. Plans call for in- 
tensive advertising for Messing 
Cornell Recipe bread. Donahue & 
Coe is the previous agency. 


se 


er et — iP ln cor. See a s Dae, oeeiesaie “i Nears SS ee oe op ra - ve 3 ee EN 
es ; Raa ~ Bee AOE Te ET ak + et Sere eee. eee re) ee 1 ee aa yt epee - 
‘ Sear oe . Bs” ola eee rae Ber ae Sale ee | Sa es Fee .. {a Ghai Bae eo is yo ore 
a) ae ee ee |; ive pie d eee ; JOD SAB Sec i Ae, : vf X 2 SSE ey 
ie SA eS i aia i d Pn =o el Sah oo ae x 3 ss , eae ie 
fee be ae et ae ee : oe e - as ns 
aes hats 4 = E 
: fe tes 
* \ 43 ¢ 1 
os ks 
a | be Em 2 
! { ; “3 f 
"y ! | pe 
| > ‘ 
3 re 
i) t wi 5 
re lie eer ae 
4 | x 
Bie 5 ied s 
ee 
a x %, 
: = es 
| by Se 
: AM; 
: ; | 5 ieee aoe 
= "eas 7 > veg “3 meine ee bd nt r 
a ae { pe os ~ 2 er 
Lbs : me - ; is ‘ ‘ : 
at Sik = Ph, eS ae piss $ y Bee A 
rate aye i tele — ; : ; os Pear 
a ; ae Bree thy v e : is false. 
i = ap a ate Bs ag 2 va, Paes on heer 2 
| a ee Besar ae ; or = os Seay tite 
| ¢ Ses) he ne: ns o ae 3 
/ > A a. es cfg tee Seay x a * or Pte ay ma Se og s 
: anita Ssameete | SSS ee ee ae oan, eee! aa 3 , ene 
ea eet) See ad. a ne cat Es: : “eae 
} eek Sy «i! ; * $s WS Be Sy ¢ = sage me at Bre 
wees me: ‘ Rais - feos is / ie orn at by 
wegaree 2 Lat Le oe mae ata apes : agit Oe 
; cane See Ay ae a Sak ee iy ie 
oe eo es : : aly ei : Rise -: 
nt aes 4 a 2 a S a t " 
arn i seo % oe % - ig Ge Pr bn 
r i sige % = G ¥ cr : 245 
} aoe: eage ie < ; : , ct aa - 
| o 45 a “4 Bo ‘ ‘i ee 
; | ax Ae ots Ae: bes o ‘ ; a 
| Babee ae ae eed : ni me A Ss 4 oad 
; a 
aa ee ae 
&; aes 
ea 
2 ‘SS 
aeons 
an ee oe 
i ; a i 3 
; me 
' Sipe aanek ss ye Sas aan: f trae 
; ‘ <i Goa = 
, as ae 
' NCK ees 
‘ b F ' —_—- . 
a _— om J an Bt ates eae es erha i ee 
i} = 2 { or : 
| : , i ete 
i / EES SSS GS Te ae eae Lees 
‘ <a 
5 (By 
| é . 
f parc” 
. | i 4 
= ; ' 4 } 9 
} <a 
1 
a ti ¥ . 
= aa 
- pemee-<" 
a Pe a 
ee ey 
? a 
’ sel ¥, 
(Q) ee ee 
| ‘ d ek 
; : ma =, 5 a - » mes 4° ' ri ‘ Yaa ‘ yee 2 r. “Sota rs 
" ; ~< e ang , . ae . . # 3 t s L . “ - - 
: Be . : = * = @ , 
3 N FRANCISCO * PORTLAND RE. * SARASOTA, ae sae 
a se 
j Fog 
= i a % sn 
ea Se 
se ; : . ‘ = Be ; 
= — . ; : ¢ Aho SB i 
r ee : Bree . ay Neel es oe oe ee a > 
. bi nee ; - ; te “ a nih eae er po, Te tds aR) = ee ies ee Be 
on , pepe tS ee ee % =: Brice - Ea rag Soe re a), fe ‘ = ie a 20a « ea a a at Ba le 7 RM ON ee xg 
ite ieee aR ol Ce re os oll 
rs 45 % . oe | * a > 5 Bot ee ee asa ee re ge. eke A eins oe ae es. et 7 cused AR . a Soy ‘ 
wie iis Ee reas one: oleae a er. eS = , rr oe ae Ss ee ee * Pte Os age lg 5 a aa oe ee > 


Aa ee ee 


Advertising Age, October 13, 1952 


44 


Pashes Foonen Welles cons MDL 1 ¥ Wins Top Direct Mail Award (2722S 2 =/Jonteen Split Ad 


i . at f national ; 
With the comple “= aig wet | lines, Washington; Curlee Clothing Co., Schedule for Men’s 


distribution, Waffle Corp. of 
, “tric > low | St. Louis, and Donahue Sales Corp., New 
- El s ~~ 
Lee ae eee alta Qe eee tee iota ot | Greater Vermont Acen., Montpelier, Vt;| Yor onl Uist 
; - irect mail adv g Remington Rand Inc., New York; Minnea- | m 


>» -color ads in Sunda 7 ; . 
on eg supplements starting eee pg —_ of Industry” SE a ae Regulator Co., Minnea-/® In addition to the winners in the; porrrianp, OrE.. Oct. 7—Because 
Oct. 12. This is in addition to news- a —- ya gp allege! wad.| Ht ng Te Ry mg co . Y. jindividual classes, the following! itz; women’s program tended to 
papers and TV in key markets and Pettion o aie Hardware Mutuals, Stevens Point, Wis. | entries were cited by the judges as dominate its whole promotional 


- vertising Assn Also, Mutual Lif : Co., N d pro r 

is simultaneous with the introduc- ver “e so, Mutual Life Insurance Co., New| outstanding examples of low-cost, | : 

f ew four-color cellophane In addition to the 66 winning York; Hub Mail Advertising, Boston;/ ll-seale direct 1 ti campaign, Jantzen Knitting Mills 

—— 2 c ian. | | small-scale direct mail operations: | i, pjanning two separate schedules 

package. The agency is J. M. Korn portfolios in industrial classifica- A. O. Smith Corp., Milwaukee; Denni- Pp Pp Anege ~~ 

& Co. Philadelphia tions, DMAA judges selected seven DMAA M P |son Mfg. Co., Framingham, Mass.; Gen-| —@ men’s and a women’s—for the 
—— campaigns as winners in a “special eeting | eral Electric Co., Schenectady; Los Ange-| 1953 season. 

. . == mag les Examiner; M&R Laboratories, Colum- : as 
low-cost campaign” category and inet, tk: Gated Gee & © & Ge. Jantzen has depended in the past 
named seven as worthy of “speci ia] | Reynolds Metals Co., Louisville; The Lowe | Woodstock, Ont., and Trans-Canada Air} ON a single campaign to promote 
outstanding campaign awards.” oo a — pect ni | Lines, Montreal. both men’s and women's s merchan- 

The grand award this year went! son Mfc. Co.. Framingham, Mass: Esso| 20€ judges also selected seven! dise. The major policy change was 
to National Broadcasting Co., New Standard Oil Co., New York; Hoffman-|entries as outstanding examples| announced by Bruce Sturm, sales 
York. for its direct mail on tele- ko Seshe ct. Nutley 2 N i = of special campaigns: promotion manager, to sales rep- 
vision = me orie > hica ago; General - — rc; Canadian Industries Ltd., Montreal; resentatives at the recent Jantzen 

§ . Co., Schenectady; Rohm & Haas Co., Phil-| Dayton Rubber Co., Dayton, O.; Lederle . . . 

adelphia; McCormick-Armstrong Co.,| Laboratories division of American Cyan- | International Swim Convention 
® The “Best of Industry” awards | Wichita; Reynolds & Renyolds Co., Day-| amid Co., New York; Sharp & Dohme held in Portland. 
for winning portfolios went to the ton, O.; John sentry Co Lansing. Mich.; | Inc., Philadelphia; United States Gypsum The largest national advertising 
New Orleans Public Service Inc., New | Co., Chicago; Walker Press Ltd., Paris, hedule i h ’s hist " 
following: Orleans; Grosset & Dunlap Inc., New | Ont., and West Virginia Pulp & Paper | 5 edule in the company's _ my de 

Advance Seed Co., Phoenix; Celotex| York; Business Week, New York |Co., New York. | the program calls for ads in Life 

Corp., Chicago; Empire State Craftsmen| This Week Magazine. New York; Mere- and Look, and a stepped-up ad 


Inc., New York; Popular Club Plan, Lyn-| dith Publishing Co., Des Moines; — : P > ° 
brook, N. Y.; Dun & Bradstreet, New! politan Sunday Newspapers Inc., Foley Goes to ‘Every woman's’ schedule in fashion periodicals. 
York; Kawneer Co., Niles, Mich.; Sono-| York; WMCA, New York; Goodyear ‘The H Robert . Foley, arg = Age 
tone Corp., New York; Utica College of | & Rubber Co. of Canada Ltd.; National arpe r’s azaar, as joine the . h cruise an resort 
Syracuse University, Utica, N. Y.; Syl-' Broadcasting Co., New York (‘one each | advertising staff of Everywoman’s. To reach the — d se 
ek Aare market, Jantzen will open with a 
= : full page in Vogue in January, and 
: : continue advertising through June 


in Harper’s Bazaar, Mademoiselle, 
‘TWO FAMOUS NAMES‘, 


and Seventeen. The outdoor cam- 


nnecOnne tchaea nes s paign covers 120 cities, with a 
- pyar MIs =37-8 Sceisco—79 geese = = sem —— poster schedule in Florida and New 
— sieuna-—s @a———s| was : Jersey this winter and in other 


sections of the country next sum- 

mer. Announcements to the trade 

will appear during October. 
Botsford, Constantine & Gard- 


a. os ) eo 
JELL-O. --2~15° SFLOUR~— - 49) = Pett ts = 2 xy ed ox = 


AS =<] “CHILI con CARNE 7 
-— om 


| = -S % Suse ner, Portland and New York, han- 

( oure: 2 Snes = Sa :- dles the Jantzen account. 

3 : AY | Frving Check : 7 = - 

: a = o= sae Three Join N. W. Ayer & Son 

; at Se Se : William R. Taylor, formerly as- 

¢ yo, a : sistant to the general sales man- 

: SS ee SS ea cae ager of William Carter Underwear 
—— Fx |S - =o = = Co., has joined the plans-merchan- 


3 
a -_ 
w= eee , a ae -—F . dising department of N. W. Ayer 
| ~ - & Son, Philadelphia. Robert Miller 
|. : were s , has rejoined the art department of 


the agency after two years service 
Newspaper Ads in double-page and full-page space fea- in the Army. Donald T. McIntosh. 


{ tured the Guaranty Seal in 16 different papers during the previously in the Kenyon & Eck- 

. . hardt media department, has 

* . 0 prometson. joined the Ayer radio-television 
department in New York. 


Protektosite Names Swersey 

Joseph Swersey, formerly man- 
ager of the variety chain store di- 
vision of Bymart-Tintair Inc., 
New York, has been named assist- 
ant sales director in charge of 
chain store operations and mer- 
chandising for Columbia Protekto- t 
site Co., Carlstadt, N.J., a wholly 1 
owned subsidiary of Curtiss- 
| Wright Corp. that makes sun- 
glasses, combs and other plastic 
items. 


The most recent GOOD HOUSE- 
KEEPING promotion run by Lucky 
Stores, Inc. of California, topped 


all the chain’s previous events in THE 
sales increases. ONE TIE 
Store Displays, played up blow-ups of the Guaranty Seal, For Modern 

SALES 


GOOD HOUSEKEEPING covers and photographs showing i in- 


vestigations conducted by The Good Housekeeping Institute. TRape-mann, PROMOTION 


GOOD WILL is so 
easily expressed when 
your Product, Trade 
Mork or Slogan is 
ae reproduced 

“ADVER-TIES”, the 
‘individually Designed 
Quality Neckwear. 


RESULT: “General average in- 
crease on advertised items for 
this sale was 108.7%.” 


An- 
for 


i, 

- At Conventions, iP 
, 
' 


Deale Assistance, 
“ADVER-TIES” hove 
always been Front 
Ranking . Your | 
Choice of Colors, 
Fabrics and Designs 
at Most Moderate 
Cost. 


Also—BEAUT!- 
FUL GIFT” TIES, 
Plain or Decora- 
tive, individually 
boxed, with or 

without label on 

reverse side. } 
Reger re ! 
SEND “AD” SAMPLES and stote 4 
| approximate quantity. This will 4 
1 “Speed-up’ complete details and 4 
1 prices 1! 


wwe ee www wee www ew eead 


PRES Ng AG Rh 


Women know — 


P Guaranteed by * 


Goo d Housekeeping the product that has it, 


eae 


earns it 


= proof again 


GOOD HOUSEKEEPING vx eds, mena Mt co 
3 Bal oooy 


S. Franklin St. . 
THE HOMEMAKERS’ BUREAU OF STANDARDS - Chicago 6. me - 


° 57th STREET AT Sth AVENUE, NEW YORK 19, N.Y, rss 
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r. Politics 


During the Democratic national convention in Chicago in 1932, the 
correspondent of a New York newspaper got this plaintive wire from 
his managing editor: “The Times has beaten us again on everything. 
Can’t you do something about it?” 

What the harried correspondent did was to assign one of his men to 
“cover” Jim Hagerty It was the daily succession of exclusives 
Hagerty was getting for The New York Times that was causing the 
rival newspaper man his headaches. 

James A. Hagerty got his first taste of political reporting in 1900. 
Working for his hometown newspaper, the Plattsburgh (N. Y.) Press, 
he was the only reporter covering President McKinley, vacationing 
on Lake Champlain. Ten years later, his skill at covering political 
news won him a job with the New York Herald. 

Jim Hagerty came to The New York Times in 1920. In 1923, acting 
on a shrewd managing editor’s hunch and on his own competitive 
instinct in tying up all available telephone lines, Hagerty scored a 
world beat on Calvin Coolidge taking the oath as President in his 
father’s remote Vermont farm home. 


By 1928, Hagerty’s reputation as a political reporter had become 


nation-wide. Political writers all over the country depended on him 
for the final word about New York politics. He predicted that Al 
Smith would lose New York State by 110,000. Smith lost by 111,000 
Hagerty used no crystal ball. His sources and his information, as 
always, were solid and reliable. Politicians, from precinct leader to 
President, have sought his advice, respected his judgment. 

The Times team includes many reporters and editors like Jim 
Hagerty. They pool their knowledge and their talents to produce 
each day a newspaper that is vigorous, alert, interesting, informa- 
tive, different from any other. They put more into it. Readers get 
more out of it. 

*Naturally, therefore advertisers also get more. Which explains the 
33-year leadership of The New York Times in the world’s biggest 
and most inviting market. There’s a lot about The Times today you 
ought to know. May we tell you? 


Che New York Cimes 


“ALL THE NEWS THAT'S FIT TO PRINT” 
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Industry Advertising 


Because 94.6% of Newsweek's readers 
are people of influence and decision in business, 
industry, the professions and government. 


NEWSWEEK delivers more such business pur- 
chasing influence... per advertising dollar... 
than any other weekly or biweekly magazine. 


Because newswerx's 800,000-plus circu- 
lation delivers more families with incomes of 
$5,000 and more... per advertising dollar... 
than any other weekly or biweekly magazine 
measured by Publishers Information Bureau. 


This bracket is the top market for quality 
goods and services. For instance, 53.5% of 
NEWSWEEK’s families own corporate stocks. 
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Nash Acquires Altorfer Bros. 

Nash-Kelvinator Corp., Detroit, 
has purchased controlling interest 
in Altorfer Bros. Co., East Peoria, 
Ill, maker of laundry equipment. 
Details of the purchase were not 
revealed. Altorfer will operate as 
a Nash subsidiary under its pres- 
ent management. In addition to 
its present line, it will produce a 
new line of Kelvinator laundry 
equipment. 


Owens-Illinois Boosts Duncan 

John Duncan Jr., formerly rep- 
resenting the Kaylo division of the 
Owens-Illinois Glass Co., Toledo, 
as director of trade relations, has 
been appointed to the same posi- 
tion for Owens-Illinois. Mr. Dun- 
can will handle special assignments 
for all units of the company, re- 
porting to Hugh C. Laughlin, v.p. 
and general manager of the ad- 
ministrative division. 


PROBLEM OF SBE. 
J ) SERVICE OF ALL 
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20-Year-Old ‘American Home’ Has 
Thrived on ‘Do It Yourself’ Trend 


New York, Oct. 8—‘Do it your- 
self’ has become the credo of 
many home owners. It started dur- 
ing depression years when families 
didn't have the money to do it 
otherwise 

It’s still going strong today be- 
cause, despite the many more dol- 
lars now in circulation, the aver- 
age home owner is_ frequently 
pinched as tightly as he was in 
the black years of the ‘30s. 

A few figures give succinct evi- 
dence of his continued interest in 
“do it yourself” projects. Twenty- 
five per cent of all paint sold goes 


to non-professionals. Retail lum- 
ber yard sales were $4.3 billion 
in 1948, a rise of more than $3 


billion since 1938 
Seven out of ten wallpaper jobs 
were done by professionals in 1940. 


operations were supervised by 
non-professionals. Asphalt _ tile 
manufacturers turned out 80,000,- 
000 square feet in 1940. Last year, 
with many manufacturers plugging 
“lay your own” campaigns, more 
than 500,000,000 square feet were 
produced 


@ One of the publications that 
early realized the potentialities in 
this market. American Home, is 
now celebrating its 20th anniver- 
sary, under the guidance of vet- 
eran Publisher W. H. (Doc) Eaton 

American Home began life at 
the turn of the century, only then 
it was called Garden Magazine 
and Frank Doubleday was pub- 
lisher. The magazine had its ups 
and downs and, finally, in 1932, 
Mr. Doubleday decided to give up 


Last year six out of ten wallpaper the ghost. 
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Electrical 29,077** 10,988** mostly 40,065 
Dealer . mailed to home address . 
Second Book 26,896* 5,904* 32,800 


**CCA of August, 1952—*ABC of June 30, 1952 


Electrical Dealer not only gives this BIGGER coverage but, also, gives it at LOWER page Cost. 
Further: Electrical Dealer's is a solid, inspected, requested and controlled coverage—revised every month. 
It covers big rural and small-town areas, as well as cities, reaching that 45% of all 
electrical dealers who sell 83% of all appliances, radios and TV sets. 
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THE APPLIANCE « RADIO « TV SALESMAGAZINE 


CLEVELAND 15, OHIO 
PRospect 1-0505 


1836 Euclid Ave 
John MacArthur 


NEW YORK 17, N.Y 
101 Pork Ave., 
4. H. Thomson - 


SALES 
OFFICES 


MUrray Hill 3-0526 
W. A. Clobovwit 


CHICAGO 11, ILLINOIS 
22 E. Huron St 
WHitehol! 4-0868 
Walter J. Stevens 
Orrin A. Eames 
Howard Pierce 


SAN FRANCISCO, CAL 
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ELECTRICAL DEALER 
ELECTRIC LIGHT & POWER 
PACKAGING PARADE 
BOXBOARD CONTAINERS 


SEATTLE, WASHINGTON 


625 Market Street T inal Soles Buildi 
WEST _ YUkon 6-0647 main 3 
REPRESENTATIV LOS ANGELES, CAL. DALLAS, TEXAS 
McDonald Thompsea 3727 West 6th Street 60! Continental Building 


OUnkirk 7-2590 


Riverside 9437 


HAYWOOD PUBLISHING COMPANY OF DEL. « 22 East Huron Street ¢ Chicago 11, Illinois 


NEW YORK > 


CLEVELAND + 


CHICAGO - 


SAN FRANCISCO - 


LOS ANGELES > 


SEATTLE + DALLAS 
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But when he got through talking 
to partner-circulation manager 
Eaton, Mr. Doubleday named Doc 
as publisher, gave him a five-year 
lease and an option to buy the 
book. The rest is history 


® Filling its particular niche be- 
tween the mass audience and the 
class audience, American Home 
was a leader in the field of home 
service, placing equal emphasis on 
“how to do it.”” It made the greatest 
growth between 1932 and 1942 of 
any monthly in the country, mov- 
ing from 232,000 to more than 2,- 
000,000 circulation (AA, March 13, 
50). 

This year, American Home has 
topped the 3,000,000 mark during 
several months, according to Pub- 
lisher Eaton 

Looking back over the 20-year 
period, and to the future, Doc 
Eaton says, “We've grown because 
we've taken the trouble to learn 
what our readers expect and want 
from a home service magazine. 
We'll keep on growing, I think, 
because we have our fingers con- 
|stantly on the pulse of our readers. 
| They dictate editorial policy. We 
| follow their dictates. They want 
'to know how to do it, what to use 
and how much it will cost. We tell 
them.” 


Amm-i-dent Wins Award 

The American Institute of Laun- 
dering, Joliet, Ill, has awarded 
its seal of approval to Block Drug 
Co., New York, for Amm-i-dent 
chlorophyll toothpaste, the first and 
only toothpaste to receive the 
seal. The institute tested several 
chlorophyll pastes before awarding 
the seal to Amm-i-dent as being 
the only advertised product that 
left no stain. Amm-i-dent will 
publicize the award on its tele- 
vision show, and the _ institute 
plans a promotion to all its mem- 
ber laundries. 


Brassard Gets Mop Account 

Brassard Advertising, Provi- 
dence, has been appointed to 
handle advertising for New Eng- 
land Mop Co., Central Falls, R. I. 
Direct mail is now being used, 
and the agency is working on an 
expanded ad program. 


Pettersen Joins Polk Bros. 

Jack S. Pettersen, formerly as- 
sistant advertising manager of 
Motorola Inc., Chicago radio and 
television manufacturer, has been 
named to the new position of gen- 
eral merchandising manager of 
Polk Bros. Central Appliance & 
Furniture Co., Chicago. 


McCormick Joins Agency 

Robert C. McCormick, previous- 
ly an account executive of Allied 
Public Relations Associates, New 
York, has joined the staff of Lloyd, 
Chester & Dillingham, New York 
agency. 


the smart vote is for 


DUPLISTICKERS. 


lf you hove a candidate to support in the 
coming election of a product to sell with direct 
advertising, DUPLISTICKERS will save you time 
ond money 

Convenient, easy-to-vse...33 labels on perfo- 
rated gummed lettersize sheets... 25 sheets (825 
labels) 60¢ at Stationery stores. white and 5 colorn— 
Write today for free sample package 


EUREKA SPECIALTY PRINTING CO. 
567 ELECTRIC STREET, SCRANTON 9, PA 


DUPLISTICKERS 
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ITH the appearance of Advertising 
WY tne January 20, 1953, car- 
rying a February dateline, advertisers 
and advertising agencies will be given for the 


first time complete editorial service in the fields 
of production, promotion and merchandising. 


Some of the most important but neglected 
aspects of advertising activities, whose success- 
ful execution is vital to the success of adver- 
tising campaigns, will have the same thorough 
editorial coverage now given to the more spec- 
tacular elements of these campaigns. 


There will be a special department covering 
each phase of these activities. Here each month 
will be brought together the news of how ad- 
vertising buyers are handling these procedures, 
how they are making their expenditures in 
these fields more profitable, and how they are 


Published by the publishers of 


ADVERTISING AGE AND INDUSTRIAL MARKETING 


coordinating each phase of advertising to as- 
sure a successful result. 


New products, new services, stories of products 
in use and all other detailed, practical informa- 
tion relevant to each phase of advertising will 
be spotlighted—to enable buyers to locate the 
products and services they need, and to be 
constantly aware of the changing picture as it 
relates to advertising equipment, materials, 
services and supplies. 


Among the departments which have been set 
up for publication in each issue of Advertising 
Requirements are the following: 


Paper Distribution Services Art and Photography 
Printing Typography Photo- Engraving 
Specialties Electrotyping Window and Store Display 


Program Production 
Professional Services 


Premiums and Prizes Signs 
Shows and Exhibits Visual Aids 
Direct Mai! 


( 


‘| am very enthusiastic abou 
ADVERTISING REQUIREMENTS" 


t 


SAYS WESLEY |. NUNN 
ADVERTISING MANAGER 
STANDARD Oil COMPANY ({IND.) 


Here every supplier will find himself under 
the Big Tent, with his kind of product or serv- 
ice spotlighted for buyers of advertising, in all 
lines, at all distribution levels. Here he will 
be able to present his sales messages to the 
active market for advertising materials, equip- 
ment and services representing annual expend- 
itures of over $3 billion. 


The combination of the right editorial content, 
plus the right circulation coverage of major 
buyers of every type of advertising materials, 
services, equipment, and supplies, has never 
before been available. It will give advertising 
suppliers the ideal spot from which to address 
the great audience of buyers of advertising in 
whose business they are interested. 


Buyers are enthusiastic about the kind of in- 
formation services to be rendered by Advertis- 
ing Requirements. As the letter from Wesley I. 
Nunn, advertising manager of the Standard 
Oil Company (Indiana) reproduced on this 
page, indicates, successfui users of advertising 
are looking forward to receiving a service 
which they have needed and wanted, but which 
up to now has not been available. 


And they know that through the resources and 
editorial facilities of Advertising Publications, 
Inc., publishers of Advertising Age and In- 
dustrial Marketing, Advertising Requirements 
will do the job for readers and advertisers for 
which it has been designed. 


Be sure to get the complete story of how 
this new and different advertising magazine 
will add new power to your sales promotion 
expenditures. Forms for the first issue close 
January 1, 1953. Preferred positions will be 
assigned in the order in which reservations 
are received. Write, wire, or phone to any of 
our offices for detailed information, and it will 
be put in your hands promptly. 


Advertising 
Requirements 


200 E. ILLINOIS ST. 
CHICAGO 11 


DE 7-1352 


SIMPSON-REILLY, LTD. 
1709 W. EIGHTH ST. 
LOS ANGELES 17 

DU 8-1179 


SIMPSON-REILLY, LTD. 
703 MARKET ST. 
SAN FRANCISCO 4 
DO 2-4994 


NEW YORK 17 


MU 6-8180 


801 SECOND AVE. 
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Staples Named Partner 


Joseph Staples, formerly direc- 
tor of public relations at Phillips 
Academy, Andover, Mass., and at 
Wilson College, Chambersburg, Pa., 
has been admitted to general part- 
nership in Dudley L. Parsons Co., 
New York public relations counsel 


Direct Mail Catalog Out 


Distribution of a catalog of cata- 
logs, containing technical informa- 
tion on equipment, machinery and 
services used in the direct mail 
industry, has been completed by 
the Mail Advertising Service Assn. 
International, Detroit, to members. 


issue 


New Pocket Size Trade Publication 


Geared to Today's Reading Habits of 
42,500 Appliance Dealers and Salesmen 

A monthly digest of all that’s new in 
appliance products, merchandising, and sales 
promotion 
training 

Biggest national circulation in the appli- 
ance field 

A limited number advertisers in each 


Write for complete information 


APPLIANCE DIGEST 


concert 
A new | pticationy 450 W. Fort Street, Detroit 26, Michigan 
grade PP jickine New York 17, 521 Sth Ave. MU 7-7158 
and ! Chicago 3, 134 S. LaSalle St. FR 2-2093 


with added features on salesmen 


pages only. 


A peer 
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> Not our estimate but ARB figures 
for the entire year of 1951 and 


Soilax Puts Dish 
Mop Premium Inside 
Large-Size Carton 


(Continued from Page 2) 
Paul Evans, general sales manager 
for Soilax, said the change to an 
in-package premium will facilitate 
store handling by retailers. 

However, if the big Soilax box 
is going to get this advantage, the 
18-ounce household package will 
be operating under a handicap, for 
this year it has been selected to 
carry the O-Cel-O sponge on the 
outside. 

The in-package premium appar- 
ently is still in the experimental 
stage. E. W. Dooley, ad director 
for Economics Laboratory, told 
AA that the household box—with 
the sponge on the outside—is get- 
ting the heavier promotion, 
through radio spots and 600-line 
newspaper ads. With the exception 
of store displays, no advertising 
has been run for the dish mop 


Mit pak Ce 
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OLD AND NEW—Here are the 1951 and 1952 versions of Soilax’s three-pound econ- 
size. Last year’s box—on the left—carried an O-Cel-O sponge on the outside. 
This year an O-Cel-O sponge dish mop is being packed inside the box (right). 


omy 


premium. Cunningham & Walsh, that “normally, a premium that is 
York, is the Soilax agency. actually seen on the outside of 
The Soilax manufacturer admits the box outsells a premium inside 


New 
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WPTZ 


NBC-TV AFFILIATE 


1600 Architects Building, Phila. 3, Pa. 
a Phone LOcust 4-5500, or NBC Spot Sales 


ef the first six months of 1952 


the box. However, here is a case 
where strong package design with 
an exceptionally high giveaway 
value may turn the tide.” 

The company reports “produc- 
tion problems, thus far, are run- 
ning smoothly.” The O-Cel-O dish 
mop is about the same height as 
the three-pound package and is 
dropped into the box upside down 
as the box comes from the carton 
shaper. 


@ The mop itself carries the certi- 
fied 39¢ retail price to emphasize 
the $1.08 value for 69¢. The cost 
of the premium is absorbed by Eco- 
nomics Laboratory. 

According to the Soilax people, 
their O-Cel-O premiums are part 
‘of a new trend in manufacturers’ 
use of premiums. They say that 
more and more companies now use 
a premium which has a direct re- 
lation to the product with which 
it is offered. 

They also report that premiums 
are being packed or displayed to- 
‘gether with the parent product to 
“eliminate the old bugaboo of 
| sending in a box top or coupon and 
thereby reducing the cost of hand- 
jling by a considerable amount.” 


GF Names James Delatield 

James P. Delafield, formerly 
assistant marketing manager for 
concentrates and specialties in the 
Birds Eye division of General 
Foods Corp., New York, has been 
appointed division merchandising 
manager, a newly created position 
The move is another step in the 
reorganization of the division be- 
gun last March. The position of 
|division marketing manager has 
been abolished. 


| Metallic Mtg. to MacDonald 


| Chicago Metallic Mfg. Co., Chi- 

cago, has appointed Arthur R 
| MacDonald Inc., Chicago, to han- 
| dle advertising for its Bake-King 

kitchen bakeware and smoker di- 
| visions. L. Ahlswede, Mac- 
| Donald v.p., will supervise the ac- 
| count 


Two Name Mogge-Privett Inc. 
Mogge-Privett Inc., Los An- 
geles, has been appointed to direct 
advertising for the Pacific Coast 
division of Ocoma Foods Co., Los 
Angeles, San Francisco and Seat- 
tle. The Presto Sales Corp., Los 
Angeles distributor of a whipped 
cream product, has also named the 
agency to handle its advertising. 


KSM Products to Eldridge 

KSM Products Inc., Merchant- 
ville, N.J., maker of studs and 
equipment for electric arc stud 
welding, has named John P. Eld- 
ridge Advertising, Philadelphia, to 
handle its publicity, direct mail, 
trade paper advertising and ex- 
hibits. 


Northwest Marketing Moves 
Northwest Marketing Service 
Inc., Minneapolis market research 
and merchandising group, has 
moved to the Metropolitan Bldg. 
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Advertising Age, October 13, 1952 
Eli Lilly Report 
Shows Drug Store 
Sales Up 4% in ‘51 


INDIANAPOLIS, Oct. 8—Sales for | 
1,248 drug stores reached a record- 
breaking peak in 1951. 

They topped the previous rec- 
ord set in 1948 by 48%, according 
to figures assembled by Eli Lilly} 
& Co. in the 20th annual edition of 
“Lilly Digest.” Sales figures for 
1950 were exceeded by 7.4%. 

Advertising expenses were down 
to an average of $442 in 1951, or 
0.5% of $89,756 in sales. This com- 
pared with $538 in 1950, or 0.6% 
of $83,540. Net profit in 1951 was 
$5,217, or 5.8%, as compared with 
$4,673, or 5.6%, in 1950. 

The report breaks down the fig- 
ures by stores according to sales 
volume, from $20,000 to over $150,- 
000. 

The figures are further categor- 
ized for stores in cities with popu- 
lations ranging from less than 5,- 
000 to over 500,000. 


@ The greatest percentage of ex- 
penses going to advertising for all 
sales volumes was in cities with a 
population of 20,000-50,000. The} 
two exceptions to this were (1) in 
those stores doing under $20,000, 
where stores in cities of 100,000- 
500,000 spent 0.2% more for ad- 
vertising than those in the 20,000- 
50,000 and the 50,000-100,000 size, 
both of which spent 1%, and (2) in 
the stores doing $30,000-$50,000 
sales volume, where all stores in| 
cities of 20,000 and up spent 0.5% 
for advertising. 

With these two exceptions, the! 
general pattern in advertising ex- | 
penditures is that percentages rise 
up to cities with a 20,000-50,000' 
population, and then begin to de- 
cline in the larger cities. In most 
cases the percentage drops below 
that of the smaller towns. 

There is no indication in the re- 
port whether the advertising in- 
cludes cooperative advertising, or 
whether all the stores reporting 
were independent outlets or not. 

The report is distributed by Lilly | 
to retail druggists as a service. 


Smith Resigns from Silex | 


Monroe G. Smith has resigned | 
as president of Silex Co., Hartford, | 
effective Oct. 25. Mr. Smith will 
join Rockwood & Co., New York 
candy manufacturer, as v.p. and 
assistant to the president. He will! 
continue on the Silex board of di-| 
rectors. 


LET'S GO SHOPPING || 


Our latest survey on the |) 
food-shopping habits of high || 
school students shows that 89 
per cent of the girls and 79 
per cent of the boys shop for 
food for the family occasion- 
ally or nearly every week. 


What’s more, a little more 
than half the boys and 60 per 
cent of the girls make their 
own brand and product selec- 
tions. Practically all of them 
have a definite influence on 
family food purchases. 

This is just one indication 
of high school student influ- 
ence on purchasing. It shows 
the need of going directly to 
them with a brand and prod- 
uct story. And the best medi- 
um for reaching high school 
boys and girls exclusively is 
Scholastic Magazines. 


SCHOLASTIC MAGAZINES 


351 Fourth Avenue 
New York 10, N. Y. 


Rambeauz Named KLZ Promoter Names U. S. Company 


J. Hartley Stackhouse, formerly Roger Rambeauz has been ap-| Radio El Mundo, Guayaquil, 
national sales manager of the shoe pointed promotion manager of Ecuador, has named Pan American 
products division, B. F. Goodrich KLZ, Denver. Mr. Rambeauz, who Broadcasting Co. New York, in- 
Co., Akron, has been named sales held the same position during ternational radio station repre- 
and advertising manager of the World War II, succeeds John Con- sentative, as its exclusive vu. 
Beebe Rubber Co., Nashua, N. H. nelly. representative. 


Stackhouse Goes to Beebe 


| | 
De Garcy Names Goold Joins ‘Farm Journal’ Statf Westinghouse Buys LeRoi Co. 
De Garcy Inc., New York maker Carlo Vittorini, formerly with) Yestinghouse Air Brake Co., 
of Lady Duff lingerie, has named the promotion department of Chil- Wilmerding, Pa., has purchased a 
Goold & Tierney to handle its ad- ton Publishing Co., Philadelphia, majority interest in the LeRoi Co., 


vertising and merchandising. De has joined the promotion staff of Milwaukee manufacturer of en-| 
Garcy has not advertised for the Farm Journal and Pathfinder, Phil- gines, portable air compressors and | 


Fast few years. adelphia. rack drills. 
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Standard Oil Promotes Byars 


Robert K. Byars has been ap- 
pointed assistant advertising man- 
ager of Standard Oil Co. of Indi- 
ana, Chicago. Mr. Byars formerly 
was assistant to the advertising 
manager. 


Victory Glass to Williams 

Victory Glass Co., Jeannette, Pa., 
has appointed John R. C. Wi!liams 
Advertising, Pittsburgh, to handle 
its advertising. The glass maker 
will embark on an expanded ad- 
| vertising program. 


Hounded by 


Here’s one way to fox ’em. Find 


same sparkling appearance, quality and 


We pass them on to you. 


high operating costs? 


out what 


kind of enamel papers you’re using for sales 
literature, your company magazine, 
materials. It’s important, because today enamel papers of 
identical quality are not all the same price. They offer the 


or other printed 


printability. Yet 


Consolidated Enamel Papers average 15 to 25% lower in cost. 
This difference is due entirely to the streamlined 

enamel papermaking method which Consolidated pioneered. 

By eliminating several costly operations still necessary 

to other makers, it produces substantial savings. 


free help ' So that you can see for yourself, we'll be glad to 
give you a generous supply of Consolidated Enamel Paper. Simply ask your 


printer to run it on any job you select under identical conditions with the paper you're 


now using. ihen if you can see any reason to pay more than Consolidated 


prices, we'll go quietly back to our kennel. You can’t lose, so why not drop us 


a note on your letterhead today? 


A 


ENAMEL 
PAPERS 


PRODUCTION GLOSS + MODERN GLOSS « FLASH GLOSS - PRODUCTOLITH +» CONSOLITH 


CONSOLIDATED WATER POWER & PAPER CO. 


* Sales Offices: 135 So. La Salle St., Chicago 3, ill. 
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Derus Associates 


es THE LEADER IN RAPID PRO. 
Na DUCTION AND EFFECTIVE 
DISTRIBUTION OF RADIO RE- 

LEASES AND NEWS MATS. 


Heme Olfice 14 West Lake St. 


CHICAGO 1 


Promotes James How 

James C. How, who has been 
personnel manager of the corru- 
gated box division of Robert Gair 
Co., at its Cambridge, Mass., plant, 
has been promoted to assistant to 
the manager of industrial relations, 
George B. Greenwood, at the New 
York office 


Van Wijk to Riedl & Freede 


Van Wijk’s Holland Windmill 
yarns, manufactured since 1795 in 
Leiden, Holland, has appointed 
Riedl & Freede, Paterson, N. J., 


to handle its advertising and pro- 
motion. 


ra 


ee ee 


Davenport 
Rock Island 


FOR YOUR 
THE DAVENPORT. NE 


rs providing 


ae delivere 
throughout the 


~ MORNING 
_ DEMOCRAT 


DEMOCRAT & TIMES 


Serving the Zuad- (ities of 
DAVENPORT, IOWA; ROCK ISLAND, MOLINE, and EAST MOLINE, ILLINOIS 
HEADQUARTERS: DAVENPORT, IOWA 
ty JANN & KELLEY, 
RS A ESRD Vad eey 


Seonanil Seite ae 


Shoe Makers Name Agency 

Virginia Shoe Co. and Rappa- 
hannock Shoe Co., Fredericksburg, 
Va., makers of Play-Poise shoes for 
children, have named Royal & de 
Guzman, New York, to handle ad- 
vertising. Cabell Eanes Inc., Rich- 
mond, formerly handled Virginia 
Shoe 


Mottat to Calvert Distillers 

J. St. C. Moffat, formerly gen- 
eral sales manager of E. R. Squibb 
of Canada Ltd., Montreal, has been 
appointed Ontario sales manager 
of Calvert Distillers Ltd., Amherst- 
burg, Ont. 


$2,074 


1,881 
*National Average — $1,423 


AVENPORT NEWspa 


ng the 
d circulation 
ities! 


s 


East Moline 


$1,898 
1,590 


_ AND MORE LINEAGE 
«IS PLACED IN THE 


he. 


PERS 


DAVENPORT NEWSPAPERS Total Lineage 26,852,154 
Paper A ..........ecececeseseseeeseseeeee POtAl Lineage 12,426,736 
Paper B .............scsceccsessesseeeeee TOtAL Lineage 11,107,838 


ORE — 
you'LL GET MORE aa 


WSPAPERS 
only effective 


* Figures from Sales Management Survey 
0, 1952 


of Buying Power, May 1 


— DAILY TIMES 


| 
, 
] 
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a | 
mn 
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INC. 


HOUSEWIFE, 1965—The junior-size shopping cart will be a big boon to mother, ac- 

cording to Folding Carrier Corp., Oklahoma City, which designed this Junior Nest- 

Kart.. A 30-day test in one market reportedly showed thot all the items children 

picked up were what mother wanted. Another test showed children were familiar 
with packages and brand names. 


Dollinger Appoints Thomsen 

Robert P. Thomsen, formerly 
with Warren Institution for Sav- 
ings, Boston, has been named as- 
sistant advertising manager of 
Dollinger Corp., Rochester maker 
of industrial filters. 


Bell-Brook to Honig-Cooper 

Bell-Brook Dairies Inc., San 
Francisco, has named Honig-Coop- 
er, San Francisco, to handle its 
advertising. The dairy will sponsor 
Gene Autry over KGO-TV, San 
Francisco. 


‘Everywoman’s’ Names Jailer 

Mildred Jailer, formerly fashion 
editor with Metro Newspaper 
Service, has been named to the 
new post of beauty editor for 
Everywoman’'s. 


White Agency Promotes Hall 
White Advertising, Oklahoma 
City, has appointed Bruce D. Hall 
manager of the Tulsa office. Mr. 
Hall joined the staff soon after the 
company’s organization in 1948. 


BUFFALO'S 
GROWING — 
‘ INDUSTRY . 


CREATES MORE 
BUYING POWER 
“por | 
NEWS READER 


$20,800,000 EXPANSION 
OF CHEVROLET AT BUFFALO 


Sell the NEWS READERS and you 
sell the whole Buffalo Market 
-over 1,400,000 people 


The Second Largest Market in New York State 


- BUFFALO EVENING NEWS 


KeULy- SMITH co. 


7) 
Repr 


EDWARD H. BUTLER 
Editor ond Publisher N. 


; WESTERN NEW YORK’S GREAT NEWSPAPER 
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‘Traveler’ Bows in 
17 New York Hotels 


New York, Oct. 7—A New York 
edition of The Traveler bows this 
week in 17 Manhattan hotels. 

The Traveler has been in opera- 
tion for five years and publishes 
editions in Philadelphia and Wash- | 
ington. It was established by J.) 
Frank Beaman, first editor of Holi- 
day and former assistant tc the 
president of Curtis Publishing Co. | 

The New York edition is pub- 
lished by Mr. Beaman and Mark 
Larkin, former magazine editor! 
and veteran publicity man. Circu- | 
lation and rates are based on 941,- 
000 transients in the 17 New York 
hotels. The magazine, issued an- 
nually and revised quarterly, will 
charge $2,220 a vear for a b&w 
page, with a quarterly copy change 
available. Total circulation for the 
three cities (35 hotels) is 3,434,-| 
000. 

The first issue in New York has 
50 pages, with 35 accounts repre- 
sented. Local circulation and 
newsstand sales—the hotels wil | 
also sell the magazine—are not} 
included in advertising rates. | 


® Under the terms of the agre. | 
ment, hotels are required to keep 
The Traveler in each room and a: | 
adequate supply for replenishmen 
in the housekeeping department 
The publishers retain an independ 
ent research service to check th. | 
hotels four times a year to se | 
that copies are in the rooms an 
that the replacement stock is main- 
tained. | 

The 17 hotels in New York are} 
the Barclay, Biltmore, Park Lane 
Carlyle, Delmonico, Lexington.) 
Madison, New Weston, One 5th 
Ave., Roosevelt, Vanderbilt, Prince | 
George, Ritz Tower, St. Moritz 
Essex House, Westbury and Wey- 
lin. | 

The business statf of the New| 
York edition consists of Ward H 
Duane, formerly with the New 
York Sun, advertising director; | 
Vincent Moynahan, formerly with, 
Bill Bros., advertising manager 
and Madeleine de Rosset, formerly | 
with Harper's Bazaar, classified 
ad manager. | 


Hamm Extends TV Sportscasts | 


Theo. Hamm Brewing Co., St 
Paul, is continuing its television 
sports coverage in Chicago. The | 
brewer was co-sponsor of the Cubs | 
and White Sox games this summer. | 
Starting Oct. 8 on WGN-TV, the | 
company will sponsor a sports re- | 
view program, 7 p.m., four nights | 
a week. It also will televise high- | 
lights of all professional football | 
games over WENR, Wednesdays, 
8: 30-9 p.m., starting Oct. 1. Hamm | 
will continue its full-page, full-| 
color newspaper schedule in the 
Chicago Tribune and Herald- | 
American. Campbell-Mithun is the 


agency. 


2 Name Burlingame-Grossman 

Utility Plastic Bag Co., Chicago, 
converter of polyethylene and plio- 
film bags, sheets and rolls, has ap- 
pointed Burlingame-Grossman, 
Chicago, to handle its advertising. 
Trade publications, newspapers 
and direct mail will be used. The 
agency also has been named to 
handle advertising for the Block 
Co., Chicago, manufacturer of 
novelty metal tubes and gift items. 
Consumer and trade publications, 
as well as direct mail, are planned. 


Co-Sponsor Ad Clinic 

Current problems in newspaper 
advertising will be discussed at a 
clinic co-sponsored by the school 
of journalism and communications, 
University of Illinois, and Illinois 
Daily Newspaper Markets Inc. To 
be held at Allerton Park, Ill., Oct. 
11-12, the sessions will be ad- 
dressed by faculty members and 
advertising men from many parts 
of Illinois. 


Atlanta Paper Co. to Adams 
Burke Dowling Adams Inc., At- 
lanta and New York, has been 
named to handle advertising for 
Atlanta Paper Co., Atlanta. 


Loew on Leave of Absence 


Roger C. Loew, executive v.p. 
and member of the board of di- 
rectors of Klau-Van Pietersom- 
Dunlap Associates, Milwaukee, is 
taking an indefinite leave of ab- 
sence for reasons of health. He has 
been with the agency for 16 years. 


Petry Appoints Larimer 


L. D. (Bill) Larimer, formerly 
with American Broadcasting Co., 
has joined Edward Petry & Co., 
radio-TV_ station representative, 
in Los Angeles as a television 
account executive. 


Sales 
fi 
Centra 


This past winter the Soltice Division 
of the Chattanoogz 
Company used WSM’s Grand Ole 
Opry and the extraordinary selling 
ability of the Grand Ole Opry stars 
as the basis for a two state test 


campaign. 


The result — super-success! This 
fallthe Chattanooga Medicine 
Company plans to extend this 


history making 


the entire Central South area. 


| Ferguson Co. Names Sheean 

James B. Sheean Jr., formerly 
news editor in the public relations 
department of Chesapeake & Ohio 
Railway, has been named public 
relations manager of H. K. Fergu- 
son Co., Cleveland industrial engi- 
neer. 


Spaulding Names Joseph Reiss 

Spaulding China Co. New 
York manufacturer of Royal Cop- 
ley ceramic planters, has appointed 
Joseph Reiss Associates, New 
York, to direct advertising and 
merchandising. 


Mullican Co. Appoints Two 
William J. Dawson, formerly | 
creative director of the Gruen} 
Watch Co., Cincinnati, 
appointed v.p. and an account ex-| 
ecutive of the Mullican Co., Louis- 
ville. The agency has also pro- 
moted Arthur A. Klein to execu- 
tive v_p. | 
Forman to Curtis Publishing 
Lewis W. Forman, formerly with 
the Stanford Research Institute, 
has joined Curtis Publishing Co., 
Philadelphia, as research associate | 
in its research department ' 


has been|: 


\)peLor ff 
re DER eS 


ADVERTISERS © AGENCIES © CLIENTS 
are all exposed daily to claims for LIBEL, 
SLANDER. Invasion of Privacy. Violation of 
Copyright 
INSURE THIS HAZARD! 

Our unique policy 1s adequate and amazingly 
inexpensive Expenence proves it's smart 
to be protected 

WRITE FOR RATES 


OETAILS AND 


EMPLOYERS REINSURANCE 


_ CORPORATION 
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EDWARD PETRY & CO 


WSM..... 


Clear Channel @ 50,000 Watts 


National Representative 


* i  . - ees = elites 4 xia iri CS ee a TREE ay ls, Seg ele 
EE a a . ee ee ee ee ee 
uli oe eee gee ae a ae: oasis : ; } Wik, 
= r es - 
a4 | 3 ia 
ee 
i — a ae 
af l 
a m5 
i | sa: a 
ee ee 
_ : | i Bt 
pt h i Re g 
eo } ; - - 6 a 
y fe ase 
a 4, 2, 1 c 
| Loy Ss 
y 4 Pie # 
7 2 < “ & 
Ly ’ e- 
ey ® _ 
Gi EBy : Gs 
&§ aa — 
ore 4 tiie 
a. | » , _ 
a \y ~< ty BK 
oe (a 7, . 
1 eee =< mS 
a a ES: , > 
Se f ae 
; ’ me 
A SS = 
q \) 
a Wi _ 
es why se 
yn ag 
| eka o 83 ae 
} , ENS} * any PESES 
| an, | { } { +f 2. : ee 
Sa Tas ne 
7 PRINS NY iY _ om Eee er 
SRR, € Paw, ere 
; is ET PRY YD _['m se 
; a PONS — dy Xe 
a ~~ } , — Piczo & 
ar a -f A 2 1% o | ors oe 
] > fae eS tiwateser ’ rd 
fer - Soe ae | C Bed tase 2 
13 a, . 4 iv 
| et) al wa fj op: 
Boris i, go) L = wooeen iyi / 5; ae 
| - ICK- se 
—o- ae oes 
Tas : or i , 2 , Pri Lar Rub tee ap 
: Eee ast 2 we CAMOmOR. ENTIOL « are Poe 
: cere a: CmaretATramoogs | favor > a 
cs Mee 27 es ee en 
: Ai és i Sa 
| Ag. ee. 
| ‘es Nashville peat 
re 
= ee eee ee re eS A. Se als aa Si so 


EXPERIENCE 


FACILITIES 


It's the IDEA that makes a Display a 
standout .. INLAND Ideas are fresh 
and different ..and we doa honey of a 
production job—colorful and eye-com- 
pelling. Let us think up a‘ Look Again” 
Display for you. . Ask us over today! 


: } 
THOGRAPII COMPANY 


HICAGO 6 + RANDOLPH 6-3256 


Laundries Will Seek More Shirt-and-Sheet 
Business with $13,500,000 Campaign in ‘53 


ATLANTIC Crty, Oct. 8—A $13,- Prepared by the institute's sales | sonal comfort, health protection 


500,000 sales promotion campaign 
designed to draw hard-to-do parts 
of the wash out of homes will be 
undertaken during 1953 by the 
commercial laundry industry. 

Announcement of the plan was 
made by Albert Johnson, president 
of the American Institute of Laun- 
dering, Joliet, Ill., at the 65th an- 
nual convention of the AIL here. 

The industry decided upon the 
campaign after noting the strong 
comeback made by laundries dur- 
ing 1951 when the industry volume 
hit the $950,000,000 mark—an in- 
crease of $13,000,000 over 1950. 
Much of the credit for this in- 
crease, Mr. Johnson said, was 
given to heavy advertising during 
1951. 


® Blueprint for the promotional 
drive—a compact “shirt-sheet” 
advertising kit—was unveiled here 
during the four-day convention. 


and advertising department, the 
promotion package contains news- 
paper ads and radio spots designed 


to cash in on the housewife’s pet | 


hates—washing and ironing of 
shirts and sheets. 

“We're going after these diffi- 
cult items,” Mr. Johnson said, “be- 
cause they can be processed more 
profitably on commercial laundry 
mass production equipment. And 
we're aiming our ads right at the 
owners of home washing equip- 
ment.” 

Mr. Johnson remarked that in 
the past, commercial laundries 
avoided mention of home washing 
in their advertising. 


8 The entire industry ad campaign 
is based on results uncovered in 
recent consumer surveys, he went 
on. The studies indicated that non- 
laundry users are reluctant to send 
the entire wash out of the home 


information today. 


\ ! Ww 
Pt 


*AX 


Wren you specify WTVN to do the job for 
you in the Giant Ohio market, you'll receive the 
ultimate in programming and production facil- 
ities engineered to your needs, and merchandis- 
ing assistance plus. Television Center WTVN is 
designed to sell products quicker and cheaper. 
Remember, Columbus, Ohio is served and sold 
by WTVN. Write or telephone for complete 


COLUMBUS OHIO “FAV 


ANDO 


but MOST of all... 


Cieaitiaeities 


pbosistauce 
By by WIVN Channel 6 


Edward Lamb Enterprises, Inc., New York Office, Hotel Barclay —Home Office, 500 Security Bldg., Toledo, Ohio 


WICU-TV—Erie, Po.—Headley-Reed Co. 
WTVN-TV—Columbus, O.—Headley-Reed Co. 


WHOO—Orlando, Fia.—Avery-Knodel, Inc. 


WIKK—Erie, Pa.—H-R Co. 


WTOD—Toledo, O.—Headley-Reed Co. 


ERIE DISPATCH, Erie, Po.—Reynolds-Fitzgerald Inc. 
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but appear ripe for laundry serv- 

ice of the hard-to-do items. 
Each ad contained in the AIL 

kit relies on strong appeals to per- 


and economy. Copy stresses this 
| housewife’s conscience-salving ap- 
| proach: 

“Washing and ironing are hard 
enough jobs without doing sheets, 
tablecloths, pillowslips and shirts. 
These things alone take up most 
of your washday time. You can 
rid yourself of this really unpleas- 
ant task by giving your ‘heavy’ 
pieces to us.” 

The institute executive pre- 
dicted that the biggest slice of the 
1953 industry advertising appro- 
priation would be used in news- 
papers. Radio, television, direct 
mail, posters and other media will 
receive sizable portions of the $13,- 
500,000, he added. 


® He also stated that the institute 
plans to step up national adver- 
tising of its Certified Washable 
Seal program during the coming 
year. The first of these ads, a full- 
page  pictorial-style layout, is 
scheduled to run in the November 
10 issue of Life. 

Using a testimonial approach, 
the ad portrays the shopping sat- 
isfaction enjoyed by an Allen- 
town, Pa. housewife who bought 
washables according to the Certi- 
fied Washable Seal emblem. 

Four other seal insertions are 
planned for national magazines 
during 1953, Mr. Johnson said. 
The program is designed to protect 
the consumer against the purchase 
of inferior textiles. 


Ronzoni Promotes Spaghetti 


Ronzoni Macaroni Co. Long 
Island City, N. Y., manufacturer 
of spaghetti and macaroni, has 
opened a record campaign in New 
York City, using two TV and four 
radio stations. There will also be 
insertions in Parents’ Magazine, a 
merchandising and sampling pro- 
gram, and newspapers and radio 
in such markets as Providence, 
Boston, Philadelphia, New Haven, 
Buffalo and Springfield, Mass. 
Emil Mogul Co. is the agency. 


New Credit Book Issued 

National Retail Dry Goods Assn. 
has released its 1952-1953 Credit 
Management Year Book. It con- 
tains new material developed to 
enable retailers to measure the op- 
erating efficiency of their credit 
departments. It also contains a 
complete bad debt loss survey 
|classified by credit volume, and 
| provides loss ratios for charge, in- 
stalment and revolving credit ac- 
counts. 


Two Name Palm & Patterson 
Palm & Patterson, Cleveland, 
has been appointed by the Holyoke 
Heater Corp., Hartford manufac- 
turer of range conversion burners, 
to direct its advertising. Another 
new account is Gilron Products 
Co., Cleveland manufacturer of 
coating compounds, metal cleaners 
and chemical specialties. Direct 
mail, catalogs and trade publica- 
| tions will be used on this account. 


_Jackson-Hall Opens in Boston 


Jackson-Hall Co., new Boston 
|agency, has opened offices at 175 
|Dartmouth St. Phil Upham, for- 
'merly a Boston advertising man, 
|is president. The agency will serv- 
| ice all types of accounts, with em- 
| phasis given to clients’ sales pro- 
|motion and merchandising prob- 
| lems. 


Two Go to Mace Advertising 


| New personnel joining Mace Ad- 

vertising, Peoria, Ill., are Dale R. 
| Arvidson, formerly television pro- 
duction manager for Tatham- 
Laird, Chicago agency, and Nancy 
Lingo, formerly radio-TV copy- 
writer for WMBD, Peoria. 


Smith Opens Hartford Agency 


James F. Smith, formerly sales 
promotion raanager of Stern & Co., 
Hartford, has opened his own 
agency at 143 Griswold Rd., West 
Hartford. He once operated Na- 
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REAL BRIGHT—Translucent cut-out lettering 
utilizing regular case lighting gives much 
brightness to lettering in this new Armour 
& Co. service price card promoting king-size 
breakfasts for October. 


BAB Opens First 


Major Promotion 


New York, Oct. 8—Broadcast 
Advertising Bureau, which hither- 
to has been concerned with whip- 
ping up enthusiasm for radio 
among its member stations, has ex- 
tended its attention to the rest of 
the industry. 

Non-member stations last week 
received an announcement kit pre- 
pared by BAB. At the same time 
they were asked to cooperate in 

| the bureau’s “sell radio” campaign 
with on-the-air advertising. 

This drive—BAB’s first major 
promotion campaign—was 
launched with full-page newspaper 
ads in New York and Chicago, and 
in business papers. More than 125 
| papers in other cities are running 

] the ads under the signature of in-| 
dividual stations and groups of} 
fi BAB stations. 


4 
# “The most important part of the 
local phase of our advertising 
| campaign is the use of radio to 
i sell radio,” W. B. Ryan, BAB 


\ president, said. “We will run three 
i separate on-the-air campaigns 
through the cooperation of our 
stations between now and April 1. 
“In these three campaigns, sta- 
tions will use live and transcribed 
announcements to sell listeners on 
the size and power of radio. And 
indirectly to impress advertisers— 
{ and the millions of salesmen, 
clerks, jobbers, wholesalers, etc., 
who influence advertising deci- 
sions—with the same facts.” 


Krantz Brewing to Marcus 

Krantz Brewing Corp., Findlay, 
; O., brewer of Old Dutch, has 
; : switched its account to Marcus Ad- 
vertising, Cleveland, from Carr 
Liggett Advertising, Cleveland. 
William Gebhardt, who was with 
Liggett as producer of the “Old 
Dutch Polka Revue” on WEWS, 
Cleveland, and in Columbus and 
Toledo, has moved to Marcus with 
the account. 


COVERED ONLY BY 
NDO SENTINEL 
MORNING. EVENING SUN’ 


ORLANDO, FLOR! 


Not Pep BURKE KUIPERS G MAHONEY 


Ideal Names Kingston to 
‘Today's Family’ Sales Statt 
Richard H. Kingston Jr., former- 
ly with Standard Brands, has 
joined the sales staff of Today’s 
Family, new home service maga- 
zine to be published by Ideal Pub- 
lishing Co. and distributed by 
Woolworth’s. William Turgeion, 


Appoints Barol & Israel 

J. <A. Dougherty’s Son Inc., 
Philadelphia distiller, has named 
Barol & Israel, Philadelphia, to 
handle its advertising, sales pro- 
motion and public. relations. 
Dougherty’s Deluxe and Dougher- 
ty’s Reserve blended whisky will 
be featured in a new campaign. 


‘handle advertising for Mido Vanderschmidt Joins ‘Quick’ 


Fred Vanderschmidt, 
chief European correspondent for 
Newsweek, has been 
ecutive editor of Quick. 


IMPSON-REILLY,LTD. |) 7 
Since ® 19208 
LOS ANGELES HALLIBURTON BLDG. ‘ 
SAN PRANCISCO CENTRAL TOWER 4 


“multifort super automatic” 
watches, made by H. Zinsstag & 
Co., Montreal. Newspapers and 
magazines will be used. Copy will 
stress the watch’s waterproof, 
shock-resistant and anti-magnetic 
qualities. 


formerly 


named ex- 


formerly with NBC, and Edward J. Adrian Bauer Co., Philadelphia, | Cue’ Names Keating Publishers Representatives 
O'Malley, formerly with Redbook, previously had the account. John Keating has been named 
have joined the Chicago sales staff. — of — a 
James M. Fitzgerald, last with ajor, who has resigned. Mr. 
Esquire Publishing Co., has joined Gets Mido Watches Account Keating also will continue to 
= the staff of the Ideal Women's _ McConnell, Eastman & Co. write the magazine's dramatic 
Group, Chicago. Montreal, has been named to criticisms 


When Danger 


ee ae 


7a 


A ae 


Threatens 


at the “Goal” line— 


Every ad man knows it’s rough to be backed up against a final 


closing date . . . But scores who handle big "national accounts” 


EN GR A 


will tell you, “It’s great to have ROGERS making our engravings. 
Their understanding, know-how and consistent record for being 


right the first time, can't be beaten at the ‘goal’ line—or any time.” 


Vin «¢G 


. 2 & FA SF 


Master Craftsmen of Photo-Engraving 


CHICAGO 
2001 


CALUMET AVENUE e 


Members of the 


PHOTO-ENGRAVERS ASSOCIATION 


CAlumet 5-4137 * CHICAGO 
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Combs Heads Gartield PR 


Commerce Department Finds Bagasse 


Ralph S. Combs, formerly an 
sccount executive in the Seattle 
office of Bozell & Jacobs, has been . 
:amed v.p. in charge of public re- N W tI d M b Ch 
itions of Sidney Garfield & As- e Ss rin Ss 00 i a e ea er 
San Francisco 


ociates, 
= WASHINGTON, Oct. 7—Secretary 
of Commerce Charles Sawyer re- 
ported to Congress last week that 
government technicians who have 
been searching for ways to bolster 
U. S. newsprint supplies feel that 


He wrote Rep. Emanuel Celler 
(D., N. Y.), chairman of the House 
judiciary committee, that the de- 
partment’s economists believe that 
the total cost of manufacturing 
newsprint from bagasse is at least 


b aangel ASK FOR MARIE: 


bagasse (sugar cane waster) pro- as low as the production cost of 
duces paper “satisfactory in all re- newsprint now in use, and prob- 
fees 43 i "s. “agers 1 Chicago 5 spects and superior in some to ably will be much lower eventu- 


No n our 23rd et ne year.) 


newsprint now in use.” ally. 


And there’s a big difference 
between the ‘‘sure-shot’’ 
champion CHRONICLE and 
the other Houston newspa- 
pers. For example... 


Here’s The HOUSTON CHRONICLE’S Amazing 
Advertising Lead in Each of the Six Price Zones 
As Measured by the George Neustadt Service 


(First Six Months 1952) 


a es ——— 
ZONE 1 ZONE 2 ZONE 3 ZONE 4 ZONE 5 ZONE 6 
(Low Prices) (Medium Prices) (High Prices) 
CHRONICLE 
Lines 605,360 754,686 988,923 1,143,604 859,784 745,771 
PosT 
Lines 300,034 444,954 623,384 747,785 647,008 588,7!5 
PRESS 
lines 273,907 253,702 297,370 305,406 167,812 73,105 
TOTAL LINAGE . 
ae is ee ; CHRONICLE 5,098,128 Lines 


POST 3,351,880 Lines 
PRESS 1,371,302 Lines 

The above figures combine all Houston advertising linage for the 91 com- 
modities measured by the George Neustadt Service. These commodities are 
grouped into 4 major classifications: Home Furnishings, Piece Goods and 
Domestics, Men's and Boys’ Wear, Women’s and Misses’, Junior Misses’, and 
Girls. The Houston Chronicle carries the same proportionate lead in every 
price zone of each of these commodity classifications. 


For additional facts about the No. I 
paper in the South's No. 1 market, contact 
your nearest Branham Company Office. 


e Houston Chronicle 


JESSE H. JONES. Publisher R. W. McCARTHY, Advertising Director 
JOHN T. JONES Jr., President M. J. GIBBONS, National Advertising Manager 


He forwarded to the committee 
a progress report on newsprint re- 
search which the Commerce De- 
partment began last spring after 
the judiciary committee asked its 
opinion of new newsprint produc- 
tion processes which have been 
discussed as a solution to the con- 
tinuing newsprint shortage. 


s The report pointed out that about 
25,000,000 tons of bagasse are pro- 
duced annually in the world. On 
the basis of one ton of bagasse to 
two tons of newsprint, experts re- 
ported that Louisiana and Florida 
have enough bagasse to supply at 
least two newsprint mills of eco- 
nomic size. Still larger supplies are 
available in Cuba and in the U. S. 
| territories. 

While the tests of bagasse were 
highly satisfactory on a pilot scale. 
the Bureau of Standards said, com- 
mercial runs should be tested be- 

| fore final conclusions are reached. 

The department’s 225-page re- 
port was based on consultations 
with publishers, paper producers 
and others, as well as on tests by 
government agencies and news- 
papers. 


s It showed: 

Paper producers remain skepti- 
cal of bagasse as a source of news- 
print and continue to think in 
terms of continued Canadian ex- 
pansion or limited U. S. expan- 
| sion, using logs from Olympic Na- 
tional Forest and Alaska. Paper 
experts said bagasse is promising 
as a source of pulp for containers 
{and hard papers, but that hard- 
wood appeared to be a more prac- 
tical substitute material for news- 
print. 

Publishers believe additional 
newsprint production can be ab- 
sorbed, and that publishers will 
advance “reasonable amounts” of 
equity capital to start new mills. 

The National Production Author- 
ity estimates U. S. requirements 
for newsprint will increase by 
800,000 tons in the next three years, 


and that the major portion of the} 
‘riod. This means that the whole 


|inerease will have to come from 


U. S. sources. 


@ During a discussion of the re- 
port this afternoon, Rep. Celler 
said the current easing of the 
newsprint situation does not justify 
complaisance. 

“It is no answer that the short- 
age of newsprint, which has per- 
sisted for more than a decade, has 
been temporarily alleviated be- 
cause small amounts of tonnage at 
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times lie idle, stocked in ware- 
houses,” he said. 
“It is no answer that demand 


has been equated with supply by 
the expedient of constantly rising 
prices. 

“The solution lies in increasing 
domestic as well as world-wide 
production of newsprint so that it 
may flow without interruption and 
at non-prohibitive prices to the 
papers of the free world.” 


8 In estimating that U. S. require- 
ments for newsprint will increase 
by 800,000 tons, NPA observed that 
there are indications that the rate 
of consumption of newsprint will 
not continue to increase as rapidly 
as it has been increasing in recent 
years. 

It mentioned the possible impact 
of TV as a major consideration. 

“There are some observers who 
feel that when the United States 
is blanketed with television there 
will be a distinct decline in read- 
ing interest, not alone for news- 
papers but as well for books, mag- 
azines and other periodicals,” the 
NPA analysis said. 

“There are, however, other ob- 
servers who point to the experience 
in the few eastern cities, where 
television has been available for 
two or three years, that once the 
novelty wears off the average per- 
son tends to view only a few se- 
lected programs and therefore re- 
verts back to his normal practice 
of devoting more time to reading. 


@ “There are also other observers,” 
NPA said, “who feel that the ma- 
jority of the population have 
reached an educational standard 
whereby they feel it is a funda- 
mental duty to read the daily 
newspapers in order to be properly 
informed.” 

NPA felt cost was a more impor- 
tant factor tending to level off the 
demand for newsprint. 

“Newsprint prices have doubled 
since 1941, but this increase in 
price is in direct proportion to the 
wage increases over the same pe- 


industry reflects higher basic costs, 


| higher circulation and advertising 


rates. The cost of raw material to 
the newspaper publisher today 
represents 50% more of his oper- 
ating cost, and there is no likeli- 
hood that newsprint prices are go- 
ing to level off within the next 
five years. 

“The advertiser who pays $10,- 
000 for a full-page ad will be faced 
eventually with getting less than 
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REVERE PHOTO ENGRAVING CO. 
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a page for this price. This can only 
mean a loss of some advertisers. 
On the other hand the cost to the 
purchaser in circulation rates is 
likely to continue rising. Both these 
factors point to at least a mar- 
ginal decline in newsprint con- 
sumption in total and per capita.” 


#On the positive side, 
pointed to the prestige of news- 


NPA | 


Weston Biscuit Goes to Geyer 

Weston Biscuit Co., Passaic, N. 
J., has appointed Geyer Advertis- 
ing, New York, to direct its ad- 
vertising. The company formerly 
was represented by Calkins & 
Holden, Carlock, McClinton & 
Smith, New York. 


WKNB Promotes Scott 


papers as a fundamental source|commercial manager of WKNB 
of information and predicted that}and WKNB-TV, New Britain, 


people will continue to rely on 
them in preference to radio and 


It pointed to the growth of 
weekly, semi-weekly and com- 
munity newspapers in recent years 
and said their consumption of 
newsprint is likely to double in the 
next 10 years. 

“The financing of a new daily 
runs into a kot of money,” NPA 
observed. “With a weekly, the 
total] expense of starting a new 
plant is much reduced and the 
cost of distribution is reduced; in 
other words, the plant investment 
is smaller, the operating cost is 
lower and the field attractive.” 

The Commerce Department said 
the cost of establishing a news- 
print mill for bagasse runs from 
$25,000,000 to $50,000,000. It point- 
ed out that the paper industry feels 
there is more profit in grades of 
paper other than newsprint. 


Capper Promotes Walquist 


Scherl Walquist has been ap- 
pointed advertising manager of 
the Kansas Farmer and the Mis- 
souri Ruralist, state farm publica- 
tions published by Capper Publi- 
cations Inc., Topeka. Mr. Walquist 
succeeds Roy Moore, who is re- 
tiring after 26 years as advertising 
manager of the two Capper publi- 
cations. Joining the publishing 
company in 1933, Mr. Walquist has 
worked in the circulation, mer- 
chandising, and advertising de- 
partments within the Capper or- 
ganization. 


Woods Named to KOA Post 


Jud Woods, formerly a Kansas 
City television and advertising ex- 
ecutive, has been appointed to as- 
sist in the preparation of material 
for the forthcoming hearing of 
KOA, Denver, in its competition 
with KMYR, Denver, for Denver 
Channel No. 4. Should KOA be 
successful at the hearing, Mr. 
Woods will become TV coordinator 
for Metropolitan Television’s 50,- 
000-watt Denver outlet. 


Lily of France Starts Drive 

Lily of France, New York manu- 
facturer of girdles and brassieres, 
has opened its fall campaign with 
a six-page color insert in the Oc- 
tober issue of Harper's Bazaar. 
Newspaper advertising also is 
scheduled in major cities. Sterling 
Advertising, New York, handles 
the account. 


Wilson Assigned Special Job 

E. F. Wilson, v.p. of McCann- 
Erickson, has been given a leave 
of absence from account service 
work to handle a special assign- 
ment in the media department, 
which he headed about five years 
ago. The agency would not elabor- 
ate on Mr. Wilson’s special work. 


Newton Leaves Dan River 


Russell B. Newton has resigned 
as president and treasurer of Dan} 
River Mills Inc., New York. The! 
company announced that Basil D. 
Browder has been elected execu- 
tive v.p. and Frank Talbott Jr. | 
named chairman of the board. 


Internat'l Cellucotton Elects 4 

International Cellucotton Prod- 
ucts Co., Chicago, has elected a new 
executive v.p. and a new v.v. L. E. 
Phenner, v.p. and director, has 
been elected executive v.p. F. G. 
Mangin, treasurer and director, has 
been named a v.p. 


Continental Boosts MacArthur 


Continental Can Co., New York, 
has promoted C. W. MacArthur Jr., 
with the company since 1934, to 
product sales manager for non- 
processed food and meat cans. 


Aberfoyle to Miles Agency 

Aberfoyle Mfg. Co., Philadelphia 
maker of spun synthetics and spe- 
cialty yarns, has appointed Miles 
Agency, New York fashion pub- 
licity organization, to handle its 
program of fashion publicity and 
promotion. 


Cabin Crafts Names Brandt 


Mastro Sponsors TV Show 

Mastro Plastic Corp., New York 
manufacturer of clothespins, is 
sponsoring the Ted Steele televi- 
sion show over WPIX, New York, 
every Monday and Thursday. H. 
B. LeQuatte Inc., New York, han- 
dles the account. 


Sandy Howard Office Moves 
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Bartlett Named Art Director 

Robert W. Bartlett, formerly art 
director of Marsteller, Gebharat 
& Reed, Pittsburgh, and Johnstone 
& Cushing, New York art service, 
has been named art director of 
Michener & O'Connor, Harrisburg, 
Pa. 


Branitf Promotes Braender 


David Scott, who joined the sta- Cabin Crafts Inc., Dalton, Sandy Howard Productions, George P. Braender, with Bran- 
| tion in 1946, has been promoted to Ga., manufacturer of Needletuft/ New York, producer of “The iff International Airways, New 
bedspreads, rugs and carpets, Merry Mailman” on WOR-TV, York, has been appointed manager 
has appointed Mrs. Mary L. Brandt New York, has moved to a new of the airline’s newly opened New 
Conn. press and publicity representative. | address at 853 7th Ave. England office in Boston. 
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After a Great Deal of Research... 


Southern Comfort Comeback Stresses 
a ‘Sampler Bottle’ for New Samplers 


By William Gangle 
Lours, Oct. 7—Shortly after 
repeal, a man named Francis E 
Fowler Jr. was poking around an 
old wine cellar down South 

He came across a bottle of some- 
thing so good that he spent several 
months tracking down the de- 
seendants of its criginator to find 
the formula. Determined to share 
his discovery, Mr. Fowler began 
marketing what he called “South- 
ern Comfort.” 

The 100-proof liqueur, which 
ells better up North than it does 
in its home territory, caugnt on 
easily, and sales sky-rocketed dur- 
ing World War II, accelerated by 
shortages of both Scotch and bour- 
bon Its wartime prosperity 
brought it no less than 35 imita- 
tors, most of which are now only 
warm memories 


St 


8 Along with rum, brandy and 
other wartime specialties, Mr. 
Fowler's concoction threatened to 
become a memory itself when 
bourbon and Scotch came back on 


ows Right after the opening spread 
rum in Life, Southern Comfort will run ads 
bated on this layout in 22 newspapers, 
@mphasizing the Confederate highball 


thé market in quantity during 
1947. However, even though its 
sales declined from the wartime 
peak, Southern Comfort has been 
making steady progress’ ever 
since 

Today, its heavy postwar re- 
tailers’ inventories have been 
worked out, and sales during 1952 
have more than held their own 
despite a general decline in alco- 
beverage sales 

Southern Comfort’s continued 
popularity, Mr. Fowler, who 
is president of the corporation, is 
easy to explain 
stitute for his product 
trade apparently agrees with him 
because they continue to handle 
it to an extent that confounds the 
perspiring sales managers of other 
A continued consumer 


holi« 
Says 


there's sub- 


The liquor 


no 


distilleries 


demand for Southern Comfort 
probably has a lot to do with it, 
too, sinee liquor retailers are 
usually quick to banish an un- 


called-for brand 


® Despite these encouraging signs 
and steady increase in sales of 
Southern Comfort, the company 
felt that sales weren't keeping pace 
with advertising expenditures and 
decided to launch program of 
research to ascertain the true pro- 
portion of its market 

A new agency, Krupnick & As- 
sociates, was appointed last Febru- 
ary. After preliminary 
into who was drinking Southern 
Comfort and how they were drink- 
ing it brought many answers 
as there were queries, the agency 
recommended a cancelation of the 
company’s entire advertising pro- 
gram until it had a better idea of 
its target 


a 


as 


research 


After closeting itself with South- 
ern Comfort’s executive staff for 
a solid week, a Krupnick task force 
hit the road, coast to coast, ulti- 
rnately talking with all of the 
client’s sales personnel, many of 
its important wholesalers and 
countless retailers. 

The opinion of all returning 
field investigators was that South- 
ern Comfort had a phenomenal dis- 
tribution (75% to 90%, depending 
on the market) but a slow turn- 
over. While conceding that steps 
could be taken to get more co- 
operation from the trade, Krup- 
nick knew it had its work cut out 
—-figure out how to sell the con- 
sumer 


@ Who was this consumer’ Was 
he the regular, or the occasional 
drinker? How did he drink South- 
ern Comfort—in cocktails like a 
Scarlett O'Hara, in tall drinks like 
highballs, or just plain straight? 
What did he like most about the 
drink—its taste, potency, versa- 
tility, or what? How much of an 
objection, if any, was Southern 
Comfort’s premium price? 

Even more important than learn- 
ing why people were drinking 
Southern Comfort, was finding out 
why more people weren't drinking 
it 

Some thought of Southern Com- 
fort as a “lady’s” drink. Others 
who had experienced its 100- 
proof potency disagreed. Some 
felt an all-out effort should be 
made to promote the Negro mar- 
ket, but others wondered if South- 
ern Comfort was psychologically 
right for the market. Was the 
product's “age of recognition” too 
high—that is, was it getting its 
share of the new drinkers coming 
into the market? 

The question of surveying the 
markei posed a plantation full of 
problems. How can you survey a 
market when, relatively speaking, 
so few people are using the prod- 
uct? A widely distributed product 
like Seagram’s Seven Crown, it 
was pointed out, could be sur- 
veyed on a random sampling basis 

but hardly Southern Comfort. 
The company did know the identi- 
ty of some 25,000 of its recent 
users but surveying them alone 
was ruled out because of obvious 
bias 


@ It was finally decided that two 
major surveys would be made, one 
by mail on a national basis, and 


another on a personal interview 
basis. The latter was assigned to 
Gould, Gleiss & Benn, Chicago 


| 
| 
| 


| THIS IS THE OPENER—This b&w spread in the Oct. 13 Life and 
October issue of Ebony opens Southern Comfort’s record new 


market researcher, which took a 
cross-section of both men and wo- 
men, half of whom were Southern 
Comfort drinkers and half of 
whom weren't. 

The latter group was taken from 
the next-door neighbors of the 
Southern Comfort drinkers to as- 
sure that both users and non-users 
were in the same socio-economic 
bracket. 

Development and pre-testing of 
questionnaires alone took weeks 
because of the difficulty of getting 
straight answers from respondents 
on their drinking habits. Said one} 
of Krupnick’s men: “Nobody real- 
izes just how much they drink 
until you start probing. Then it 
dawns on them that they're meet 


ing themselves as practically alco- 
holics—and that’s when vou start 
getting screwy answers.” 


' 
® Unlabeled samples of Southern} 
Comfort were shoved at all kinds | 
of people with the question: “Can | 
you identify this?” The composite 
answer—really many answers— 
cued Krupnick’s copywriters to a 
telling sales point. Very few re- 
spondents could identify Southern 
Comfort exactly. Brandy, cordial, 
rum, liqueur, whisky—all _ got 
mentioned repeatedly 

To further probe the average 
drinker’s mind and reactions, a 
number of preliminary interviews 


were tape recorded. These were 
then played back by Dr. Robert} 
DeRoo, consulting psychologist, 


and analyzed, wherever possible, 
to determine reactions 

The final questionnaire covered | 
39 basic questions, with some 140} 
breakdowns. “Much of what came} 
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to light,” said Mr. Fowler, “wasn’t 
new to us at all. But the confirma- 
tion—and in some instances, refu- 
tation—it gave us, plus a more 
accurate statistical picture, should 
prove of great usefulness.” 


® Krupnick & Associates’ final re- 
port and recommendations—a 75,- 
000-word document—blanketed 
the subject like the dew covers 
Dixie and heavily underscored 
several basic considerations which 
will henceforth influence South- 
ern Comfort’s selling and adver- 
tising. These are: 

1. Seventy-five per cent of all 
Southern Comfort consumed 
either straight or in highballs, in- 
dicating that users view the drink 
primarily as a whisky. 

2. Over half of all the present 
users first tasted Southern Comfort 
in someone's home, indicating the 
need for getting the product into 
more homes, as a means of sam- 
pling new users. This is reinforced 
by the survey’s finding that 80° of 
all drinking today is done in the 
home 

3. Southern Comfort is popular 
among heavy drinkers. And Ne-| 
groes spend 63% more on alcoholic 
beverages of all kinds than white 
people, according to the surveys. 

4. The drink is highly popular 
with women of all ages, with| 
drinkers divided 50-50. Among 
drinkers generally, there are al- 
most twice as many men drinkers | 
as women. 

High on its list of “must” recom-| 
mendations was the agency’s urg- 
ing that Southern Comfort return | 
to its use of the Old South adver- | 
tising theme to restore the soit 


is 


GOING OVER THE PLANS~—Robert L. Miller 
rector of Krupnick & Associotes, goes over some details of the 
opening spread mogazine ad with other agency and Southern 
Comfort executives. From left: Tom J. Connelly, agency service 


director 
media director 


standing), art di- 


Roy J. Armbruster, account executive; Harry N. Sager, 
Sam Krupnick, agency head; Robert L. King, | 
Southern Comfort v.p.; Lucien R. Foulke, secretary-treasurer of 
the account, and Richard C. Proctor, advertising manager. 
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Special Sampler sth (= 
“SOUTHERN BOMPORT | = 2 


advertising campaign. The Special Sampler gets a play in all 
copy; it’s a lure for new customers. 


uct’s brand identity. 


@ The agency similarly urged that 
the philosophy of continuity in 
advertising (13 quarter pages) be 
foresaken for the use of fewer but 
larger insertions (a two-page 
spread and full pages this fall); 
that the drink’s distinctively dif- 
ferent taste be stressed in all copy: 
that the promotion of cocktails and 
other “fancy” drinks be abandoned 
in favor of selling Southern Com- 
fort as a whisky, either straight or 
in highballs; that the drink’s 100- 
proof content be played up to flag 
the interest of the heavy drinker 
looking for effect and the econo- 
my-minded drinker who would 
be glad to know that “a little goes 
a long way,” and, finally, that a 
sampling campaign of major pro- 
portions be undertaken to create 
new users and thus widen the mar- 
ket. 

Toward these ends, major em- 
phasis in the advertising this fall 
will be on the “Confederate” high- 
ball and the “Rebel-On-The- 
Rocks,” both simplified Southern 
Comfort drinks. To make it easy 
for the public to try them, a half- 
pint special sampler package has 
been developed and will be pushed 
in all major markets. 


8 This special package is slanted 
to sell the drinker on coming back 
for more. So importantly does the 
agency view the sampler that it is 
giving it a big play in the Life 
ads as well as in local newspaper 


| copy. 


To merchandise them at retail, 
all half-pint samplers are being 
shipped to retailers in a special 12- 
unit display carton. Tests indicate 


\this carton is proving very useful 


in getting package stores to order 
a minimum of one dozen half- 
pints. 

“We're out to start a rebellion,” 
Sam Krupnick, agency president, 
said in a talk before a jam-packed 
session of liquor wholesalers in the 
New York Athletic Club recently. 
“A rebellion among those who en- 
joy a drink but just don’t really 
enjoy the taste of ordinary whisky. 
We feel that since Southern Com- 
fort is being consumed as a whisky. 
it should be sold that way. That's 
why folks are going to be en- 
couraged to drink and serve it as 
a whisky.” 


@ Mr. Krupnick then gave the 
wholesalers the advertising picture 
for the campaign—a double truck 
in the Oct. 13 issue of Life with 


| additional pages scheduled to run 


just before Thanksgiving and 


| again just before Christmas; the 


same schedule in Ebony: multiple- 
page ads in the new Liquor Store 
and schedules ina half dozen other 
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trade publications, and a newspa- 
per campaign calling for ads 300, 
500 and 1,000 lines in 22 major 
metropolitan dailies. 

“This is a national election year,” 
Mr. Krupnick said. “The rebellious 
South is in the news constantly. 
We believe this fall the Confeder- 
ate highball and the Rebel-on-the- 
Rocks can get off to a fiying start 
not only in the South, but all over 
the nation, helped by millions of 
New Dealers, Old Dealers, Fair 
Dealers, Unfair Dealers, Dixiecrats, 
Bureaucrats, Old Guards and New 
Guards—simply because every- 
body, even if they don’t want to 
get in the fight themselves, will 
get in the spirit of this thing and 
drink—to winner and loser alike.” 

Following a series of distributor 
meetings all over the country, 


TOAST TO THANKSGIVING SOUTHERN STYLE 


eee Cee Came oe ean 8 tek Te Saath es eee mee Secon: byleet 


LATER LAYOUT—This is the layout of o 
Thanksgiving page which Southern Com- 
fort will run in Life Nov. 10. 


Southern Comfort is reasonably 
confident it has the trade inter- 


idea. 

One reason it might feel so is 
that its four-month sales goal, set 
up at two-and-a-half times last 
year’s sales volume, was substan- 
tially exceeded during the first two 
weeks of the drive. 

Things are indeed looking up 
ae down on the old plantation. 


Robert D. Towne Buys 
Agency from His Father 


Robert D. Towne has become the 
sole owner of W. L. Towne Ad- 
vertising, New York, which was 
founded by his father 17 years ago. 

The elder Towne will remain 
active in the agency, and will con- 
tinue to serve his accounts and 
head up new activity devoted to 
servicing and developing small in- 
dustrial accounts. The younger 
Towne joined the agency in 1943 
as account executive and became 
a partner in 1945. 


Gray Drugs Names McCann 
Gray Drug Stores Inc., Cleve- 
land, operating 80 stores in Ohio 
i" and Pennsylvania, has appointed 
: McCann-Erickson’s Cleveland of- 
fice to handle advertising. The 
schedule will include television 
programs in Cleveland and Colum- 
bus, beginning immediately. 


R&R Names Robert Warren 


Robert Charles Warren has been 
appointed by Ruthrauff & Ryan, 
New York, as an account execu- 
tive in the agency’s Los Angeles 
office. Mr. Warren formerly was 
v.p. and account executive for Ed- 
ward S. Kellogg Co., Los Angeles. 


SHEBOYGAN 


WISCONSIN 
A Wealthy Market For Your Product 
Blanketed With The 
SHEBOYGAN PRESS 
1. Sheboygan is one of Wisconsin’s 
key cities over 52,000 population. 
2. Home of Prange’s, world’s larg- 
est department store in a city 
the size of Sheboygan. 
3. Diversified Industry. 
SEND FOR OUR SHEBOYGAN MARKET FOLDER 
Mationaliy Represeated vv 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
in afl principal advertising centers 
— GET OUR CITY ZONE FOLDER — 


ested, particularly in its sampler | 


Produce Packaging 
‘Preferences Listed 
in Grocers’ Survey 


bags for pre-packaged vegetables | 
l are preferred by 73.3% of the in-| 
dependent grocers who are mem-| 
bers of the National Assn. of Re- 
tail Grocers. 

A survey published in the Oc-} 
tober issue of National Grocers’ 
Bulletin, official publication of the 
association, reports the grocers’| 
preference. For citrus fruits mesh 


< - y , 5 CQ . 3 . 
bags were preferred by 52.8%, tory at Schenectady, becomes man-/same title in the new _radio-TV 
with clear plastic bags second. For|ager of engineering for the X-ray |organization, American Federation 


other fruits, 57.8% chose clear 
plastic bags. Mesh bags for potatoes 
were the preference of 52.2%, with 
| kraft bags second at 31.7%. 

In the first comprehensive sur- | 
| vey of its members’ produce de- | 
partments and operating methods, | 
NARG found that the majority of 
independent retail grocers consid- 
| er 25% to 30% gross markup, 
pues on cost, as the most practi- 


13.7% of the total receipts, the sur- 
Cuicaco, Oct. 7—Clear plastic | vey disclosed. 


jcal, considering today’s competi- Industry & Power Co. Will 


ers has been announced by Larry 


tive conditions. Operators spend Pybjish ‘Consulting Engineer’ and Helen Fritz, Ardmore, Pa., 


2.2 hours a day buying and receiv- 


Industry 


service agency for publishers and 


Publishing advertisers. The new profession- 


ing fresh fruits and vegetables, Co St. Joseph, Mich., will begin a] service will prepare, booklets, 


GE Shifts Three Heads 


jand sales of these products average publishing Consulting Engineer in brochures, instruction manuals and 
December. The publication will be other manuals, and do illustrative 
directed to 7,000 consulting engi- photography. 
neers in the U. S. on a controlled - 
circulation basis. 

Rates for a single page are $240: 


WPAW Increases Power 
WPAW, Pawtucket, R. I, has 


E. R. Koester, formeriy manager | for three pages, $235; for six, $225; ; : 
, J j a . ’ s » Peed, as s re 5 
of manufacturing, small appliance | 12, $200, and 24, $190. Extra color Wiehe seed MS power trom 900 te 


division, Gereral Electric 
Bridgeport, Conn., has been named | 


manager of manufacturing of the . P 
. s : |Radio-TV Union Names Heller 


George Heller, formerly nation- 
engineering marager of the com-|al executive secretary of Televi- Capital City of Ontario — 


GE X-ray department, Milwaukee. 
Dr. Martin A. Edwards, formerly 


Co., | will cost $50 per page. 


dial, a new frequency. 


‘TORONTO, CANADA 


Canada's Richest 
Province — Having One-Third of Canada's 


pany’s general engineering labora-|sion Authority, has been given for Total Population and 42% of Retail Salee— 


department. Messrs. Koester and 
Edwards will divide the duties of 
William J. Fleming, who has been 


at Lynn, Mass. 


‘Enquirer’ Names Agency 


The New York Enquirer has ap-|Forms Special Ad Service 
; 1 Formation of a specialized writ- 
York, to direct its advertising and|ing and photography service for 


pointed the Lucerna Co., New} 


merchandising. jadvertising agencies and advertis- 


000 performers in radio and TV 
| named general manager of the GE|/and was recently set up through 
jlighting and rectifier department! the merger of two unions, Televi- 


Bianketed by the 


TORONTO DAILY STAR 


of Television & Radio Artists, ‘ 
A.F.L. The AFTRA represents 20,- — 400,000 circulation (largest in 


Canada) 

— 80% coverage of Toronto 

— 50% coverage of 45 prosperous 
Ontario centers 


jsion Authority and the American 
| Federation of Radio Artists. SEND FOR OUR COMPLETE DETAILED MARKET FACTS 


Represented Ln United States By 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 
— GET OUR CITY ZONE FOLDER — ‘ 
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WJR 


MARKET DATA 


(Primary Coverage Area) 


NN Chonendcknaone nae 
CE PENN 60.05 6sscceseces 


12,601,300 8.3 
3,784,170 8.1 


Rete SMG. cc ccccccsccccce $13,613,431,000 9.3 
Food Salles... .ccccccccces -$ 3,266,766,000 9.4 
Drug Soles........ sreeeeeees$ 464,447,000 10.3 
Filling Station Sales........ ---$ 739,614,000 10.1 


Passenger Car Registrations... . 


4,116,934 10.2 


Almost 10% of the total U. S. (national) sales are made within 


WJR’s primary signal 
market. When you set 


WJR, the only single 


area. Get your share of sales in this rich 
your budgets and plan your schedules, use 
medium that reaches this entire market 


EFFECTIVELY AND ECONOMICALLY! Contact WJR or your Christal 


representative today! 


Radio— America’s Greatest Advertising Medium 


WIR, Fisher Building, Detroit 2, Michigan 
W4JR Eastern Offices: 665 Fifth Avenue, New York 22, N. Y. 


Represented nationally by the Henry |. Christel Company 
Canodion representatives: Radio Time Sales, (Ontario) Ltd. 


...the GREAT 
VOICE 
of the 
GREAT 
LAKES 
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Neubert Joins Lever Bros. Co. 


H. Norman Neubert, formerly 
merchandising manager of the 
owned-and-operated stations divi- 
sion of National Broadcasting Co., 
has been named brand advertising 
manager for Surf and Swan, prod- 
ucts of Lever Bros. Co., New York. 


DAYTONA BEACH 


Florida's Year ‘Round Resort Reached By 


DAYTONA BEACH NEWS-JOURNAL 
Daytona Beach is an unusual test 
market; its thousands of visitors 
come from all over the U.S., Canada, 
Cuba and South America. Its Sum- 
mer seasons now rival its Winters in 
tourist popularity. 
. Over $98,723,000 effective buying in- 
income 
Over $83,353,000 retail sales. 
A quality market index of 127. 
1951 total advertising 12,210,352 lines 
SEND FOR OUR ADVERTISERS MERCHANDISING PLAN 


Hepresented hy Vo4 frenauer Jr In Jacksonville 


_ 


wee nN 


And Nationally Represented By 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in alt adverti centers 
— GET OUR CITY ZONE FOLDER — 


Roper Tells Why He Missed in ‘48, 


But Plays Close to the Vest on ‘52 


Cuicaco, Oct. 7—If you are for 
Stevenson and you went to hear 
Elmo Roper speak here last week, 
then you could take comfort from 
his remarks. If you are for Eisen- 
hower and you went to hear Mr. 
Roper, then you, too, could take 
comfort. 

Mr. Roper told a joint meet- 
ing of the American Marketing 
Assn. and the American Statistical 
Assn, how he and other pollsters 
missed the boat in 1948 and how 
they are correcting their errors 
this time. However, Mr. Roper 
spoke in such guarded terms that 
the audience was left with the 
question of whether the pollsters 
are going to get up enough temer- 
ity to make a forecast this year. 

Mr. Roper, who the day before 
the election in 1948 was advising 
Mr. Dewey on his 1952 reelection 


campaign, 
that the “business fraternity” has 
gone down the line for the polls- 
ters. He said that in the week after 
the 1948 election all but one of his 
clients called to reassure him of 
their confidence in his market re- 
search. “And the other one didn’t 
call because he did not think I 
needed any reassurance,” added 
Mr. Roper. 


@ Mr. Roper is obviously still in 
the mood for post mortems. He} 
stated that the biggest mistake 
made by the pollsters in 1948 was | 
the failure to assess properly the| 
11.5% of respondents who claimed | 
they were going to vote for either | 
Henry Wallace or Strom Thur-| 


mond. Eventually, these two can-| 


didates got only 5.5% of the vote 
and Mr. Roper lamented that “this 


* 
h 
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Mr. Richard Lockman Advertising & 
Publicity Director, Bourjois, Ine. 


‘Ill say they are!” 


“We used Flowers-By-Wire 
te introduce Bourjois’ 
Flower Print Colognes 
with great success.” 


Flowers Are 


a 
4 


eee « 


for the order 


Say it with 
Flowers-By-Wire 


On opening days +..On anniversaries... 
on special events...as a “thank you” 
--on almost any 

business occasion.. 


home when you're away. 


You can wire flowers to anywhere 
... from anywhere .. 
than 18,000 F. T. 
INTERFLORA Member Shops 


j at your service! 


FLORISTS’ TELEGRAPH DELIVERY ASSOCIATION 


y 


. for those at 


Beautiful Business Builders 


. more 
D. and 


Headquarters: 
Detroit, Michigan 


told today’s meeting poe ONCE-A-WEEK 


| 
| 
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National Nielsen-Ratings of Top Radio Shows 
Week of August 17-23, 1952 
All tigures copyright by A. C. Nielsen Co. 


+o yuae HOMES CURRENT 
RAN PROGRAM (000) RATING 
(AVERAGE FOR ALL PROGRAMS) (1,669) (3.9) 

1 Dragnet (Liggett & Myers, NBC) . ee . -2,782 6.5 

2 Railroad Hour (Assn. of Am. Railroads, NBC) 4 roe 2,782 6.5 

3 F. B. I. In Peace and War (American Tobacco, CBS) .. 61 

4 You Bet Your Life (DeSoto-Plymouth, NBC) .......... 6.0 

5 Life with Luigi (Wrigley, CBS) .............. 5.6 

6 . ik. = -eseeraet ear 5.5 

7 Game Ratey Tae CUI, GHB) onc cn ccccccccscescscces 5.5 

8 People Are Funny (American | ON kbswesens 5.5 

9 Great Gildersieeve (Kraft ic) Ka 5.3 
10 Johnny Dollar (Wrigley, CBS) .................-. 5.3 
a MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) (2.3) 
1 Lone Ranger (General Mills, ABC) ............. we 46 

2 One Man's Family (Miles Labs, NBC) ..........00 0.00 .0000005. 1,88. 44 

3 News of the World (Miles Labs, NBC) ...... ; 41 
WEEKDAY (AVERAGE FOR ALL PROGRAMS) (3.9) 
1 Romance of Helen Trent (Whitehall, —_ : 6.7 

2 Right to Happiness (P&G, NBC) . 6.7 

3 Our Gal, Sunday (Whitehall, CBS) ........ 6.7 

a Ma Perkins (P&G, CBS) ........ eda reneewanee 6.6 

5 Backstage Wife (P&G, NBC) ...... ‘ 6.6 

6 Pepper Young's oy! (P&G, NBC) . 6.6 

7 Road of Life (P&G, _ etkhusacadne 6.3 

& Gp Sieber GPG, GP ccccccscccsees 6.2 

9 Guiding Light (P&G, tes} arene ‘ 6.1 
10 Aunt Jenny (Lever Bros., CBS) ......... 5.8 
DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) (1.8) 
1 True Detective Mysteries (Williamson Candy, MBS) 3.7 

2 The Shadow (Wildroot, MBS) ................... 3.6 

3 Martin Kane, Private Eye (U. S. Tobacco, NBC) ... 3.2 
= SATURDAY (AVERAGE FOR ALL PROGRAMS) (3.9) 
Theater of Vedey (Avmsiveng, CBB) .....cccccccccsccccccccee 7.6 

3 Stars Over Hollywood (Carnation, CBS) ............ 6.8 

3 Grand Central Station (Toni Co., CBS) ..... 2.0... 6c cece ee 65 


was predictable and we should 
have known better.” 

He said the pollsters should have 
realized that people “would not 
throw their vote away, but would 
choose a lesser of two evils.” 


@ The other major error made by 
the pollsters in 1948, according to 


Mr. Roper, was the lack of atten-| 
tion paid to campaign issues, as| 
To) 
Roper | 


distinct from the candidates. 
illustrate this point, Mr. 
quoted the opening sentence of an 
article which was prepared to run 
in Fortune immediately after the 
election. The sentence read some- 
thing like this: 

“It’s amazing to see that Tom 
Dewey was elected President last 
week when surveys indicate that 
the American people are sold on 
the reform program of the New 
Deal and Fair Deal.” 

In other words, explained Mr. 
Roper, the pre-election surveys 
which had been conducted on cam- 
paign issues indicated that the 
electorate strongly approved the 
program which President Truman 
was defending. These surveys, he 
said, should have made him and 


the other forecasters think twice 
about predicting a Dewey victory. 


® Moving gingerly into the current 
political campaign, Mr. Roper re- 


| ported that his organization is now 


asking a whole range of questions, 
in addition to the standard query, 
“Whom are you going to vote 
for?” These questions cover think- 
ing on specific issues and past vot- 
ing record. 

Mr. Roper said the main issues 
being debated in the campaign ap- 
pear to be “crime, corruption and 
Korea.”” However, he _ indicated 
strongly that he felt the most basic 
issue for most voters is: “How 
have I benefited from a Demo- 
cratic administration and how good 
will it be for me under the Re- 
publicans?” 

Because of the debacle suffered 
by the pollsters in 1948, Mr. Roper 
is taking all results on candidate 
preference with a grain of salt. 
What he is doing is checking the 
“Eisenhower vs. Stevenson” re- 
sults against the results obtained 
from the surveys on issues and 
past voting records. 

He reported that some respond- 
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gre then our etching 
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artists. 


included among 
America’s foremost 


If. making of 


Thomas F. McGrath 


and Associates 


wines 
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. Winois Street 
Telephone 


DAY and NIGHT SERVICE 
“Chicago WW. Winois 


DElaware 17-5142 
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ents say they are going to vote for 
Stevenson, yet they blame Korea 
on the Democrats and say the Re- 
publicans could handle corruption 
better. Others say they are voting 
for Eisenhower, but at the same 
time they assert they like the en- 
tire Fair Deal program. Wherever 
there is such a discrepancy, Mr. 
Roper is putting the respondent in 
what he calls the “in-conflict 
group.” Those who admit they are | 
“in doubt” also are placed in this 
group. 


® As of this time, Mr. Roper esti- | 
mates there is a three-way split) 
in the electorate: One third “sure 
Democratic,” one third “sure Re-| 
publican” and one third “in con- 
flict.” | 

Mr. Roper is now placing his| 
emphasis not on his eventful fore- 
cast, but on his intention to lay 
before the public all the ramifica- 
tions involved in correctly assess- 
ing the final landing place of these 
doubtful voters. Thus, if a strong 
trend develops for Eisenhower, 
Mr. Roper will probably report 
this with the qualification that 
these people who name Ike also 
favor the Fair Deal program. If 
the trend among the “in-conflict 
group” is for Stevenson, Mr. Ro- 
per will be able to note the factors 
favoring Eisenhower. 

In other words, Mr. Roper feels 
there is still quite a bit to be 
learned about predicting how peo- 
ple will behave and until he gets 
this knowledge, he will play it 
close to the vest. 


® One thing Mr. Roper could say 
with confidence is that the large 
majority of the “in-conflict group” 
consists of persons who previous- 
ly voted Democratic. He noted that 
past polls on party affiliation in 
the nation showed a 50-34-16 split, 
50% Democrat, 34% Republican 
and 16% independent. He said 
there are many voters this year 
who are saying: “It is time for a 
change, but the Democratic Party 
is the party of the people.” These 
voters are being polled from two 
sides, said Mr. Roper, and it’s too 
early to say which way they will 
go. 

Mr. Roper could not say whether 
the big get-out-the-vote campaign 
this year will have any effect. He 
said that in 1948 the pollsters 
found that 73% of respondents 
said they would vote, but only 
49% of the eligible voters did. 

He reported that current surveys 
show that 78% intend to vote. In 
response to a question, he said that 
voting goes down as you descend 
the educational or income ladder. 
Normally, he continued, this would 
mean that a big turnout favors the 
Democrats. However, he said this 
may be discounted by the fact that 
Eisenhower is almost totally known 
in the nation—to all groups of peo- 
ple—while Stevenson is relatively 
unknown. He reported that his 
surveys have revealed that some 
persons with little education do not 
even know the name of the Demo- 
cratic candidate. 


Milprint Names Haller 


John Haller, formerly district 
sales manager for Hiram Walker 
Distributing Co., has been named 
assistant to the general sales man- 
ager of Milprint Inc., Milwaukee 
maker of packaging materials. 


0 GAIN AND LOSS PERCENTAGES - 52 CITIES 
pd 
1952 = 1951 _| 4088 Gain 
pace tonne BP jo o 19 29 » oo $0 
nETAR <5 pes 
NRA 4.6 — | | 
AUTOMOTIVE 18.7 | | 
TOTAL OBAAY 5.5 — 
Cn SSIRED 3.6 — } | | 
Tota: aovernsnc | 3,1 ont | | } 
DEPARTMENT SIORES | 5,1 — 
ACCUMURATIVE 
AUG, 31, 19520195) | HOSS Lcicchincacadetiaaigtnatlatle om 
caswncanon [wee | 29 ig 4 eS aS ee a 
RETAR 0.2 } 
NRA 7.4) | — 
AUTOMOTIVE 0; | — 
FINANCIAL 9.7 | ——w 
TOTAL DISPLAY 2.0 | = | 
CLASSIFIED 5.4] | — 
TOTAL ADVERTISING | 0.2] | | 
OEPARTMENT STORES | 02,4 | | | 


AUGUST NEWSPAPER LINAGE—Linage reports from Media Records for August show 

newspapers lost 5.6% in general (national) advertising, compared with August, 1951, 

and that automotive linage was down 18.7%. For the first eight months of 1952 only 
ial and classified advertising show any gain. 


Stickel Named White PR Head 


White Motor Co., Cleveland, has 
appointed H. R. Stickel assistant 
to the president in charge of pub- 
lic relations and national fleet 
sales. Mr. Stickel has been fleet 
sales manager for the company for 
the past seven years. 


Lupton Boosts Gordon to A.E. 

| Monroe G. Gordon, who has been 
with the agency two years, has 
been promoted to account execu- 
tive by John Mather Lupton Co., 
New York. He will direct adver- 
tising and public relations for the 
Erie Mfg. Co., Erie, Pa. 


Promotes Peter Frantz 

Peter Frantz, a member of the 
|account service staff since 1946, 
has been promoted to copy direc- 
tor of Waldie & Briggs, Chicago. 


DuMont Appoints Brett 

Norman S. Brett, formerly media 
director of Merwin and Jesse Le- 
vine Inc., New York agency, has 


| been named sales promotion man- 


ager for DuMont Television Net- 
work, New York. 


Haverhill Buying 
Power means... 


More Profits 
for You! 


And in Haverhill, 
Massachusetts it’s the 
Gazette— ‘ 
A trading zone popu- Advertising Manager 
lation of 104,479 with George McLaughlin 
retail sales over $53,392,000. You can’t 
afford NOT to use the Haverhill 
Cazette in your one. 

Request more f Pp 


d by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


intall principal advertising centers’ 
— GET OUR-CLTY ZONE FOLDER — 


ELIZABETH 


NEW JERSEY | 
A Wealthy Market For Your Product | 


Covered By The 
ELIZABETH DAILY JOURNAL 
THREE QUARTERS of Union 
County’s $459,030,000 business is 
done in The ELIZABETH DAILY 
JOURNAL’S Trading Market. Ad- 


pT, in the ELIZABETH DAILY 
ASK fon. ADDITIONAL ma MARKET FACTS 


ationally 


WARD-GRIFFITH CO. 
The Word-Griffith Co. maintains offices 
in all principal advertising centers 
— GET OUR CITY ZONE FOLDER — 


EVERYBODY READS THE COMICS—even 
the printers, HUBER NEWS tells how 
high-speed presses run off the comics. 


PROOF STAGE for Life in America 
tory. HUBER NEWS shows how Life in America was printed; 
includes actual 32-page picture-and-text section on sports. 


- prize-winning social his- 


Fit To Print?” 
The New York Times is put to bed daily. 


HOW THEY PRINT “All The News That's 


HUBER NEWS tells how 


If your business involves PRINTING | 


you will want to read this... 


What do you print? Magazines... .cata- 
.packages... books? There are inter- 
esting, behind-the-scenes stories on all these in this 
special “Ink Issue” of HUBER NEWs—one of the larg- 
est house magazines ever published. There are 56 
pages...more than 100 photographs and art repro- 
ductions...a 32-page section from the prize-winning 


newspapers.. 


logs...comics.. 


book Life in America. Whether you are advertiser or 
agency —printer or publisher—you'll want to read 
HUBER NEWS. Write for your free copy today. 


J. M. HUBER CORPORATION 
INK DIVISION 
620 62nd Street, Brooklyn 20, N. Y. 
Plants: Bayonne, New Jersey + Borger, Texas + Boston, Massachusetts 


Brooklyn, New York «+ East St. Louis, Illinois + McCook, Iilinois 
Sales Offices: Boston + Brooklyn » Chicago + New York + East St. Louis, Ill. 


HUBER PRODUCTS IN USE SINCE 1780 


os 


NO CHICKEN FEED—Printing multi-wall feed bags 
is big business—but a littie talked-of phase of 
printing. Write for free copy of HUBER NEWs. 


[Or ee 


sixteen of the special * 


“Ink Issue” 


an 


wile an 


. - —ccamall 


-_ 


THE WORLD'S LARGEST FLEET OF INK TRUCKS and how it operates, is described on page 
of HUBER NEWS (see offer above). Also featured in 
this issue are L. L. Bean's famous sportsman’s catalog; and other interesting stories. 
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Toerge Joins Agency PR Staff Ryan Reports Results of Sales Clinics: 


Walter F. Toerge, formerly en- 


gineering editor of 
joined the public relations depart- 


ment of Ketchum, MacLeod & 
Grove, Pittsburgh. Mr. Toerge will 
be an account executive 


Joins Meldrum & Fewsmith 

Don Campbell, formerly adver- 
tising manager National Dair- 
ies Corp., Cleveland, has joined 
Meldrum & Fewsmith, Cleveland 


In CANADA 
Expansion is rolling evenly and 
steadily across the whole Dominion. 
To the advertiser who wants to lead 
in the markets of tomorrow The Star 
Weekly's leadership in covering all 


Canada means more than ever. Ask 
for particulars. 


for 


WARD-GRIFFITH CO, 
The Ward-Griffith Co. maintains offices 
centers 
OLDER — 


Ws of pendnat etoadtaing 
GET OUR CITY ZONE F 


New York, Oct. 8—If super good 
times aren't around the corner for 
it isn’t because broadcasters 
iren't optimistic enough 

Such is the inference one 
from reading the Broadcast 
vertising Bureau’s summary on 
what has been happening in a six- 
month series of sales clinics 
throughout the country, More than 
2,000 station managers, sales man- 


radio 


gets 
Ad- 


agers and salesmen, representing 
600 stations, attended these pep 
sessions 

W. B. Ryan, president of the 


BAB, reports that the majority of 
them “felt 1953 could be their best 
year in history if they worked 
hard enough.” 


@ Mr. Ryan summarized the con- 
sensus of broadcasters’ thinking on 
a number of important subjects 
as follows 

1. Rates: “The period of rate 
adjustment will soon be over, al- 


Steet, has Broadcasters Looking to ‘53 as Best Year 


though adjustments will continue 
for some months at the station 
level. Station will not be 
greatly affected by the network 
changes, but the whole discussion 
of nighttime rates has spotlighted 
necessary changes for some sta- 
tions...Hundreds of station rate 
cards are in for a face-lifting. Rate 
card practices first started in the 
1930s will be discarded and re- 
placed with simplified and stand- 
ardized cards.” 

2. Sales personnel: Stations fore- 
see a shortage of trained, compe- 
tent salesmen and expect TV to 
make a play for their best men. 

3. Cooperative advertising: “Re- 
tailers’ discovery of radio’s sales 
effectiveness has brought a major 
cooperative advertising problem 
in double billing. Some retailers, 
accustomed to the double billing 
practices of other media, are pres- 
suring stations to drop these prac- 
tices. Broadcasters in every section 


rates 


G 


Take a GOOD look 


at radio in Kentucky! 


In Kentucky, you don’t have to “cover 
the State” to do a really swell radio 
job. 55.3) of Kentucky's retail sales, 
i of 

its drug sales are made in the compact 


area covered daily by WAVE, alone. 


51.3') of its food sales, 59.8‘ 


Yet WAVE'’s rates are low 


based on 5000 watts of power. It just 


so happens that 5000 watts give 


are 


you all the juice you need to cover this 
golden part of Kentucky, plus an 
important hunk of southern Indiana 
(with another quarter billion dollars in 
effective buying income!). 

Ask Free & Peters to show you how 
litle competition WAVE has. 

And the “exclusive accounts” who've 
found that it pays to use WAVE! 


WAVE 


LOUISVILLE 


Free & Peters, Inc., Exclusive National Representatives 


| 


of the country voiced strong ob- 
jection to the retailers who penal- 
ize radio stations who refuse to 
submit to double billing demands. 

“It was generally agreed that 
any station allowing itself to be 
influenced by the demands of these 
retailers is doing irreparable harm 
to the entire industry.” 


;}aS a 


@ 4. One for all and all for one: | 


In recent months station operators 
have shown a tendency to band 
together to advance the position 
of radio, particularly in the soli- 
citation of non-radio advertisers. 
If this trend persists, there will be 
an outbreak of new state and city 
broadcasting associations. 

5. New areas of business: “Not- 
ing that newspapers alone are bill- 
ing at a higher rate locally than 
magazines’, TV and newspapers’ 
combined national billings, the sta- 
tions agreed that local advertising 
was the least developed segment 
of the broadcasters’ business.” 

Complete local acceptance is be- 
lieved to be the “key to stronger 
national spot and network bill- 
ings”...and the “automobile deal- 
er alone is the key to the multi- 
million dollar budgets going into 
other media at the national level.” 


s “Radio is finding better accept- 
ance from grocery supermarkets, 
automobile dealers, department 
stores and...other types of retail- 
ers, with the supermarket and the 
motion picture exhibitor widely 
regarded as the two local business 
men who represent the most im- 
mediate potential.” 

6. Competition with other media: 
Broadcasters, the BAB has it, now 
“confess the errors of ten years of 
intramural competition. . .realize 
that it’s short-sighted and foolish 
to sell against one another. ..and 
vow to get more of the direct mail, 
newspaper, outdoor and TV budg- 
ets in their markets.” 

7. Audience measurement: “Al- 
most unanimously stations are 
agreed that the buying and selling 
of radio time purely on the basis 
of ratings, which went on during 


| boost as 


Advertising Age, October 13, 1952 
and immediately after the war, 
was responsible for many of ra- 
dio’s present woes. 


s “While most stations will con- 
tinue to support audience measure- 
ment services and any device that 
will enable stations to count their 
audiences, de-emphasis on ratings 
major sales argument to a 
prospect is already under way all 
over the country.” 

8. Improving radio copy: Radio 
men agree that this is a must. “Es- 
pecially for the retailer who has 
no radio equivalent of the news- 
paper mat service, there is a con- 
tinuing need for copy services that 
will improve the ‘sell’ in radio ad- 
vertising. 

“Many stations, for the first 
time in history, are policing the 
copy submitted by advertisers to 
make certain that it contains the 
basic element of good radio ad- 
vertising copy.” 


# 9. Program sales: “Radio sales- 
men are becoming announcement 
happy and saturation campaign 
happy” and more program selling 
is called for. “While saluting the 
discovery of the effectiveness of 
heavy announcement schedules 
which are becoming easier and 
easier to sell, they [station mana- 
gers] feel that the program is still 
the heavy artillery of radio ad- 
vertising.” 

10. Merchandising: Opinion on 
the value of this tool is divided. 
The pros are usually stations with 
chain-grocery tie-ups, which they 
modest-cost business 
builders. Many broadcasters pre- 
fer to wait and see, “although they 
admit that if merchandising is sold 
properly as a supplement to radio 
advertising and not in lieu of good 
advertising values that they will 
be willing to take on the job.” 


Honor John W. Hill 


Hill & Knowlton, New York, 
marked its 25th anniversary on 
Oct. 2 with a dinner honoring its 
founder and president, John W. 
Hill. 


ET RE EE 
THIS NEWEST WARWICK 


TYPESETTING SERVICE 
IS IMPORTANT TO YOU! 


WHAT new service? It’s called “Fotoset” . . 


. it’s Warwick's 


sensational, new process of setting type directly on film or paper! 


Headings, body, tabular matter 


. all composition is set automati- 


cally and less expensively. From the “spare no expense” brochure to 
the “save every penny” piece, Warwick Fotoset does the job. 


WHY is it important? You get razor-edge sharpness of all 


letters, including the finest serifs and hairlines . . 
And there’s no smudging or bleeding. No matter what 


throughout 


. evenness of color 


your layout calls for you get it from Warwick on actual film or 


reproduction proofs . 


. ready for the engraver or lithographer. 


HOW will it save you time? Warwick Fotosetter sets type 
directly on film, so all you need do is OK galley proofs before final 
film or reproduction proofs are produced to your exact specifications. 


HOW will it save you money? With 32 type fonts up to 
36 point at the finger tips of the operator (which means keyboard- 


ing many large “handset” sizes 


type metal... 


. the elimination of expensive 


the speed and flexibility of Fotoset composition is 


naturally a more economical operation. 


WHERE can you get it? Warwick Typographers can give 
you Fotoset combined with a complete typographic service, from 
creative typography to typesetting ready for the engraver or printer. 
Warwick serves clients in 32 states plus Mexico and Puerto Rico. 


For the complete story of what Warwick's 


new Fotoset can mean to you, 
write Dept. A-7. 


WARWIC 


920 Washington Ave. @ 


«.. overnight by rail and air from nearly all U.S... 


TYPOGRAPHERS 
INCORPORATED * 


St. Lovis 1, Mo. A 
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Waterston & Fried Name Copy 
Chief, Get Two New Accounts 

Waterston & Fried, New York, 
has appointed Roy Hubbard copy 
chief. Mr. Hubbard formerly was 
copy chief with William H. Wise 
& Co., New York book and maga- 
zine publisher. 

The agency has been appointed 
to handle advertising for the Trav- 


el Book Club, New York, and for 


Pellegrini & Cudahy, New York 


2 Name Philadelphia Agency .. 

Glenview Metal Products Co., 
Delanco, N.J., and Skirtmaster 
Mfg. Co., Philadelphia, have ap- 
pointed Advertising Associates, 
Philadelphia, to handle their ad- 
vertising. 


Borax Promotes Parker 

David V. Parker, package de- 
partment sales manager of Paci- 
tic Coast Borax Co., New York, 
has been promoted to director of 
advertising and sales. He succeeds 
William M. Oleen who has re- 
tired. In the eastern division John 
D. Moore, who joined the company 
in April, succeeds Mr. Parker. 


PARTYGOERS—Jackie Gleason, (second from the right) CBS-TV’s newest stor, has 

an appreciative audience in (left to right): A. M. Corrigan, Kudner agency account 

executive; J. H. S. Ellis, president of the same agency, and Kenneth Gifford, chair- 

man of the board of Schick, one of Mr. Gleason's sponsors. The scene: a reception 
for the comedian in New York. 


Ads Can't Picture 
U.S. Folding Money, 
NBBB Warns Admen 


New York, Oct. 7—A warning 
that the illustration of U. S. paper 
money in advertisements is pro- 
hibited has been issued by the, 
National Better Business Bureau. | 

The bureau, said Allan E. Back- | 
man, v.p. and editor, has received | 
at least 25 inquiries from adver- 


Harry Diamond Names Agency 

Harry Diamond, nationally 
known illustrator-designer, has 
appointed Max Landphere & As- 
sociates, San Francisco advertis- 
ing artists to represent him. 


tisers and agencies who have 
“heard” that such illustrations are 
permissible. 


“We have not been able to trace 
this rumor to its source,” he said, 
“but we have determined from the 
Treasury Department that it is 
without foundation. On July 16, | 
1951, Congress amended the law to 
permit illustrations of U. S. and | 
foreign coins for advertising pur-| 


poses. | 
“However, this amendment did, 
not eliminate the j 


prohibition 
against advertisements with itlus-_| 
trations in the likeness or simili- 
tude of U. S. paper money.” 


Buys ‘Eagle,’ Eldred. Pa. 

Bradford Publications Inc. has 
purchased the Eagle, Eldred, Pa., 
from Graydon and Edna L. Trask. 
The weekly has been published 
since 1876. Joseph M. Cleary, ex- 
ecutive editor of Bradford Publi- 
cations, is the new publisher. The 
company also publishes the Brad- 
ford Era, a morning daily, and the 
McKean County Democrat, Smeth- 
port, Pa. Editor of the Eagle will 
be Mrs. Rita Llewelyn. 


Johns-Manville Boosts Wood 

H. J. Wood has been appointed 
assistant advertising manager, in- 
dustrial products, of Johns-Man- 
ville Corp., New York. Mr. Wood 
formerly was associated with the 
advertising and sales promotion 
programs for Johns-Manville 
brake linings and industrial fric-| 
tion materials, as well as the com-| 
pany’s other industrial products. 


PROCEDURE: Personal interviews were conducted 
by specially trained field investigators among an 
average of 220 readers of each of five issues of a 
business publication. Concerning each one page, 
black and white ad, a reader was asked ‘“‘Do you 
recall seeing this ad?” and “Did you read half or 
more of the copy?” 


RESULTS: Readership scores show that all ads, re- 
gardless of location, have an equal chance of being 
seen and read. 


CONCLUSION: Readership through solid adver- 
‘ tising sections is fairly constant; positi ithi 
Names Lawrence Russoniello ad y constant; position within a 
Lawrence L. Russoniello, for- 
merly with Al Paul Lefton Co. and | 


A. E. Aldridge Associates, both of | COMPOSITE SCATTER DIAGRAM OF SINGLE PAGE B&W ADS FOR REAR SECTION OF FIVE ISSUES 
Philadelphia, has joined the staff poor 
of John R. McAusland & Co., sia ; 7 . ; _— . Eg 
Philadelphia. an [ [ a j r 
Transitads Appoints O'Connor | ‘ABOVE 

Jim O’Connor, formerly sales) ‘AVERAGE 
and advertising manager of the : e al i eq. ° 3 
Sparkoffee division of Airline} ° | .*l cate ak Nee ae & joo Bar| ee 5 L P » 
Foods Corp., has been appointed | RAGE o » “ST.” ° eotoo = 1.2.°S2 ele ‘ 2 lee* 77 ee 
national representative for Nation- > ry + 
al Transitads Inc., New York. he Oe 9 . es ae tS he oe? y"s ree. Soe? oe i 4 7 6 “tos eel. ee ‘ 

BELOW ° 
LYNCHBURG res 
VIRGINIA 2 mo 20 620 620 7 Osis 
An Industrial Center, A Virginia Key 4 | | 
City Reached Through ot . | } | | | | | | | | | J | | | | | J 

THE LYNCHBURG NEWS & ADVANCE Each d fics ; 
q. Effective buying income Lac dot indic ates percentage of recall for each ad. The horizontal line shows the relationship between readership and page 

$65 524,000. location. This showed that readership remained fairly constant as readers progressed through the solid advertising section, 
2. Quality of market index 108. | 1947 
%. City zone population 50,339. 


Case Study Shows: 


ALL ADS HAVE AN EQUAL CHANCE OF BEING 
SEEN AND READ IN A SOLID ADVERTISING SECTION 


THIS IS JIM MILLS—(Another W-G Salesman) 


James S. “Jim” Mills, after completing his education in Oregon, enlisted in the Army 
in 1940, becoming a First Lieutenant. In 1945 Jim began three years of extensive sales 
work with a film company in the mid-west 
Jim joined our organization in 1948 where his previous experience helped him to im 
mediate success. Jim is a likeable, popular fellow able and anxious to help his clients 
to greater results from their newspaper advertising. Jim, or any Ward-Griffith salesman 


is anxious to serve you. Newspaper advertising gets immediate action 


too! Advertise in newspapers! 


later doing radio sales work in New York 


at lowest cos: 


Please note individual advertisements of our newspapers throughout this issue. 


WARD GRIFFITH CO. 


DAILY NEWSPAPER REPRESENTATIVES 


Park Lexington Building....... ° 
Wrigley Building . . : 
General Motors Building 

Statler Office Building 
22 Marietta Street 

215 Builders Buliding 
Russ Building 

Lincoln Liberty Building 


Yukon 2-2-6028..... 
Locust 71-4279... 


GET OUR CITY ZONE FOLDER 


“WHAT READERSHIP . 

CAN MY ADVERTISEMENT 
EXPECT IN A SOLID 

ADVERTISING SECTION?” 


Plaza 5-7028 NEW YORK 
Superior 7-2485 CHICAGO 

.. Trinity 3-6365 DETROIT 
Liberty 2-5669....... BOSTON 

.. Walnut 1231 ATLANTA 
: CHARLOTTE 


SAN FRANCISCO 
PHILADELPHIA 


Pt ee 


section does not materially add or detract from 
the attention which an advertisement can obtain. 
Higher ratings may be attributed to the product 
advertised and the use of more effective copy; the 
fact being that creative skill is still one of the most 
basic factors in obtaining higher readership. 

* 


This study is reported in our Research Depart- 
ment’s Laboratory of Advertising Performance 
Data Sheet #3140, and in further studies on sheets 
3141 and 3142. If you want facts regarding this or 
any other subjects related to business paper adver- 
tising, ask your McGraw-Hill man. 


* * 


4. Lynchburg cannot be sold from 
the outside. 
ADVERTISE IN LYNCHBURG—GET OUR MARKET FOLDER 
Nationally Represented by 
WARD-GRIFFITH CO. 


The Ward-Griffith Co. maintains offices 
in all principal advertising centers 


Seema met (X) 4p 


@ 330 WEST 42nd STREET, NEW YORK 36, 


— GET OUR CITY ZONE FOLDER — 


McGRAW-HILL PUBLISHING COMPANY, INC. 


N.Y. @: 
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The Voice of the Advertiser 


now for many months 
I wonder if anyone, outside the 
agency and client, has taken the 
time to study it. For it says nothing 
1. Headline says “Compare Fati- 
ma with any other King-size ciga- 


Tears Fatima Ad Apart 

T> the Editor: Enclosed is one 
of the current Fatima cigaret ads, 
identical to those which have run 


re é ee BS € R Be ret” (so you’d expect a compari- 
son) 

‘ NORTH CAROLINA 2. Copy says “Fatima filters the 
en New Bern is the buying center of smoke 85 millimeters for your pro- 
Craven County’s tection.” (So does every other 

$46,114,000.00 king-size cigaret!) 
effective buying income. 3. “Fatima’s length cools the 
The Sun-Journal, New Bern’s only gmoke for your protection.” (So 


newspaper will cooperate in build- 


; does every other king-size ciga- 
ing sales for you. ’ ° - 


REQUEST MORE FACTS—ADVERTISE IN NEW BERN PoC? _ . 
; 4. “Fatima’s length gives you 
: those extra puffs—21% longer!” 
WARD-GRIFFITH CO. (Here they compare Fatima, vis- 
The Ward-Griffith Co. maintains offices ually with a standard-length ciga- 
in all ret.) And this, I think, is dirty 


all advertising centers 
ET OUR CITY ZONE FOLDER — 


American Industry 
HEIN 
UU LS ULI 


* a 


...for That Better Look 
in Loose-Leaf Binders 


Sales-conscious leaders in every in- 
dustry know that Heinn Loose-Leaf 
Binders... 


1) make your catalog look better; 
. 


give your customers a better look 
at what you offer. 


Heinn custom-styles binders to fit 
the job instead of making the job 
fit a standard binder. And Heinn 
brings you patented, exclusive Protecto 
the method of thermal em- 
bossing that uses a protective rim 
around all inked elevations to keep 
designs looking new for years. 


Process 


Remember, 
it's Heinn for SS 
the lowest op- BY 
erational cost 
per unit per 
year. 


Originators of the Loose-leaf System of Cataloging 


MAIL THIS COUPON TODAY 


THE HEINN COMPANY 


320 W. Florida St., Milwaukee 4, Wis. | Catalog Covers 


) Proposal Covers 
) Easel Presentations 


information, please. 


Price and Parts Salesmen’s Binders Plastic Tab 
Books Sales and Instruction Indexes 
Acetate Envelopes Manuals Sales-Pacs 


NAME TITLE 
COMPANY 
ADDRESS 


CITY —_ 


' 
' 
' 
' 
' 
' 
i 
' 
' 
' 
' 
' 
' 
‘ 
' 
' 
' 
' 
' 
' 
‘ 
' 
' . . 
t STATE 


This department is a reader's forum. Letters are welcome 


pare with “other king-size ciga- 
rets.” The rest of the ad is a gen- 
eralization, regarding mildness and 
quality. 

Ads like these, which build up 
big, and wind up with an out-and- 
out misrepresentation, I think hurt 
everyone in the business 

Fatima starts out to compare its 
superiority “over other king-size 
cigarets,” and winds up comparing 
with regular-length cigarets. Crea- 
tive Man, please note 

Jess R. WIDMANN, 
Southtown News, Chicago. 
. . * 
More Takers for Lasker 
in Booklet Form 

To the Editor: I have been very 
much interested in reading The 
Lasker Story currently running in 


instaiment form in ADVERTISING 
AGE. 

If you should decide to publish 
reprints of this series, I should 


like to “put in” with you for a 
copy or two. 
NEWELL T. SCHWIN, 

Director of Advertising, 

Household Finance Corp., Chi- 

cago. 

. 

To the Editor: I have been read- 
ing The Lasker Story with great 
interest and profit 

Is it intended to issue this in 
book or pamphlet form? I would 
wager that there are many who 
would like to have it complete in 
one volume. 

GeEorGE V. LAUGHTON, 
Circulation Director, Maclean- 
Hunter Publishing Co., Toron- 
to. 

J . * 


Memo to P. R. Practicioners 

To the Editor: A pencil to sign 
a contract? Who's kiddin’ whom? 
Now the distinguished Mr. Ober- 
felder has more the right idea (AA, 
Sept. 22). Moral: Publicity men 
should always carry fountain pens 
when setting up a contract-signing 
photo. 

RicHarp HOLZNECHT, 

The Parker Pen Co., Janes- 

ville, Wis. 

P. S. As this friendly peck might 
indicate, I give your magazine 
microscopic attention, week by 
week. 


Fact Book Idea Clicks 

To the Editor: The story in the 
feature section of your Sept. 8 is- 
sue about our “Fact Book” was 
very effective. We have received 
requests for copies from Washing- 
ton, Florida, California and Dela- 
ware. Here’s a copy of the booklet 
for your files. 

LAURENCE A. DuNN, 
Merchandising Manager, The 
United Alluminating Co., New 
Haven, Conn. 


Reader Rebutts for Woolf 

To the Editor: In “The Voice,” 
Sept. 15 issue of AA, you publish 
a letter from one James R. Flynn, 
who has the temerity to criticise 
the great Woolf. 

You announce that “These col- 
umns are now open for a rebuttal 
by Mr. Woolf.” 

As a matter of policy, I never 
rebut. But I have no objection to 
my admiring fans rebutting for me. 
I am enclosing a letter from P. M. 
Jaques, a gentleman I don’t know 
but who, obviously, is a man of 
great perspicacity. 

You may publish Mr. Jacques’ 
letter if vou think it is of any in- 
terest. 

JAMES M. Woo tr, 
Santa Fe, N. M. 


Dear Mr. Woolf: I read your col- 
umn always with a great deal of 
interest and satisfaction, and agree 
with you so uniformly that I can’t 
agree with those who point out a 
few small potatoes in acres of big 
ones. You measure a crop by its 
saleable total, not the few culls 
that don’t count. 

That’s why I think Mr. Flynn 
is splitting hairs in “The Voice of 
the Advertiser.’”’ Not you, when you 
say that clerks behind the counter 
are no more than order takers; 
and then some place else say the 
clerk must follow through to make 
advertising successful. Those are 
not your words, but that’s the way 
I read what you said. 

I assumed that when you said 
clerks don't try to make sales, or 
even try to sel] what the customer 
wants to see, you were speaking 
of clerks as a whole. You're right. 
If clerks have the ability to create 
additional business, they don’t re- 
main clerks, but gravitate into a 
better job. 

On the other hand, I also agree 
with you that advertising may fall 
down because the sales clerk does 
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not put his weight behind it—hold 
it up, or give it a push. That’s 
why stores are asked to use counter 
cards and other point of sale ad- 
vertising. That’s why Coca-Cola 
has to supply stores with a big 
sign to put on the window: “Cash 
Your Coca-Cola Coupons Here.” 
They know that if they left it to 
the clerks, few customers would 
be told about it. [Editor’s Note: 
Let’s all assume that Mr. Jaques 
knows there are no Coca-Cola 
coupons. } 

In one instance, you are talking 
about initiative in salesmanship. In 
the other, about follow-through in 
advertising. I don’t quite get Mr. 
Flynn’s point in saying that “Mr. 
Woolf disagrees with Mr. Woolf.” 

P. M. JAQUEs, 
Wrentham, Mass. 
. . * 


Round-Up in Dallas 
To the Editor: Speaking of “eye 
catching” mailers from retail es- 


tablishments, I think you will 
} 
qeet as 208 
Geaw catenr? 
vote we 
Jonoer ming Race? 


HAS ANVEME THO HOM ABOUT aw we de 
ALL THE Méus CLOTHES wh 


wave? 


SomeTwne Te 
GET wim Bat? 
* 


Reynolds-Penland Co. 


agree with me that the attached 
would rank high on anyone’s list. 
RoceER BACON, 
Ruthrauff & Ryan Inc., Dallas. 
* a + 


Another Point of View 

To the Editor: If that “Genuine 
Leather” advertisement was cre- 
ated (as J. S. Smith of Calkins & 
Holden, etc. claims, AA, Sept. 1) 
by “the fine creative craftsman- 
ship...” of “some of the best ad- 
vertising craftsmen in our busi- 
ness’—then I'm a toe-dancer and 
the creative end of this business is 
as inspired as the frayed end of 
a wet rope. 

DOoNnaALp P. Davr», 
D. P. Brother & Co., Detrcit. 


nearest sales 
office—or write 
REPLY-O-LETTER 
150 W. 22nd St. 
WY. 11, WY. 
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Baby Food Pioneer 
Frank Gerber Dies 


FREMONT, Micu., Oct. 8—Frank 
Gerber, 79, chairman of the board 
of Gerber Products Co., manufac- 
turer of Gerber’s baby foods, died 
here yesterday. 

Born in Douglas, Mich., Jan. 12, 
1873, Mr. Gerber’s successful ca- 
reer as a business leader was 
based on his granddaughter’s need 
for strained vegetables. A physi- 
cian advised Mr. Gerber’s son 
Daniel, and his wife, that their in- 
fant daughter Sally needed 
strained vegetables if she were to 
grow into a healthy child. 

At that time, Mr. Gerber and his 
son were running a small canning 
plant. But the physician's advice 
set the elder Gerber to thinking. 
In 1928 he began the manufacture 
of baby foods, which led to its 
multi-million-dollar business. 


@® As a youth Mr. Gerber was a 
student at the Normal School, Val- 
paraiso, Ind. From 1904 to 1916 he 
was manager of what was then the 
Fremont Canning Co. From 1917 to 
1941 he was president of what had 
become the present Gerber Prod- 
ucts Co. He has been chairman of 
the board since 1944. 

Mr. Gerber was recognized at an 
early date as a leader in the can- 
ning industry, a recognition which, 
in 1919, elevated him to the presi- 
dency of the National Canners 
Assn., Washington. 

Daniel F. Gerber, the son, whose 
infant daughter played such an 
important part in the development 
of the company, has been president 
and a director since 1945. 


HAMILTON HARVEY 

New York, Oct. 7—Hamilton St. 
John Harvey, 74, a v.p. of Albert 
Frank-Guenther Law, died yes- 
terday after a long illness at his 
home in Bloomfield, N. J 

A native of Montreal, he was 
reared in Castine, Me. Coming to 
New York as a young man, he 
joined the staff of Dow, Jones & 
Co., publisher of the Wall Street 
Journal, in 1905. In 1912 Mr. Har- 
vey became advertising manager 
of Financial Worla. 

In 1914, he joined Russell Law 
Inc., a financial advertising agen- 
cy When that company was 
merged with another agency to be- 
come Rudolph Guenther-Russell 
Law Inc., Mr. Harvey became 
treasurer of the new organization. 
After a second merger in 1932, 
when the company became Albert 
Frank-Guenther Law, Mr. Harvey 
was named a v.p. and held that 
position until his death. 


CARL EASTMAN 

San Francisco, Oct. 7—Carl J 
Eastman, 65, v.p. of the Umiand- 
Eastman-Becker agency, died yes- 
terday after a brief illness 

Mr. Eastman, a native of Minne- 
apolis, came to San Francisco in 
1924 as a representative of N. W 
Ayer & Son. He became an Ayer 
v.p. before joining Leslie Salt Co 
as assistant to the president last 
year. He joined Umland-Eastman- 
Becker two months ago. 

A past president of the San 
Francisco Chamber of Commerce, 
Mr. Eastman helped organize the 


PATERSON 


NEW JERSEY 
3rd City in New Jersey Covered Witt 
THE PATERSON CALL 
In 1951 the Paterson Call carried 
54% MORE 
Department Store advertising than 
the other Paterson paper. 


REQUEST MORE FACTS—ADVERTISE IN THE CALL 
Nationally Represented by 


WARD-GRIFFITH CO. 


Golden Gate International Exposi- 
tion and in 1945 drew up the city’s 
bid for the U. N. site. He was a 
director of several civic organiza- 
tions and the San Francisco Ad- 
vertising Club, as well as a past 
secretary-treasurer of the Pacific 
Advertising Assn. 


PAUL E. BENSON 

Cuicaco, Oct. 7—Paul E. Benson, 
46, free lance commercia] artist 
and former art director of Henri, 
Hurst & McDonald, Ross Roy Inc. 
and Fletcher D. Richards, died ves- 
terday after a heart attack. 


MALACHY FITZPATRICK 

Ouean, N. Y., Oct. 9—Malachy 
G. Fitzpatrick, 84, publisher of the 
Olean Times-Herald and president 
of Times-Herald Publishing Co., 
died yesterday at his home. He 
had been publisher of the news- 
paper for 41 years. 

Born in Lawrenceville, Pa., he 
came to Olean in the 1890s to en- 
gage in the lumber business, and 
became treasurer of J. R. Droney 


Lumber Co. After buying the 
Olean Times in 1911, he devoted all 
of his attention to the newspaper 
business. In 1932, the Times, 
which dates back to 1860, was 
merged with the Herald. 

He is survived by three sons 
and twa daughters. One of his 
sons, E. Boyd Fitzpatrick, is gen- 
eral manager of the Times-Herald. 


AUGUSTE GIRALDI 

New York, Oct. 7—Auguste 
Giraldi, 83, founder and former 
publisher of Le Messager De New 
York, French-Canadian  semi- 
monthly, died yesterday in Brook- 
lyn Hospital. 

He established Le Messager in 
1930 and continued it for several 
years until it was merged with 
another paper when he sold his 
interest. Born in Montreal, he was 
the oldest living graduate of the 
College Cote Des Neiges. He came 
here in 1882 as a printer, and in 
later years was president of the 
Master Printers Assn. of New 
York. 


JOHN B. FLACK 
Syracuse, Oct. 7—John B. Flack, 
53, president of Flack Advertising 


Agency, died today in Memorial 
Hospital. Mr. Flack founded his 
agency in 1932 and was a past 


president of the Syracuse Adver- 
tising & Sales Club and a director 
of the International Affiliation of 
Sales & Advertising Clubs. 


N.Y. Agency Changes Name; 
Steers Elected Executive V. P. 
Doherty, Clifford & Shenfield, 
New York, has changed its name 
to Doherty, Clif- 
ford, Steers & 
Shenfield. The 
agency has also 
elected William 
E. Steers execu- 
tive v.p. Mr. 
Steers was a 
founder of the 
agency in 1944 
and had been 
and secre- 
since that 


William E. Steers 


Mr. Steers also continues as sec- 
retary of the agency. 
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Seattle Agency Moves 

Pacific National Advertising, Se- 
attle, has moved to new and larger 
quarters at 2124 Fourth Ave. 


JOURNAL STAR 


IN A MAJOR MARKET 


PEORIA, ILLINOIS 


Only i. r te covér 
this rich 13 county 
Peoriarea market. 


“Here are the facts” 
1. LARGEST Circula- 
tion in Iilinois.* 

2. LARGEST Met: i- 
tan Market in Illinois* 


Pop. 250,512 

8. “BEST Test Market 
in Midwest" 
SM 
4. WHOLESALE SALES 
2%» TIMES LARGER 
than any other Illinois 
Ciy.* 

5. “We help you do the job” 

*Except Chicago 

WRITE FOR YOUR NEW PEORIAREA FACT FOLDER. 


Represented Nationally by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


EARL H. MALONEY 
Advertising Director 


in all principal advertising centers 
— GET OUR CITY ZONE FOLDER — 


FIRST issue... 


+S 


“ 


Here's a dynamic new paper designed to 
do an essential selling job tor every manufac- 
turer marketing products through industrial 


supply distributors! 


Edited for distributor salesmen. executives 
and buyers—NaATionat DistripuTion gives you 
coverage of the group that sells production and 
maintenance equipment, tools and supplies to 


manufacturing — plants, 


mines, quarries, oil 


fields, railroads, utilities and other service in- 
dustries. Guaranteed circulation 17,500 copies 


monthly. 


For the same reasons that other successful 


manufacturers and 


their agencies are planning 


now to use NATIONAL DistriBuTION, you too, 
can have this EXTRA SELLING POWER 
YOU NEED IN ’53. 


JANUARY, 1953 


aygte is 


Write now for your copy of 32-page pilot 
issue, prospectus of this carefully planned pub- 
lishing enterprise and rate card or ask your 


agency man! 


Park Avenue, New York 17, 


NATIONAL DISTRIBUTION, 


270 
N. Y. 


First Issue Closes Nov. 21s#! 


Member: American Supply and Machinery Manufacturers’ 


Asen., Na- 


tional Industria] Advertisers’ Assn. and Magazine Publishers’ Assn., Inc. 
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Suspends Radio-TV Hearings 

The special House interstate 
commerce sub-committee probing 
radio and TV programming (AA, 
Sept. 29) suspended its hearings 
Sept. 26 until after the national 
election. 


Display Show in N. Y. Oct. 23 

The Chicago Show Printing Co 
exhibit of point of sale material 
(AA, Sept. 29) will open at the 
Biltmore Hotel in New York Oct 
Py 


ae 


QUINCY 


MASSACHUSETTS 


Fourth (4th) Market in Massachusetts 
Covered By The 
QUINCY PATRIOT-LEDGER 
$156,101,000 Effective buying 

imecome 
£109,128,000 Retail Sales 
Quality of market index 124 
Advertise and sell in Quincy 
ASK FOR OUR RETAIL DISTRIBUTION SURVEY 


Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


jn all principal advertising centers 
— GET OUR CITY ZONE FOLDER — 


Meat Packers Told to Raise Profits 
by Updating Merchandising Methods 


Zeuch, Mrs. Rindlaub 
Urge More Production 
of Easy-to-Cook Meats 


Cuicaco, Oct. 7—Meat is king 
here. For the past five days 3,800 
meat packers have crowded the 
meeting halls, exhibits and corri- 
dors of the Palmer House for the 
47th annual meeting of the Ameri- 
can Meat Institute. 

But the king’s henchmen are not 
happy. These business men feel 
very depressed by the unstable 
earnings and meager profit mar- 
gins which have plagued their in- 
dustry for a decade 

This year has brought no re- 
markable changes and no gleam of 
an imminent upsurge in earnings. 
The packers put the blame for 
this on rising costs of production 


and of livestock and on federal 


price controls. 


® With no relief in sight in the 
near future, especially for rising 
costs, the conference turned its 
attention to improved marketing 
and merchandising methods and 
new packaging to attract consum- 
ers 

Reminded that self-service meat 
stores have grown from 68 five 
years ago to 5,000 today, the pack- 
ers examined the possibility of pre- 
packaged and frozen meats. On 
every side in the exhibit hall dem- 
onstrators stood ready to display 
the latest meat packing machines 


THIS 1S CORN?—Inspecting the product 


Field Day,’’ designed to acquaint admen 


of an Illinois cornfield is Daniel Gordon 
(right), media director of Ruthrauff & Ryan, who was one of a group of New York 
media directors who flew to Bloomington, Ill., for Better Homes & Gardens’ “Farm 


with the farming business. At left is E. L. 


Sullivan, v.p. of Meredith Publishing Co. 


and techniques used in pre-pack- wrapped in transparent polythene |tury Food Markets Co., Youngs- 
aging. Flanking them were gleam- bags which zipped open at the town, O., gave the packers a quick 
ing frozen food racks with a kalei- flick of a finger. 


doscopic array of poultry, fresh 


On Saturday, Frederic E. Zeuch, 


meats and luncheon meats tastily v.p. and general manager of Cen- 


wwe 


In the state of Ohio she's up to her neck in corsets 


and brassieres. 


What a state! In her market area the average family 
spends $14.00 a year for foundations—three times more 


than the average family in an equally prosperous market 


farther west. 


Why such a difference in buying habits? Who knows! 


Duds to one woman are a dud to another. 


The important thing is this: preferences vary. City 


by city. Region by region. Garment by garment. 


Product by product. Business by business. 


your business Is in 


The nation is a patchwork market, where it’s easy to 


of the flexibility of newspapers. 


waste your advertising dollars unless you take advantage 


Use the ad medium that lets you put sales pressure 


where pressure does the most good. Consider the State 


and advertise accordingly. 


How about your big and little markets? We have 


information that can help you get the biggest sales 
returns from each and every one. Write or phone. 


Bureau of Advertising — American Newspaper Pub- 


lishers Association, 570 Lexington 
York 22, PLaza 9-6262—3060 North Michigan Avenue, 
Chicago 1, STate 2-8681—240 Montgomery Street, 
San Francisco 4, EXbrook 2-8530. 


“Look at the state this girl is in”’ 


New 


Avenue, 


Sponsored by The Spokesman-Review & Chronicle in the interests of fuller understanding of newspapers. 


outline of the vital role of super- 
markets in the growth of the meat 
industry and some friendly criti- 
cism of the packers’ merchandis- 
ing methods. 


® He pointed out that since 1932 
the food chains have raised the in- 
come of their meat markets from 
$200 a week to $4,500 a week. 

“There is no doubt,” he said, 
“that the impact of the supermar- 
ket on meat retailing has been 
earth-shaking. In 1929 there were 
49,865 meat and seafood markets. 
By 1948, this had decreased to 29.- 
465. 

“On the other hand, the number 
lof grocery stores with fresh meat 
increased from 115,549 in 1929 to 
223,662 in 1948. Thus, there has 
been evidence of a growing consoli- 
dation of meat sales with that of 
other departments in an outlet 
which carries all foods. The super- 
market itself has been the prime 
mover in this trend. 


8 “Since, in 1929, with a number 
of stores which vou could count on 
your fingers, it has soared to 15,383 
supermarkets at the end of 1951, 
with a total of $12.3 billion in an- 
nual sales, the supermarket has 
been the most important develop- 
ment changing the pattern of meat 
sales.” 

; Mr. Zeuch said that the super- 
market of today believes in fea- 
|turing and selling meats and other 
|perishables because it believes the 
housewife decides first on the meat 
item for each meal and builds her 
jpurchases about that. Thus, if the 
|store gets her meat business, it 
'gets her other business also 

| With the big drive toward traf- 
fic in the stores, the marketer is 
interested in attracting the con- 
sumer through large markets car- 
jrving large stocks and varieties 
‘of items attractively displayed. 


® To this purpose, he said, speak- 
| ing of his own stores, “We feature, 
‘practically exclusively, the well- 
known advertised brands, We like 
to sell brands that our customers 
know—that they know they can 
depend on. In our meat department 
we feature four or five of the na- 
tional packers, and the products of 
local packers.” 

The supermarkets, he said, by 
attracting large numbers of con- 


ROCKY MOUNT 


NORTH CAROLINA 


The LARGEST MARKET 
east of Raleigh and north of 
Wilmington served exclusively 
by its only newspaper the 

Evening and Sunday Telegram 


SEND FOR OUR STANDARD MARKET DATA BOOK 
Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 
— GET OUR CITY ZONE FOLDER — 
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sumers, have aided the meat indus- 
try by cutting the retail price of 


meats and increasing meat con- 
sumption. 
® This has been done chiefly 


through the low overhead and ef- 
ficient mass buying methods which 
permit the markets to get a meat 
gross margin which is as low as 
its grocery gross margins: 14.6% 

He pointed out that the super- 
markets have even taken over some 
of the functions of the packer by 
packing meats, for their self-serv- 
ice counters, in their own back 
rooms. He added that a recent 
survey indicated shoppers bought 
9% more meat items and shopped 
in 41% less time in self-service 
meat departments than in the serv- 
ice meat markets. 

However, he said, individual pre- 
packaging by the market operators 
themselves is not too practical be- 
cause of the high labor costs in- 
volved. The operators can success- 
fully package luncheon meats and 
cheeses because they are more 
stable and longer keeping. But be- 
cause of the perishability of meat, 
he added, central pre-packing of 
fresh meat is impossible. 


@ He suggested that the next big 
step in this direction for the pack- 
ers is in frozen meats 

He made four general criticisms 
of the packers and suggested ways 
they might improve their profits. 

First, he said that not enough} 
meat is being produced. The pres- 
ent per capita consumption of 146 
Ibs. should go up to 170 Ibs. by 
1960 he said. But markets could 
sell a per capita consumption of 200 
Ibs. per year. He pointed to the per | 
capita consumption in New York 
City (200 lbs.) and San Francisco 
and Spokane (246 lbs.) as an in- 
dication that this goal is not far- 
fetched. 

Second, in order to sell more 
meat, he insisted, more of the car- | 
cass must be sold. He recommended 
a program of education by the meat | 
industry on the lower-priced cuts | 
and how they can be tastily pre-| 
pared. | 


® Third, he said, “I would play up 
the tasty appetizing qualities which | 
can be obtained with certain meat | 
recipes and soft-pedal talk about! 
the nutritional aspects. Nutrition is | 


no substitute for taste, and the 
average family is more concerned | 
about taste than whether it’s 


healthful for them or not.” 

Fourth, he saw a strong necessity | 
for more consumer advertising as 
self-service counters spread. He 
particularly emphasized the value 
of in-store help from the packers 
to push sales. He pointed out that 
meat is not as amenable to being 
attractively displayed other 
products are. 

“Huge sums have been and are 
being spent by you meat packers 
in your research departments on 
new items, and to find new uses 
for old products that have been re- 
placed by other industries’ new 
products, but are you spending 
enough on marketing research, on) 
new packaging, on new selling or 
distributing methods? 


as 


e “Are you experimenting enough 
with frozen meats—cooked frozen 
meats—on products that would 
make up a complete frozen food 


SALISBURY 
NORTH CAROLINA 
1952 Brand Preference Survey 


FOODS 


Now Ready. Write for Copy.” 
THE SALISBURY Post 


Ward-Griffith Co., Inc., Representatives 


menu from soups to desserts?” 

Mrs. Jean Rindlaub, v.p. of Bat- 
ten, Barton, Durstine & Osborn, 
who followed Mr. Zeuch on the 
program, backed him up by taking 
the packers to task for falling be- 
hind current consumer buying 
trends. 

She pointed to evening hours of 
stores, and the increasing sales 
of “ready-cooked, ready-mades, 
ready-cuts, ready-packaged” as 


due to the customer’s changing 
world. 

The customer's world is broaden- 
ing, changing, she said. About 141,- 
000,000 families have moved bag 
and baggage since 1940, she said. 


“That’s four moves to a family.” 


@ People are marrying younger. 
“One in three of the 17 to 1¥-year- 
olds are married this minute. You 
could make something of it. You 


might, you know. You might want 
to bring your boy-talk and your 
new-cook-talk and your homemak- 
er-talk down to teen-age level—for 
it’s the teens you're talking to.” 

Modern living is fluid, fast, prac- 
tical, more complex, alert, she told 
the packers. 

More women are working—one 
third of the total female population. 
A high premium is placed on easy- 
to-cook convenient cuts of meat. 


She told the group that a recent 
survey of hers showed that house- 
wives want to be helped in buying 
meats. They want to be told about 
the lower-priced cuts and how to 
cook them, They want to be told 
about what cuts are more expen- 
sive this week, which are bargains. 
And, of course, they want to be 
loved, to be greeted warmly by 
the butcher, to have sweet gentle 
music in the background while they 


86,288 PeoPLe saw A | 
WORLD SERIES GAME BETWEEN 
{ CLEVELAND INDIANS AND 
BOSTON BRAVES, 1948! 


1106 Dominion Sq Building, 
Montreal, Quebec. 


O'Moro and Ormsbee, Inc., 
420 Lexington Ave., 


435 North Michigan Ave., 


W. E. Browning, & 


New York, NY. 


John E. Lutz Co., 


Chicago, Ill. | 
t 


i . 
“ Ny eens 


| But in metropolitan 


; 130,972 adults 


see...and read... daily 


THE TELEGRAM 


| as their ONLY daily newspaper 


A This exclusive Telegram circulation is greater than the adult 
population of Windsor, Calgary, Halifax, London, Regina or Victoria. 
When you plan campaigns for Canada's major markets, remember 


You can’t TELL Toronto without The Tely! 
You can't SELL Toronto without The Tely! 


THE TELEGRAM aur mus wesxeno 


TORONTO 1, CANADA 
* DANIEL STARCH AND STAFF (Represented in Canada by Gruneav Research Ltd.) 
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exclusive "Tely-Toronto” is one of Canada’s largest “cities” 


MORE THAN 500,000 PEOPLE IN CANADA'S RICHEST MARKET READ THE TELEGRAM 
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shop at their local market 

However, the meat industry was 
not unaware of the facts outlined 
by these two speakers 

Wesley Hardenbergh, president 
of the American Meat Institute, set 
forth, in poignant figures, the eco- 
nomic dilemma of the industry and 
of its continuing attempt to im- 


prove products and merchandising tion paid employes went up $110,- 
to gain greater consumer sales vol- 000,000 from 1950 to 1951. 


ume 
“For several years now we have tainers increased approximately 


“The cost of supplies and con- 


been collecting figures from a large $60,000,000 in the same period. 


number of packers 


These figures, “And net earnings went down 


collected from some 90 companies, $7,000,000." 
show some startling facts. 


T1n IN EFFECTIVE 
BUYING INCOME per CAPITA 


among Sales Management's 
162 Metropolitan Areas 


the Quad-City area has moved 3 
steps ahead to llth place in the 
effective buying income category 
This great depth of quality among 
240,000 Quad-Citians is a _ pretty 
good promise of success for the 
advertiser who has quality mer- 
chandise to sell and does it wisely 
through The Argus and The Dispatch 

the newspapers that cover 3 of 
the 4 Quad-Cities. 


cee ae mem oe 


i a s 
Phese newspapers are pleased that 


| 


~ ag 6 ate, 


. 


“One of them is that compensa- @ He said that some of the indus-| 


omen ae 
« 7 


—_——. try’s costs have risen almost as- 


years. 

“The common labor rate, for 
example, is up 39%; freight rates 
on products have increased 50% 
to 65%; automobiles for salesmen 
cost 22% to 37% more; trucks are 
up about the same; tires are up 
18% to 21%: building materials 
have increased 7% to 65%, and 
various other supplies such as coal 
containers, curing materials and 
wrapping materials are up 2% to 
2%. 

“And during this same period, 
the wholesale value of meats and 
meat products shows a quite dif- 
ferent trend in many cases. Beef 
carcasses are up 26% to 29% but 
most pork products are well below 


That's right—240,000 new U.S. customers 
who may never have heard of your product! 
240,000 more customers than there were 
in September... college students, brides 
and grooms, craftsmen and farmers and 
executives! 

We didn't invent the figure. It derives 
directly from Census Bureau statistics. And 
it proves once more that you must keep 


telling vour advertising story over and over. 


Chere isn’t any short-cut. But there is a 
wav to get the longest mileage from your 
advertising dollar. That's radio. And in 
six of the nation’s biggest market-areas. . 
Boston, Springfield, Philadelphia, Pitts- 
burgh, Fort Wayne, and Portland, Oregon 

vou'll find powerful and popular West 
inghouse stations to help reach both new 


and old customers at consistently low cost. 


tronomically during the past five | 
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Commerce. 


On the day this gazi was published, U.S. 
population totaled 157,912,691 — according to the 
“electric scoreboard” in the Department of 


WESTINGHOUSE 


KDKA - KYW - KEX - WBZ - WBZA - WOWO - WBZ.-TV 


National Representatives, Free & Peters, except for WBZ TV; for WBZ-TV, NBC Spot Sales 


RADIO 


STATIONS Ine 


; 
\ 
} 


GOOD FOR A BOARD MILE—This Pabst spectacular was erected by R. C. Maxwell 
Co. at a point on Atlantic City’s Boardwalk where it can be seen “head on” nearly 
a mile. Not that far from it here are (from left) Lester Malitz, v.p., and Arthur Deer- 


son, v.p. and art director of Warwick & 


Richard H. Hehman and R. C. Maxwell Jr. of the outdoor sign company, and Harry 
D. Way, media director of the agency. 


Legler, Pabst agency; George M. Harvey, 


prices in 1947, and such products 
as hides, grease, tallow and lard 
are from 26% to 38% lower than 
they were in 1947.” 


s He approved of a program to 
make meat products better and 
more attractive to increase per 
capita consumption. However, he 
saw this as a long-range program. 
He recommended a reduction in 
livestock costs as the only avenue 
for immediate relief of the situa- 
tion. However, he did not expand 
on this point. 


But the meat packers left the 
meetings with at least one silver 
lining to brighten a cloudy year 
J. Russell Ives, associate director 
of the department of marketing of 
the institute, made a “tentative” 
forecast that in 1953 meat produc- 
tion and consumption will increase 

Meat production for 1953 should 
be about 23.5 billion pounds, up 
4% from 1952 and 7% over 1951. 
This, he said, would permit a 
consumption of about 145 Ibs. per 
person, compared with 142 Ibs. in 
1952 and 138 Ibs. in 1951. 


“adding it 


Ottawa is a two-language market .. . 42% 
of the A.B.C. city zone is French-speaking 


. and Le Droit covers that zone.” 


over 


het the Ottawa AB.C. 
city zone speak French 


LE DROIT 


Daily Circulation over 26,000 


Head Office and Plant—368 Dalhousie St., Ottawa 


U. S. Representatives— 


SHANNON AND ASSOCIATES 
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Advertising Age, October 13, 1952 


Chrysler Division 
Appoints Four Ad, 
Merchandising Men 


Detroit, Oct. 7—Chrysler Di- 
vision of Chrysler Corp. has re- 
vamped its advertising and mer- 
chandising organization with 


Walker Way as director of adver- 
tising and merchandising. 

In announcing the changes, Jo- 
seph A. O'Malley, general sales 
manager, said the new organiza- 


Walker Way John Caron 


changes in the general automo- 
bile sales picture. 

Mr. O’Malley also announced 
appointment of three other ex- 
ecutives to key positions in the 
expanded program. They are John 
H. Caron, advertising manager; 
Charles B. Neely, merchandising 
manager, and Maurice J. Harris, 
used vehicle merchandising man- 
ager. 


® “Expansion of our merchandis- 
ing activities,” said Mr. O'Malley, 
“is undertaken in order that we 
may effectively handle unprece- 
dented consumer preference for 


Maurice Harris 


Charles Neely 
Chrysler automobiles in 
field.” 

The reorganization was seen by 
observers within the industry as 
Chrysler’s first move to fulfill a 
prediction by the Chrysler Divi- 
sion officials that it had set its 
goal that of overtaking Cadillac 
and establishing Chryslers as the 
leading seller among the luxury 
class automobiles. 

Mr. Way, who formerly was di- 
rector of merchandising, has more 
than 30 years’ experience in auto- 
mobile sales and sales promotion 
work, He joined Chrysler Division 
in June, 1932. He was Detroit re- 
gional manager for 242 years be- 
fore his appointment in May, 1952 
as director of merchandising. His 
new duties constitute an expan- 
sion of his activities as director of 
merchandising. 


every 


@ Mr. Caron, who was formerly 
director of advertising, joined the 
Chrysler Division advertising de- 
partment in 1926. He became di- 
rector of advertising in 1945 after 
service in the Army. He held that 
post until his recent assignment as 
advertising manager. 

Mr. Neely spent four years with 
the H. J. Heinz Co. in Brooklyn 
and four with Commercial Credit 
Co. in Brooklyn before joining 
Chrysler Corp. in May, 1940, as a 


special sales representative for 
Plymouth in New York. 
Following four years in the 


Navy, he joined Chrysler Division 
in 1946 as district manager in 
Washington, D. C. He became 
Washington regional manager in 
August, 1947, and was appointed 
a sales executive for Chrysler in 
Detroit in March, 1952. 

Mr. Harris also was formerly a 


Chrysler sales executive. He en- 
tered the auto business in 1940 as 
a retail salesman. He joined Chrys- 
ler Corp. in 1944. He became dis- 
trict manager for Chrysler in Cin- 


cinnati in May, 1945, and ad- 
vanced to district manager in 
Pittsburgh in January, 1948. He 


was assigned as sales promotion | 


supervisor in charge of five West 
Coast regions in 1951 and returned 
to Detroit last March when he was 
appointed a sales executive. 


|‘Real’ Publisher Buys 


tion was created to meet expected merly 


| ary 


‘Screenland, ‘Silver Screen’ 
Ned L. Pines, publisher of Liter- 
Enterprise Inc., New York, 
launched Real, a man’s 
magazine, last month, has_ pur- 
chased Screenland and_ Silver 
Screen from Henry Publishing Co. 
No changes in policy or person- 
nel are contemplated. The maga- 


who 


|}zine will continue to be sold to 


advertisers as a group, without any 
changes in current guaranteed cir- 
culation or advertising rates. 


Washburn Named to Ad Board 
William Van N. Washburn, for- 
an account executive with 


Hoag & Provandie, Boston, 
been elected to the agency's board 
of directors. 


formerly 


has McCormack to Geare-Marston 
Frederick C. 


McCormack Jr., 
with Elser & Cothran, 


69 


New York, has joined the public 
relations staff of Geare-Marston, 
Philadelphia. 


ig the ONLY paper in 


SERVICES FREE! 
1) 70% Tie-in Guarantee! 
2) Twiee Weekly Dealer Contacts! 
3) Complete Grocery — Drug 
‘Route Lists & Mailing Plates! 
4) Annval Consumer Buying 
Habit Study — Sth 


Corporate 
APPLETON Is Net 


Edition Now _\ Appi ETON, WISCONSIN! 


Available! 


BUT THIS IS—(195@ Census) 


APPLETON (including 


shout Wisconsin 


OMLY MEDIUM 


sf Maser 


asc 


APPLETON °'*... 


Population 


83,277! 


24,171 Families 


Provides thorough 


saturation of this 
CITY ZONE MARKET: 


Only Milwaukee Madivon 
.& Racine are largsg, 


The APPLETON POST-CRESCENT 


with 
93.2% COVERAGE 
of the City Zone’ 
TOTAL CIRCULATION 
Now in Excess of 


30,500 Doily 


ss 
a 
Bats 


TEST IT IN APPLETON — For More Detoils 


WRITE — WIRE — PHONE COLLECT TODAY! 


To meet the challenge of providing an original 


and effective merchandising plan for our ad- 


vertisers, CONGRATULATIONS has evolved 
what we believe is the most intensive retail 
advertising tie-in program ever attempted. 


In one year 82 towns have been sold and 
346 individual advertisers have contracted 
1,014 columns in the January issue alone. 


Because of our carefully controlled hospital 
circulation, drug, department, furniture, shoe, 
and juvenile stores across the country are able 
to buy pinpoint coverage of their local market 
areas by means of a special advertising section 
incorporated into the magazine on a town to 


town basis. 


Retailers have been quick to seize the oppor- 
tunity afforded through this media by featuring 
in their ads the brand names of the products 
nationally advertised in CONGRATULATIONS. 


This new idea is a bonus addition in a 


magazine of proven originality, quality, 
and results. Also Congratulations has 
been the acknowledged leader in the 


baby field for the past 15 years. 


AS A NATIONAL ADVERTISER 
“WHY is LOCAL ADVERTISING 
so beneficial to you?” 


BECAUSE... it complements effective 
NATIONAL ADVERTISING with the most extensive 
and detailed LOCAL ADVERTISING program. 


BECAUSE... it guarantees the most valid 
controlled circulation in the field with consistent 
safeguards and followups throughout. 


BECAUSE... it brings personal appeal and 
recognition on a local level to a national magazine. 


BECAUSE ... it tells the reader the 
all important WHERE to get your product. 


BECAUSE ... at no charge to you, 
it provides some of the most effective and extensive 
merchandising opportunities ever dreamed of. 

BECAUSE... with this combination of NATIONAL 
and LOCAL ADVERTISING 
bear on p t 


tive 


and impact that any other magazine has been 
able to offer heretofore. 


s twice the pressure 


4 
: 
ie 
x 
you can bring to ‘ : Mt 
‘ 
: 
THE MAGAZINE 
THE MOTHER KEEPS 
515 Madison Ave. 
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Need Top Executive? 


Advertising, Sales- 
Promotion, Merchandising 


Abie administrator, organizer, plan- 
ner, equipped for place on manage- 
aggressive, 


ment team. Personable 


Imaginative 


Unique record combines 20 success- 
ful 


motion, 


years in sales, advertising, pro- 
merchandising. Wide range 
experience in several industries and 
advertising 


media, 


product lines. Know 


techniques, research, point- 


of-sale 


Seeking top spot with major mar- 
keter who wants a big job well done 


Current earnings, $20,000 


Box 256, Advertising Age 
801 2nd Avenue, New York 


COPYWRITER WANTED 
Here’s a job challenging enough 
to interest a sound-thinking, ex- 
perienced copywriter ... a man 
who likes to mix field work with 
desk work who is equally 
at home talking to a typewriter 
or a client 

If you are a thoroughly ex- 
perienced writer of copy, send 
us complete details . in com- 
plete confidence 


ARTIST WANTED 


This is another interesting and 
challenging job for a man with 
practical creative ability and ex- 
perience in developing visuals 
and finished layouts for all types 
of media 

If you have such experience, 
send us complete details in 
complete confidence. 

eeee8 

Both these jobs are with an estab- 


lished, recognized agency ina 
large Midwestern city where the 
pace is stimulating but not ulcer- 


producing. They're good jobs now 
with an even better future 


CARTER 
ADVERTISING AGENCY, Inc. 


912 Baltimore Ave. 
Kansas City, Missouri 


Information for Advertisers 


4468. Survey of Canadian 

Trade Papers 

“Let the Readers Tell You” 
new survey-booklet offered by the 
Merchandising Newspapers Divi- 
Ssion of the Maciean-Hunter Pub- 
lishing Co. Ltd., which is largely 
devoted to significant letters from 
giving the how and the 
of their readership. Included 
letters from advertisers, and 
esults of a survey made by Ca- 
yadian Facts Ltd. 


is a 


readers 
why 
ire 


fo. 4470 the Chemical 
Field 


‘What 


Selling 


Happens When the Rain 
| ake is Empty is a new file 
Zolder offered by Chemical Engi- 
i ring and Chemical Week. Mak- 
Ang the point that much selling 
gn recent years has been like shoot- 
dng fish in a barrel, but that times 

re changing, the folder contains 
er separate guide books: Eval- 
Rating the Chemical Process Mar- 

et; Planning Market Strategy; 
onal up for Sales; Locating the 
Men Who Buy; and Cultivating the 
Buyers’ Influence 


No. 4471. Special Survey on Signs. | 
Neon Products Inc. offers addi- 
tional copies of the September is- 
sue of “Signews” which carries 
results of the recent survey on the 
sales effectiveness of Plastilux 
signs. Dealers report sales increas- 
es up to 50% on merchandise fea- 
tured on these illuminated signs 
This study should be of primary 
interest to manufacturers of na- 
tionally-advertised hard lines 
No. 4472. Canadian Newspaper 


Readership Analyzed 

The Toronto Star Weekly offers 
a new booklet, “A Study of Bal- 
anced Readership,” which contains 
results of 3,643 interviews on the 


Nete: Inquiries fer the items listed above will net be serviced beyond Nev. 


USE COUPON TO OBTAIN INFORMATION Be 


200 E. Illinois St., Chicago 11, 


—please print or type) 


NAME ..... 
COMPANY 
ADDRESS 

CITY & ZONE .. 


Readers Service Dept., ADVERTISING AGE 
Ill. 


Please send me the following (insert number of each item wanted 


subject of reader traffic. Returns 
are broken down by geographical 


area, family income, and age (ju- 


venile readership under 18 years/| Only highest references 


not being recorded). 
No. 4473. Detailed 
Catholic Market. 

With more than 29,000,000 Cath- 
olics making up more than 19% 
of the U. S. population, this study 

“Facts for Your File’—offered 
by R. W. McCarney Co. an in- 
valuable analysis. It gives Catholic 
population by states; Catholic pop- 
ulation increase; Catholic popula- 
tion in cities over 100,000; cities 
in which the Catholic population 
predominates; cities with 25% to 
49% Catholic population; non- 
Catholic cities; data on the $2 bil- 
lion Catholic institutional market; 
and special merchandising services 
offered by the McCarney organiza- 
tion 


Analysis 


is 


No. 4475. Oil Heating Surveyed. 
Fueloil & Oil Heat presents its 
fifth annual “Study of the Oilfired 
Warm Air Market,” which gives 
sales figures by states for 1951, 
plus tables and curves showing the 
progress of oilfired warm air heat- 
ing over the last 17 years, a re- 
sume of the situation facing the 
manufacturers of furnaces and 
their accessory equipment, such as 
air filters, fans ducts, cements, 
controls, humidifiers, sheet metals, 
ducts and fittings, blowers, regis- 


ters and grills, shop machinery and | 


tools, and tips on how to distribute 
and sell in this market 


No. 4477. Aviation Market Letter. 
Aviation Age offers continuing 
monthly service on its “Market In- 
telligence” newsletter, which is 
published by the magazine’s re- 
search staff as an aid to those in- 
terested in the aviation market. 


TITLE . 


of | 


|} duction from in 
| advertising 


THE ADVERTISING MARKET PLACE 


Rates: 
lines (maximum—two) 30 letters and 


per line. Add two lines for box number. 


$1.00 per line, minimum charge $4.00. Cash with order. Figure all cap 


spaces per line; upper & lower case 40 
Deadline Wednesday noon 12 days 


preceding publication date. Display classified takes card rate of $12.75 per 


eolumn inch. Regular card discounts, 


size and frequency, apply on display. 


eceuice 
HELP WANTED HELP WANTED 
GROCERY TRADE MERCHANDISING ADVERTISING AND SALES PROMOTION 
MANAGER SUPERVISOR to take charge of that 
To work with nat il food publication activity for leading Midwestern manu- 
staff on merchandising and sales. Posi- facturer of electrical equipment. Respon- 
tion requires ability to plan, promote and sibilities include direction of an assistant 


sell merchandising ideas. It is a field job 
and not a desk job. Must be free to travel 
extensively. Write full detail your mer- 
chandising background and experience, 
age, salary desired. Replies will be kept 
confidential 
Box 5352, ADVERTISING AGE, 
801 Second Ave., New York 17, N. Y. 

REPRESENTATIVE: Top agricultural! il- 


lustrator requires services of reliable agent 
in south & midwest area 
Box 5348, ADVERTISING AGE, 


200 E. Illinois St., Chicago 11, Ill. 
HOUSE ORGAN EDITOR 
to take charge of a company magazine 
designed and written solely for interna- 
tional circulation, It's new—and different! 
Offers a challenge to edit and write mate- 
rial that will be read around the globe 
We want an enthusiastic, preferably young 
man who can live and grow with this 
magazine published by a leading Chicago 


manufacturer that has outlets 
world. Tell us of your exper- 
interest in things foreign, your 
edit a j| tion that’s in a 
itself 

5349, ADVERTISING 
Llinois St., Chicago 11, 

BARNARD 


employers 


industrial 
all over the 
lence, your 
| desire to 
|class by 
Box 
200 E 


iblica 


AGE 
lll 


A service for and applicants 


in the fields of advertising and publish- 
ing. Office and professiona 

{Central 6-3178 i178 W. Adams Street 
| ADV ERTISING ACCOUNT EXECUTIVE 


Exceptional opportunity for young execu- 
tive, capable of attracting and servicing 
ndustrial accounts, to associate with small 


| recognized industrial agency. Outstanding 
100,000 community, 2 hours from Chicago 

and top quality 
work considered. State age, education, ex- 


perience and type of accounts handled 

Box 5346, ADVERTISING AGE, 

200 E. Ulinois St., Chicago 11, Il. 
ADVERTISING MANAGER. Must be com- 
pletely experienced ir direct mail, copy 
writing, rough layout, printing and pro- 
eption of idea to finished 
piece. Permanent executive 
position in Los Angeles Home Office. In- 
centive, initiative and productivity wili 
be amply rewarded. Outstanding oppor- 
tunity for right man. Reply giving com- 
plete qualifications All correspondence 
will be held in strict confidence 

Box 5340, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 
WANTED SALES MANAGER for large 
printing company. Must be competent to 
handle and train men. Some printing 
knowledge, preferably agency training on 
selling 


Box 4058, ADVERTISING AGE, 

200 E. Ulinois St., Chicago 11, Ill 
ADVERTISING AND SALES PROMOTION 
SUPERVISOR to take charge of that 
activity for leading Detroit manufacturer 
}of electrical equipment. Responsibilities in- 


clude direction of an assistant and staff 
of seven in copy-writing and layout of 
national advertising, catalogs, house or- 
gan and sales promotion material. Also 


planning and exec ion of sales promotior 


projects. Working knowledge of adver 
tising production ind printing Salary 
open. Present employment protected. Give 


personal history 


Write 


complete 
and expereince 


qualifications 


Box 5353, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill 
Contact Don Hill for 
ADVERTISING POSITIONS 
BUSINESS MEN'S CLEARING HOUSE 
209 S. State, HA 7-4577, Chicago 
TWO SPACE SALESMAN 
One for Chicago- One for New York 
|} Outstanding opport ty with oldest and 
biggest trade magazine in its field, Must 
be college graduates, personable and ag 


gressively hard workers. Prefer men 28-34 
Give complete information. size of family, 
can you travel and recent photograph 
|} Will interview in New York and Chicago 
Salary, commissior ind expenses. with 
junlimited future 

Box 5322, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS-PLACEMENTS 
209 S. State St Ha 7-2063 Chic: igo 


NEW WORDS WANTED—National 


mag- 
jazine seeks junior copyman for direct 
mail. Fresh ideas, imaginative vocabulary, 
talent more impo int than experience 
}Send detailed resume and salary require- 
| ments 


Box 5354, 


| ADVERTISING AGE, 
} 801 Second Ave 
! 


New York 17, N. ¥ 


and staff of seven in copy writing and lay- | Z00m 


out of 
motion 
and exe« 


national advertising and sales pro- 
publications, as well planning 
ution of sales promotion projects 
Salary open. Present employment pro- 
tected. Give complete personal history, 
qualifications and experience 

Write Box 5355, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. 

FRED J. MASTERSON 
ADVERTISING—PUBLISHING 
PERSONNEL 
All types of positions for men and women 
185 N. Wabash Fr 2-0115 Chicago 
GENERAL SALES 
PROMOTION MANAGER 
Experienced in manufacturing or indus- 
trial field. Engineering education desirable 
but not essential. Must know merchan- 
dising promotion, organization of sales 
force for electro-mechanical equipment 
Salary $12,000 plus. Contact Macon Erick- 
son, Burdick Personnel. Webster 9 - 4-005 
POSITIONS WANTED 
COPY—CONTACT MAN 
Currentiy Copy Chief, Acct. Exec. diver- 
sified house accounts, for small recognized 
New York agency. Sucessful ad & sales 
prom. mgr. background—mfr. thru retail 
Have ‘sparked’ and merchandised ef- 

fective campaigns all media. B.B.A.; 31 

Box 5343, ADVERTISING AGE, 

801 Second Ave., New York 17, N. Y 
TELEVISION AND KADIO DIRECTOR 
Currently heading operations in medium 
sized Chicago agency Experienced in 
every phase of broadcasting and telecast- 
ing, account executive. Looking for 
active connection. $10,000 

Box 5347, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, lll 
TOP SECRETARY interested only adver- 
tising secretarial career, 26 years of age, 
univ. Grad. attractive, poised, efficient, 
desires position with advertising executive 

Box 5350, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill 
ADVERTISING DIRECTOR, WOMAN 
Successful record in T-V writing-produc- 
tion. Newspaper, direct mail, catalogue, 
sales promotion, public relations-PLUS- 
all around efficiency, tact, buying power. 

Presently employed. Address 

Box 5356, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. 
CREATIVE ADVERTISING MAN 
Seeks cure for growing pains not offered 
by present job as top plans-and-copy man 
in medium-size Midwest agency. Strong 
in all phases agricultural advertising—also 
industrial, automotive, furniture, ethicai, 
consumer. At 39 have 20 straight yrs. 
exp. including stints as A.M. and A.E 

Sane about salary. Soundest references 

Box 5344, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill 

1 OPEN PROSPECTS’ DOORS 
1E SPEAKER avail- 

your staff man on 
programs in _ fields 
where you want contacts. As needed basis 
Endorsed by top mnfrs., assn. Brochure 

Box 5345, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill 
GRAPHIC STORY - BETTER RESULTS 
Consultant available to handle your 
graphic presentation, layout & production 
problem, by assignment. Wide experience 


as 


also 


appear 


as 


convention, clinic 


Box 5339, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Il 
ADV. SALES PROM. COPY 
Industrial Adv. Mgr. desires greater po- 
tential & new challenge in Chicago area 


12 yrs. versatile experience in all phases 
direct mail, dealer, newspa- 
Strong on copy, idea, plans 
communications & elec- 
Sales minded 
sleeve level 
$7500 plus and really 
able to work 


-consumer, 
per, industrial 
an dhave good 
tronics background 
experienced at shirt 
old, married, salary 
worth it. Ready, willing and 
now. Write 

Box 5310, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill 
AGGRESSIVE YOUNG CANADIAN 
MOVING TO LU. 8. 

Twenty years’ all ‘round experience in 
Graphic Arts (client contact, copy mark- 
vp, etc.). Desires responsible 
where proven ability will be 
Age 39. Available about Nov. 15 
Box 5313, ADVERTISING 

801 Second Ave., New York 17, 


rewarded 


AGE, 
N. ¥ 


REPRESENTATIVES AVAILABLE 
i representation 


Can complete and 
50% 


or 


give 
time 
professional fields, eastern 
Box 5341, ADVERTISING 
801 Second Ave., New York 17, 


territory 
AGE, 
N.Y 


publication, featuring hundreds of actual 
groves, ranches, homes, ete 
—Pensccola, Tallahassee, Jacksonville, 


Reports and articles in each issue on employment, business, trade, real estate, 


farming. New businesses are reported 
Florida publicati like it! 
tunity, health, h. iness! 


t-term subscription next 4 BIG issues 


special shor 
FLORIDA OPPORTUNITY BULLETIN, 


Florida 


OPPORTUNITY BULLETIN 


The Florida Opportunity Bulletin, published monthly, 


All important areas of the Sunshine State covered 


Let the BULLETIN be YOUR gateway to oppor- 
Send only $1.00 cash, check or money order today for 


is a factual and exciting 


job openings, businesses, farms, 


Orlando, Tampa, Ft. Myers, Miami. 


giving names, locations, etc. No other 


Satisfaction guaranteed’ 


Box 456-AA, Coconut Gr., Miami 33, Fla. 


Send $5 


| ager. 
| package goods plus complete industrial 
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REPRESENTATIVE AVAILABLE 
KANSAS CITY REPRESENTATIVE 
Aggressive, experienced sales produce! 
in Mo-Kan area offers integrity, refer- 
ences, results. Veteran in advertising and 
in product sales. Address Mr. Sales P.O 

Box 15, Kansas City, Mo 
REPRESENTATIVE AVAILABLE 

yrs. highly successful exp. in Indus 
Graphic Arts field. Age 40 Prev. bkgrd 
in sales & prom. Will join staff of estabi 
publ. or act as indep. rep. on full or 
pt. time. basis. Please state particulars. 

Box 5351, ADVERTISING AGE, 

2u0 E. Ulinois St., Chicago 11, Ul. 
MISCELLANEOUS 
SPEND FIVE and “make a million”—o: 
get your tive back! Hottest selling-ideas in 
every business; use them and watch sales 
Monthly service must make profits 
you or your money back on request. 
for full year subscription to 

BRIEFED SALES-MAKEK, 
400 Madison Ave., New York 17. 


for 


WANTED 


ADVERTISING ASSISTANT 
STRONG ON COPY 


A recently created position as Assist- 
ant to the Director of Advertising of a 
top national firm offers an ambitious 
young copy writer exceptional chal- 
lenge plus opportunity to eventually 
become a Divisional Advertising Man- 
Products—widely merchandised 


line. Budget well into six figures. Job 
involves direct mail, publicity, promo- 
tion and point of purchase. College 
graduate with two to five years solid 
advertising experience preferred. In 
reply, state fully qualifications, back- 
ground, marital status and salary de- 
sired. Location Chicago. Write to Di- 
rector of Advertising, Box 280, Adver- 
tising Age, 200 E. Illinois St., Chicago 
11, Il. 


AGENCY 
TRAFFIC DEPARTMENT 
MANAGER 


Man competent in department 
management and experienced in 
personnel supervision. Knowl- 
edge of advertising agency op- 
eration and of production, print- 
ing and art ordering desirable. 
Age preferred, 35 to 45. Pay 
commensurate with responsibili- 
ty with opportunity for advance- 
ment. Ours is an old but growing 
Chicago agency in the ten mil- 
lion billing bracket. Reply to 
Box 281, Advertising Age, 200 E. 
Illinois St., Chicago 11, Ill, 


position | 


| and 


to first-line publication in trade | 


REAL SALES OPPORTUNITY 


Advertising salesman wanted for 
midwest area by highly 
industrial publisher. Real opportunity 
for aggressive man doing constructive 
selling job on established publication. 
Give all details about your experi- 
ence and salary requirements in con- 


regarded 


fidence to 
Box 278, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


NEEDED NOW 
5 space copywriters, 4-A agencies 
Advtg mgr, appl exp—$10,000 
Prod mgr., Industr—to $7500 
Prod asst’s, gd agency, $3900 
Layout artists. Submit samples. 


MOLENE PERSONNEL 


105 W. Adams Chicago 3 
ANdover 3-4424 


YOUNG ADVERTISING MAN— 
OU ASKED FOR THIS! 
A real opportunity = prove yourself with a 
large, nationally known manufacturer of famous 
brand products distributed through jobbers, 
chain stores, super markets. Must be wide 
awake and alert for this advertising, publicity 
sales promotion job at home office in 
Pittsburgh. Send complete experience, refer- 
ences, salary requirements 
ADVERTISING AGE 
801 2nd Ave New York 17, 


Box 279, N.Y 


—— PLANNING & RESEARCH 
CONSUMER PACKGED GOODS 
Nine years aaa ence analyzing: consumer mar- 
kets and opinions, distribution, sales, advertis- 
ing, merchandising, products, for nationa! food 
brands. Extensive supervisory, report writing, 
and graphic presentation experience. Also two 
years selling to retailers. BS. marketing & 
Statistics major. Desire responsible career posi- 
tion. Manufacturer preferred. Age 32. Married 
Will relocate. Present salary $10,000 

Box 284, Advertising Age 


801 Second Avenue, New York 17, N. ¥ 


PITCH WRITING 


Original ideas, freshly expressed, for let- 
ters, booklets, reports; industrial, em- 
ployee communications, PR—a new twist 
on every pitch. Millions of words of suc- 


cessful experience. Quick service, rea- 
sonable rates 

W. I. Price 

Genoa, Ill. 
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2,000,000 Families 
Bought TV During 


Nominating Meets 


New York, Oct. 9—A big show 
will still sell television sets. 

At least this is the inference to 
be drawn from the latest count of 
TV families by the National Con- 
sumer Panel of Market Research 


Hudnut Continues Story 
of Neutralization 

Richard Hudnut “will continue 
to tell the story of the scientific 
importance of prompt, controlled 
neutralization” with home perma- 
nents, the company has announced. 
Current copy emphasizes “Be 
beauty-wise—neutralize.” 

The company said the opening 
ad in the series, “You'll feel like 
crying,” had a “vitalizing effect on 


: : : Hudnut sales and brought an 
Corp. of America. This study amazing amount of consumer re- 
showed that 2,000,000 families sponse and interest in how home 


permanents act on the hair.” 


Coast Admen Hold Meeting 


The Pacific Coast Council of the 
American Assn. of Advertising 
Agencies will hold its annual 
meeting at Lake Arrowhead, Cal., 
beginning Oet. 15. The principal 
a include John P. Cunning- 

ham, Cunningham & Walsh; Sher- 
| wood Dodge, Foote, Cone & Beld- 
ling; C. L. Fitzgerald, Dancer- 

| Feagerald-Somete: Arthur House, 
® The consumer panel survey,| House & Leland; Arno Johnson, J. 
made from July 1-10, revealed that} Walter Thompson Co.; Earl Lud- 
37 out of 100 U.S. families owned | gin, Earle Ludgin & Co.; Lou 
at least one television set for a) a Bank of America, and 


were added to the video market 
during the three months preceding 
the Republican and Democratic 
political conventions. 

This is the sharpest gain for any | 
three month period during the last 
three years excepting the quarter 
ending in January, 1951, when the} 
percentage of TV-owning house-| 
holds in the U.S. jumped from} 
18% to 24%. 


_‘TV Guide’ Raises Rates; 


Adds Editorial Space 

Effective Nov. 14, TV Guide, 
New York, will increase its page 
rate from $935 to $1,135. Current 
advertisers will be protected 
through the Feb. 6, 1953 issue. 
Now delivering 129,000 in excess 
of its 250,000 ABC circulation, the 
magazine will raise its guarantee 
to 325,000. The company said that 
this means a reduced page cost per 
thousand—from $3.74 to $3.49— 
despite the rate hike 

Meanwhile, TV Guide has added 
eight pages of editorial content 
weekly. The space is being used 
for more complete program list- 


ings and additional personality 
articles. 
New TV Magazine Bows 


TV Family, a new weekly maga- 
zine, will hit the newsstands in 
the New York area in a couple of 
weeks. The magazine will cover 
other non-fiction subjects as well 


as TV. Dupuis Sons & Co., hither-| 


to identified with publications in 
Western Europe and Canada, is 
the publisher. No advertising will 
be accepted for the first few 
months. 


Bay Area TV Sets Gain Robinson Joins Grey 


Television sets in use in the William E. Robinson, formerly 
San Francisco bay area rose during head of the TV-radio copy depart- 
August to hit a total of 448,000 ment for Kenyon & Eckhardt, New 
Sept. 1. This was a gain of 15,000 York, has joined Grey Advertising, 
sets over the figure for Aug. 1. New York, in the same capacity. 


“BUSINESS GROWTH PARALLELS 
NEWSPAPER LINEAGE GROWTH” 


When analyzing the service that a newspaper 


offers to an advertiser, | use this 
standard: Can the newspaper do the job that must be done? In other words, can 
enough people be reached by the newspaper who can be influenced by advertising 
says Wilford Wilcox, manager of Bekins Furniture Co., one of the 

] 


argest furniture stores in the midwest and in the Sioux City retail trade area*. 


placed in it?”, 


Our continuing records show’, Mr. Wilcox continues, ‘that 
City best Sales Builders! 
In 1951 we used more than 18,265 inches of advertising in 


the Sioux newspapers are our 
the Sioux City Journal and Journal-Tribune with great suc 
cess. In fact, the continued growth of our business has run 
parallel with the growth of our advertising lineage. | know 
the Sioux City Journal and Journal-Tribune newspapers are 
the dominating advertising medium in Siouxland* because 
they have proven it!" 

*Sioux City Retail Trade Area (49 Counties in lowa, Nebraska, 
South Dakota, Minnesota) Population — 818,400 "Buy- 


Minded” People. 
(Advertisement) 


Wilford Wilcox 


total of 16,400,000. John Willem, Leo Burnett Co. 


TELEVISION SET OWNERSHIP 
Type of Family % of ss with b+ Sets | 


1952 i982 | 
Regions: 
i Ee 54 59 
South . ‘ 15 17 
North Central 34 39 
Mountain & Southwest 13 15 
Pacific. “ 31 ob 
City Size | 
Farm oe 12 
Under 2,500 .. 13 16 
2,500 to 50,000 14 1 | 
50,000 to 500.000 33 37 | 
500,000 & Over ... asec 69 | 
Total Family Income: 
Upper fourth sae 39 45 
Next fourth ..... 37 4 | 
Next fourth ; 36 40 
Lowest fourth . 21 23 | 
Education of Family Head: 
Grade School 28 31 
High School 39 45 
College Pig 34 38 
Occupation 
Professional and Executive 38 aa 
Clerical, Sales and Service ..37 40 | 
Craftsmen and Foremen 43 49 | 
Laborer and ce 39 41 
Farmer se 10 12 
Size of Families: 
1 and 2 members 25 28 
3 members . 37 41 
4 and 5 members ... i 44 
6 members and over ... a) 39 
Presence of Children: 
5 years and under .. 42 48 
6-12 years ; 41 46 
13-20 years ee 39 | 
No Children we 26 29 
U.S. Total 33% 37% | 
Source: National Consumer Panel of Market Re- | 


search Corp. of America | 


2 Go to Gordon & Associates; 
Agency Named by Lucas Co. 
Robert Goodell, formerly art di- 
rector for Richard I. Hirsch & Co., 
Chicago, has joined the art depart- 
ment of Marvin Gordon & Associ-| 
ates, Chicago. Sally Miller, former- |; 
ly with Henry H. Teplitz Co., Chi- 
cago, has also joined Gordon as a| 
member of the copy department. 
The agency has been appointed | 
by the Lucas National Co., Ashe- 
boro, N. C., furniture manufacturer, 
to direct its promotional advertis- | 
ing, and as merchandising consult- | 
ant. | 


2 Art Positions Open 


Due to expanding business 


CIRCULATION 


a leading Louisville agency 
needs two men. (1) Art di- 259,227 
rector of high caliber, ex- % OF FIELD 


31.7 


perienced in creative think- 
ing and layout. (2) Layout 
artist of proved ability. Sal- 
ary for both positions open 
for discussion. Must have 
top-notch men. Send com- 
plete information. 


ZIMMER-McCLASKEY ADVERTISING 
Starks Bldg. 
Louisville 2, Ky. 


ADVERTISING AGENCY OPPORTUNITY 


Small, well established, 17 years, general 
advertising agency in midwestern city 
Complete national recognition and facili- 
ties. Top notch reputation and credit 


Comparatively small investment will 
handie. Big opportunity for ambitious 
ad-men. Write 


or details. Box No. 283, 
| Age, 200 E. Illinois St. Chi- 
cago 11, Wl. 


CIRCULATION 
226,101 
% OF FIELD 
27.6 


irst in Washington D.C... 
CCORDING TO THE PEOPLE! 


DAILY NET PAID CIRCULATION 


A. B.C. Publishers’ Statements for 6 Months Ending March 31, 1962 


ee ee a are 


(Monday-Friday Average) 


SE NABER ORE RE Er 


CIRCULATION CIRCULATION 
191,294 141,872 
% OF FIELD % OF FIELD 


23.4 17.3 


IN TOTAL DAILY CIRCULATION ... 
TIMES-HERALD LEADS THE STAR BY 33,126 
TIMES-HERALD LEADS THE POST BY 67,933 
TIMES-HERALD LEADS THE NEWS BY 117,355 


WASHINGTON, D.C 


National Representative Geo. A. McDevitt Co. 
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Television to Get $4,000,000 from 


$5,000,000 Antell Budget for 1953 


BALTIMORE, Oct 10—Charles 
Antell Inc., which got started two 
years ago on the wings of an ad- 
vertising test outlay of $240, ex- 
pects to spend $5,000,000 in 1953. 
Radio and television advertising 
will get $4,000,000 of the total 


Antell, which distributes and 


sells 
cream 
21), is 
“good, 


Formula 


No. 
and shampoo 

currently 
national name 


9 lanolin 


hair 


(AA, April 


looking for a 
Pe 


show. 


It would prefer a half-hour pres- 
entation as sole sponsor, but would 
go into a multiple sponsorship deal 


‘if the 


buy is right.” 


In addition, 


The Accounting Fraternity is a Market... 


BIG and INFLUENTIAL 


The accounting fraternity includes Financial V.P.’s, Treasurers, Con- 
trollers, C.P.A.s, Office Managers, Independent Public Accountants. 
The Journal of Accountancy will pin-point your sales message to these 
buyers of office machines, record-keeping systems, forms, and supplies, 
these advisors on taxes, investment and loan requirements, pension 
plans, and insurance programs. See S.R.D.S. Business Pub. Section, 


Class. No. 20 


The JOURNAL 


-270 MADISON AVENUE - 


Circulation up 44.2% 


*52) 


(first six months 


17,244 


Manufacturing 


up 33.5% 


Airline, domestic and foreign . up 9O% 


Air terminals . . 


. up 13% 


Greatest 4-Year Gain 
in Aviation Advertising 


(first 6 mos. ‘52 vs 48) 


American Aviation up 128.4% 
Aviation Week . . up 125.0% 
Aviation Age. . . up 97.7% 
Aero Digest . . . up 3.6% 


*Not including classified or house advertising 


\ ESTABLISHED 1905 ® CIRCULATION 62,914 A.B.C. 


of ACCOUNTANCY 


NEW YORK 16, N.Y. 


@ Sister-ships on the assembly-line, yes, but certainly 
not sisters under the skin. 

Specifications call for different instruments, different 
communications systems, different cabin arrangements, 


| buying spots all over.’ 
times, the company has had spots 


the company resumes shortly with 
‘The Continental.” 

An unusual feature of the ad 
plans for next year is that differ- 
ent national magazines will carry 
different copy. Ads for Life and 
The Saturday Evening Post, for 
example, will be dissimilar, with 
copy and illustration geared to the 
individual magazine's editorial ap- 
peal 


® National magazines are budgeted 
to get anywhere from $175,900 to 
$250,000. Half to full pages in b&w 
will appear in Cosmopolitan, the 
Dell Modern Group, Ebony. Harp- 
er’s Bazaar, Life, Look, McCall's, 
Parents’ Magazine, The Saturday 
Evening Post and the True Story 
Women's Group 

Newspapers will get $100,000, 
with an additional $100,000 or 
more going into cooperative ad- 
vertising. Point of sale is budgeted 
for $250,000. Newspapers will car- 
ry jingle ads on comics pages, with 
Antell paying for the preferred 
position. The company is currently 
testing Huff cartoons with jingles 
in a number of newspapers. 

Antell, which regards itself as 
one of the biggest radio spot buy- 
ers in the country, “will continue 
’ At various 


on a total of 1,400 radio stations. 


different accessories, different tires, wheels, brakes. And 
who decides that? The User, with his operation and 
maintenance experience. 

And what American Aviation offers is coverage in 
Management, Engineering, Operations, Maintenance 
and Equipment, where equipment decisions are made. 


merican::: 
viation 


@ Daily 


Airline Guide 
@ Semi-Annual 
Directory 
e Daily 
Traffic News 


1025 Vermont Ave., N. W., Washington, D. C. 


Advertising Offices: LaGuardia Airport, New York City 
Phone: ILlinois 7-4100 


There will be no network radio 
show, according to present plans. 
Antell claims gross sales 


amounting to $12,000,000 this year 
and anticipates that the 1953 fig- 
ure will jump to $18,000,000. In 
1951 it did $4,000,000 and for five 
months of 1950 the gross was 
$225,000. 

A total of $50,000 was spent on 
advertising in 1950, with the budg- 
et Zoing to $1,200,000 in 1951 and 
to $4,000,000 this year 

Charles Antell Inc. was started 
by Leonard and Jack Rosen and 
Charles D. Kasher. Leonard is 
chairman of the board, Kasher is 
president, and Jack is executive 
V.p. 

Leonard and Jack ran a depart- 
ment store in Baltimore called 
Rosen’s Inc., which had an annual 
volume of $1,000,000. Then, early 
in 1950, the Rosens decided to use 
TV advertising fur their merchan- 
dise. They planned to use the 
demonstration technique. 


@ They began with an air condi- 
tioner, with Leonard doing a show 
on Baltimore channels twice week- 
ly. At this stage, Leonard contacted 
Kasher, whom he regarded as top 
demonstration copywriter, to pro- 
duce copy for the shows. Kasher 
agreed to come to Baltimore and 
do “just one” show. He’s been 
there since 

In July that year, the trio started 
National Healthaids of Baltimore 
Inc. to distribute NHA vitamin 
complex. Then they invested $240 
for a test on WMAR-TV. Kasher 
went on and gave a 30-minute all 
talking presentation, a la depart- 
ment store-carnival demonstration. 
“In one hour after the show, more 
than 300 orders had come in.” 

A month later, the partners 
were ready to launch a different 
product, Formula No. 9 lanolin 


STATEMENT OF THE OWNERSHIP, 
MANAGEMENT AND CIRCULATION 
REQUIRED BY THE ACT OF CONGRESS 
OF AUGUST 24, 1912, AS AMENDED BY 
ACTS OF MARCH 3, 1933, AND 
JULY 2, 1946 (Title 39, aes States 
Code, Section 233 

Of Advertising Age. published weekly at 
Chicago, Lll., for October 1, 1952. 

1. e names and addresses of the pub- 
lisher, editor, managing editor, and busi- 
ness managers are 
es emmeaei G. D. Crain, Jr., Evanston, 


Editor, S. R. Bernstein, Chicago, Ill 

Managing Editor, R. W. Murray, Park 
Forest, [ll 

Business Manager, C. B. Groomes, Chi- 
cago, Ill. 

. The owner is: (if owned by a cor- 
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the names and addresses of stockholders 
owning or holding 1 percent or more of 
total amount of stock. If not owned by a 
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owned by a partnership or other unincor- 
porated firm, its mame and address, as 
well as that of each individual member, 
must be given.) 
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Crain, Jr., 704 Michigan Avenue, 
Evanston, Illinois; G. R. Crain, 704 Michi- 
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holding 1 percent or more of total amount 
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where the stockholder or security holder 
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tributed, through the mails or otherwise, 
to paid subscribers during the 12 months 
—s the date shown above was 


G. D. CRAIN, JR 
Publisher | 
Sworn to and subscribed on me this | 
12th day of September, 1952 
EDITH M. STEGER 


(Seal) 
(My commission expires April 3, 1956.) 


Advertising Age, October 13, 1952 
hair cream, on television. The An- 
tell pitch—plugging lanolin all the 
way through to three minutes from 
the end, then switching to the 
product—-was put on film, using 
professional actor-announcers. “In 
one hour after a Pittsburgh show, 
2,800 orders came in.” 


@ The demonstration-lecture for- 
mat, sometimes criticized today as 
straight commercial, seemed to 
work well even on radio, which 
carried 15-minute recordings of 
the TV pitch. Then, the technique 
was transferred to print adver- 
tising in magazines and newspa- 
pers. 

The radio and TV _ programs 
made an impression on distribu- 
tors and dealers, for they immedi- 
ately started asking for the prod- 
uct. Up to this point, Formula No. 
9 was obtainable only by mail 
order. 

The switch from mail order to 
store distribution was negotiated 
when Antell set up a sales organi- 
zation from scratch. It told the 
trade, in business paper ads, that 
“we have been stealing your cus- 
tomers” (through mail order); 
“But now we want to give them 
back to you” (through store sales 
of Formula No. 9). As a result, the 
company quickly got national dis- 
tribution. 

Handling the advertising for 
Charles Antell Inc. is Television 
Advertising Associates, New York, 
headed by Albert M. Behrens. 

TAA also has Fastabs, another 
product distributed by National 
Health Aids. Fastabs, a reducing 
tablet, is getting the same build-up 
and is expected to be national by 
late fall. 


Ruppert Making Six-Can Pack 


Jacob Ruppert Brewery, New 


York, is now marketing a six-can 
pack, to “meet continued heavy 
demand for Ruppert Knicker- 


bocker beer.’’ An extensive adver- 
tising drive is planned for the new 
package. Biow Co., New York, is 
the agency. 


Appoints Weiss & Geller 

Condenser Products Co., Chi- 
cago electronic products manu- 
facturer, has appointed Weiss & 
Geller, New York, to direct its ad- 
vertising. 


Names Loudon Advertising 

Alfred Bicknell Associates, Cam- 
bridge, Mass., manufacturer of 
scientific apparatus, has appointed 
Henry A. Loudon Advertising, Bos- 
ton, to direct its advertising. 


MILLIONS OF BASEBALL FANS 
TRAVEL Mittions oF Mies 


A streamlined message placed in The 
Sporting News is the shortest route to 
hundreds of th ds of sports-minded 
men who read the “Baseball Paper of 
the World” every week. 

Reach travel-conscious men... @ 
picked market for everything a man 
buys — through The Sporting News. 
national baseball weekly. 


Published weekly for 66 years 
2018 Washington Ave., St. Louis 3, Mo. 
535 Fifth Avenue, New York 
520 N. Michigan Bivd., Chicago 
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ABC-TV CONFAB—Pictured at the first meeting of American Broadcasting Co.'s new 

video advisory committee in New York are (left to right) Kenneth Berkeley of 

WMAL-TV, Washington; Franklin Snyder of WXEL, Cleveland; Mort Watters of 

WCPO.-TV, Cincinnati; William Lane of WLTV, Atlanta, ond Otto P. Brandt of KING- 
TV, Seattle. Mr. Watters is chairman of the group. 


Seattle Gas Co. Vamps Future Housewives 
by Giving Away 93 Stoves to Local Schools 


SEATTLE, Oct. 8—Seattle Gas Co. 
believes that there’s nothing like 
the best equipment for effective 
demonstration of gas cooking. 

That’s why the company recent- 
ly gave 93 new models of a deluxe 
school gas range to Seattle schools 
for home economics classes in 
junior and senior high schools. 
These models replace old-style gas 
ranges, some as old as 35 years. 

In replacing the equipment, N. 
Henry Gellert, company president, 
promised to replace the ranges 
every two years with the latest 
models in order to keep the school 
equipment up to date. 


The ranges installed are called 
“Seattle Miss” and are termed the 
first compact school or laboratory- 
size range manufactured with all 
the deluxe and completely auto- 
matic features of modern gas 
ranges. They were made by the 
Wedgewood division of Rheem 
Mfg. Co., Newark, Cal., to Seattle 
Gas Co. specifications. 

In another phase of the com- 
pany’s public relations program, 
Mr. Gellert used television on 
KING-TV, Seattle, and a series of 
three radio broadcasts on KJR, 
KIRO, and KOMO, all Seattle, to 
tell the story of natural gas and 


the Pacific Northwest. At present, 
this region is the only one in the 


nation without natural gas. Mr. 
Gellert, heading the largest gas 
distribution company in the re- 


gion, has been a leader in the fight 
to bring natural gas into the Pa- 
cific Northwest. 


@ The talks give listeners an op- 
portunity to join in the fight for 
natural gas, working through their 
civic organizations and in direct 
contact with their representatives 
in the federal government. To 
build audience, the gas company 
used newspaper advertising, in- 
cluding front-page strips. Neigh- 
boring gas companies used the 
broadcasts either by direct line or 
by transcription. 

More than 2,500 letters inviting 
friends to tune in on the series 
were sent by Seattle Gas to archi- 
tects, plumbers, contractors, ap- 
pliance dealers and others. 


Honig-Cooper Co. handles the! 


account. 


Heads Forest Lawn Promotion 


Forest Lawn Memorial Park. 
Los Angeles, has appointed Frank 
E. Ford director of community af- 
fairs, in charge of advertising, 
publicity and public relations, Mr. 
Ford formerly was in executive 
advertising and promotion posts 
with the National Broadcasting 
Co.’s western division and Mc- 
Cann-Erickson, New York. 


Martin Stevens to Ellington 


Martin Stevens, 1951 winner of 
the art directors’ gold medal award 
has joined Ellington & Co., New 
York, as art director. Mr. Stevens 
was formerly with Hirshon-Gar- 
field. 


KMBC-KFR\M is wise in the ways of a woman. So is Bea John- 
son, newly appointed KMBC-KFRM Director of Women’s programs 
and conductress of the “Happy Home,” (8:30-9:00 AM, Monday through 
Friday). But that’s not all. Women in the Heart of America know 
all about Bea Johnson, too. They know her as housewife and mother, 
and one whose wide experience can provide them with the answers 
to their problems. That is the reason why they requested her return 
to the air. As Joanne Taylor on KMBC from 1936 to 1941, she was 
one of their all-time favorites. 


So now, more than ever before, the relationship between The 
KMBC-KFRM Team and the women of the Kansas City Primary 
Trade Area exists as a very effective cycle. These women are well 
acquainted with Bea Johnson. Bea and The Team are likewise well 
aware of the wishes of these listeners and are first to supply them 
am material that they want. The association of Bea 


Wolfson Joins Buskens Inc. 
Lincoln W. Wolfson has been 
appointed director of merchandis- 
ing and market research for Bus- 
kens Inc., Manchester, N.H., manu- 
facturer of women's and children’s 
shoes. Mr. Wolfson formerly was 
buyer and merchandise controller 
for the Feksway Shoe Corp., and 
was with the general merchandise 
office of Sears, Roebuck & Co. 


Announces New Rate Card 


Industrial Equipment News, 
published by Thomas Publishing 
Co., New York, has announced new 
advertising rates approximating a 
20% increase. New onetime rate 
for a one-ninth page unit is $160. 
The increase is effective immedi- 
ately for new advertisers, and with 


the June, 1953, issue for current 


advertisers. 


Wright Joins Ted Bates 

William R. Wright, formerly 
with Kenyon & Eckhardt, New 
York, has joined Ted Bates & Co., 
New York, as an account execu- 
tive. Mr. Wright was formerly with 
Procter & Gamble Co., Cincinnati, 
and General Foods Corp., New 
York. 


+ of readecshin! 


MOST IMPORTANT. 


HOARD’S DAIRYMAN 


_ The Stonderd of Ferm Quality . 


YOU MIGHT GET A 12° 8” 


BLACK MARLIN* 


BUT... 
YOU NEED THE 


FETZER STATIONS 
TO LAND BUSINESS 
IN WESTERN MICHIGAN! 


Whether you use radio, television or both, the Fetzer Stations are by 
all odds your best advertising “hooks” in Western Michigan! 


RADIO: 


pasty 


' 


WKZO, Kalamazoo, and WJEF, Grand Rapids, are among the 


most productive radio buys you'll ever find, anywhere. Together they 
give you about 57% more Kalamazoo and Grand Rapids listeners than 


tati hi ti 


the pext-best tw « 


in these two cities—yet cost 20% 


less! And “in-town” superiority is only part of the story. The 1949 BMB 
Report shows that WKZO-WJEF have greatly increased their undupli- 
cated rural audiences over 1946—up 52.9% at night, 16.7% in the 


daytime! 


TELEVISION: 


WKZO-TY is the Official Basic CBS Outlet for Kalama- 


zoo-Grand Rapids. Its brilliant Channel 3 picture effectively serves more 
than a quarter million television homes in America’s 18th television 
market—a 28-county area with a Net Effective Buying Income of 
more than two billion dollars. This is actually a larger TV market than 
Kansas City, Seattle or New Orleans! And here’s the payoff: An August, 


with the progr 

Johnson, KMBC_KFRM and the lady listeners is an unbeatable com- 
bination —for the advertiser. Bea’s sincere recommendation coupled 
with the prestige of KMBC-KFRM is certain to make sales of any 
product or service carried on “Happy Home.” 


1952 Videodex Diary Study proves that WKZO-TV delivers 93.4% 
more television homes than Western Michigan's other TV station! 


Ask your Avery-Knodel man for all the facts on WKZO-WJEF and 


* This is the third of o series on The KMBC-KFRM know- WKZO.-TV. Or write direct. 


how which spells dominance in the Heart of America. 


*In 1926 Laurie Mitchell got one this long, weighing 976 pounds, in 
Bay of Islands, New Zealand. 


Call KMBC-KFRM or Free & Peters for the story of Bea 
ond the “Happy Home.” BE WISE—REALIZE... that to 
seli the Whole Heart of America Wholeheartedly, it's 
“Happy Home” on... 


KMBC-K FRM 


 €BS RADIO FOR THE HEART OF AMERICA 


OWNED AND OPERATED BY MIDLAND BROADCASTING COMPANY 


(CBS RADIO) cane @ ADIO) 


ALL THREE OWNED AND OPERATED BY 


FETZER BROADCASTING COMPANY 
AVERY-KNODEL, INC., EXCLUSIVE NATIONAL REPRESENTATIVES 
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"Let's wait till we see how 
the election turns out." 


. 


: 
' 


: 


5 


Ever since the days when the early Stone Age 
dwellers ventured forth from their caves, men 
have been inventing reasons for avoiding action. 
Yet the lessons of history have taught us that a 
week later, a month later, or even years later 
there will always be just as many seemingly valid 
excuses for delay. 


Sometimes failure to act is unimportant... or 
procrastination simply delays progress for a 
while. But there are occasions when a “wait 
and see” attitude can cause us to miss. the 


boat entirely. 
This is one of those times. 


America has entered a decade of opportunity. 
Economic forces are at work which (regardless 


of political developments) are bound to produce 
a greatly expanded economy. By 1960, there will 
be 18,000,000 more people to house and clothe 
and feed. There will be 5.100.000 more families 
demanding automobiles, refrigerators, television 
sets and the countless other products of indus- 
try. To serve these millions, thousands of new 
plants will be built, filled with new equipment 
and consuming vast amounts of materials 
and supplies. 


The 1950°s are a decade of opportunity ... the 
markets of 1960 will be tremendous. But this is 
a moving. growing opportunity. [t calls for 
action today. The companies which are planning 
now... and advertising now... will be strides 


ahead of competition in the years ahead. 
PUBLISHING 


™ PENTON company 


PENTON BULLDING e CLEVELAND 13, OHTO 
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ENTRANCE—Stepping off the elevator, the visitor finds him- 
self in this comfortable but not ornate reception room. The 
desk at left is manned in turn by one of the four operators 
of the switchboard, which is just on the other side of the 
wall 


SMALL BUT COMPLETE—This is one of two small conference 
rooms, each of which is equipped with radio and tele- 
vision. The speaker is above the set, and there's a screen 
behind the panels in the left background 


CONFERENCE—Jack Smock, v.p., Don Belding, president, and 
William Pringle, executive v.p., hold a discussion in Mr 
Belding’s office. Informality is the key, because Mr. Beld- 
ing feels that, since he spends more time here than at 
home, his office should be as comfortable as possible. 


Feature Section 


Advertising Age 


THE NATIONAL NEWSPAPER. 


Foote, Cone & Belding’s Los Angeles Statf 7 
Gets Settled in New Statler Center Bldg. 


There’s no waste space in the new 
Foote, Cone & Belding Los Angeles offices 
in the new Statler Center Bldg. Occupy- 
ing 14,010 square feet, the agency has 
taken over the entire 10th floor of the 
building, for “90%” of its activities, and 
part of the 9th floor, which houses the 
accounting and research departments and 
the library. 


8 The agency, which has approximately 
100 employes, is the largest west of Chi- 
cago. Annual billings for the Los Angeles 
office are in excess of $10,000,000. 

Maximum efficiency in the use of space 
was made possible by the fact that, since 
the building has just been opened, it was 
not necessary to build to conform to any 
existing construction and it was possible 
to design, plan and arrange the operation 
right from the shell. 

The layout is the result of an intensive 
study of traffic between departments in 
the agency’s previous offices. The layout 
principle followed might be likened to a 
wheel, with the general executives and 
other creative personnel on the rim, and 
the service, typing and production de- 
partments forming the hub. 


® This arrangement gives v.p.s, account 
executives, copywriters and art directors 
quick access to all needed service per- 
sonnel. All art directors have a natural 
north light. 

All offices are of the same size, except 
those of Don Belding, president, William 
Pringle, executive v.p., and other v.p.s. 
Everyone with an office was allowed a 
choice of wall colors and curtains (four 
combinations), and of a desk finish (three 
available). 

The agency, then Lord & Thomas, first 
opened its Los Angeles office in 1916. 


VEEP’S CORNER—This is typical of v.p.s’ offices, which differ 
from those of account executives principally in that they 
are about 2% feet wider, and are furnished with 
sofas, such as the one seen at the right. 


F MARKETING 


Corn’s Okay. Woolf Says 
Re-examination of TV—No. 1 
Kennedy: How to Sell Hay 


Admen Can Aid Community 


THE HUB—This a view of the north-south hall, shotping . 
part of the traffic department and illustrating the way : 
in which one large room is divided to provide a degr@€e of 
privacy. At right are offices of creative, art, copy7and 


contact personnel 


IT’S A SPECIAL— This art director's office shows the furniture 
specially designed for storage and convenience. Included 
are shallow drawers, cases for books and equipment and 
at corner, a compartment for storage (top panel lifts up) 


NO KNICK-KNACKS—There’s plenty of leg room under the un- 
conventional desk in President Don Belding’s office 
Drawers and storage compartments provide space for the 
usual top-of-the-desk clutter. 
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The Lasker Story... As He Told It 


XV 


On Owning and Advertising the Same Business 


Last week Mr. Lasker told how his prolonged absence from Lord & 


Thomas reyulted in confusion and lack of direction in the agency's opera- 


tion. This 


agreement with Claude Hopkins on 


efficiently advertise a business which 


That I know is what was the matter 
with our business 

What was the result? I remember my 
first meeting when I came back with Mr 
Hummert. It was almost a broken down 
business. He couldn’t get a piece of art 
through the art department. A new art 
manager had come in, a good man, a man 
whom I personally like very much, but 
this man had no notion of system. He 
couldn't delegate anything to anyone else, 
and, being temperamental, he couldn’t al- 
ways attend to what he was to attend to 
The result was that the simplest layout, 
which should have come through in a day 
or two, sometimes took weeks, and clients 
simply couldn't stand the delays, and 
writers and contact men couldn't stand 
the unreliabilities and the uncertainties 

I mention that merely because we were 
yeaking of the advent of art as a major 

ctor into our copy concept, and to illus- 


ate the disorganization that was ram- 
Rant 
" Then, through my having been away so 

ng, many of the men had gotten into 

bits of work and thought which, right 
i® themselves, did not coordinate into 
ver situations. For instance, Mr. Hop- 
is, whom I think the highest in the 
rid of, made up his mind that our 
ture lay not in serving clients, but in 
ing into businesses and being our own 
> He had come to that conclusion 
@@ring my absence, Had I been here and 
hac we been together and could have 
ked it over every day, maybe his mind 

uldn’t have grown that way. But it did, 
afd it was so crystallized that it was im- 
p@sible to change it 

= 
8 Now, some years before I had invested 
im clients’ businesses to show them my 
ca@pfidence in our work, When I went into 
t government employ I divested myself 
icsemes in all businesses of clients 
where my holding was so great that I in 
any manner perforce became responsible 
to myself and to others for the manage- 
ment in any measure greater than I would 
have been if I hadn't held the stock in it 

In other words, | own stock today in 
many businesses advertised by competi- 
tors, because I think they have sound 
businesses. I just bought some of the 
Dodge Brothers stock. | am never going 
to advertise them. I bought Coty stock 
when it came out. I don’t expect to ad- 
vertise it. But I know that they are sound 
businesses 

Well, there is no reason why, in the 
same way, if I buy stock in competitors’ 
businesses, I shouldn't buy stock in cli- 
ents’ businesses. But in no business [do 
I own stock] that in any way makes it 
necessary for me to have any more say 
in the management than if I didn’t own 
stock. 

But for a period I did buy in so deeply 
in the businesses that I did have to say 
something in the management, and I 
learned the great lesson that I had to be 
entirely in those businesses if I was going 
to run them, because I didn’t have the 
pulse of the business. 


8 And that is just what was lacking with 
Lord & Thomas while I was gone. There 
was no one with his hand on the pulse 
of the business, because each one cf the 
staff was busy doing his own work. There 
must always be someone who has no 
other work to do but the work of feeling 
the pulse of the business and coming in 


veck he discusses other aspects of this subject, and also his dis- 


whether an advertising agent car 


he owns 


contact with the executives who are really 
doing the business and then helping co- 
ordinate it into grand policies; receiving 
the detailed policy from those who know 
much more about it than he possibly can 
and using those threads of detailed policy 
to weave it into national policy. 

Now, I had divested myself of these out- 
side businesses. However, I gave those 
outside businesses more thought than any 
advertising agent can afford to give to 
any client’s business. It may be, of course, 
that I was dumb and therefore shouldn't 
be an advertising agent, but I certainly 
proved that you couldn't run a business as 
an advertising agent, and that those cli- 
ents who expect us to work out major 
policies which they should work out for 
themselves are going to be disappointed 

Of course, there being businesses where 
advertising is the all-in-all of the busi- 
ness, those naturally any agent can run—a 
mail order business, a patent medicine 
business, for instance, and, in large meas- 
ure, some forms of cosmetic businesses 
Of course I want to make no statement to 
which I don’t recognize there are excep- 
tions, but they must be businesses that 
are practically entirely dependent on the 
advertising 

On the other hand, the advertising 
agent, by not being connected directly 
with the business, but by making himself 
expert in consumer reactions, can do for 
a business in merchandising policies things 
that he can’t possibly do for it if he gets 
too close to its merchandising policies, 
because the manufacturer will have lost 
the only contact he has with the con- 
sumer’s viewpoint. And very often the 
thing that appeals to the consumer the 
most is the thing that appeals to the man- 
ufacturer the least 


® Getting back to my little incident with 
Mr. Hopkins, I remember when I was 
negotiating with him to come with us I 
asked him, “How did you come to write 
that [Schlitz] copy?” which at that time 
created a great interest in advertising 
circles as wonderful copy. 

He said, “Well, I went up at the re- 
quest of Mr. Stack, and Mr. Uihlein, the 
head of the brewery, showed me through. 
We came to a room where there were im- 
mense masses of steam and he said, 
‘Hurry through, there is nothing to see 
here,’ and I hadn't seen a thing in the 
plant that interested me until I came to 
that room, so I asked him to explain it. 

“‘Oh,’ he said, ‘they clean the bottles 
out here by means of live steam so there 
will be no fermentation, but,’ he said, 
‘there is nothing to that. You don’t want 
to lose any time on that, every brewery 
does that, because if they didn’t they 
couldn't use their old bottles. The beer 
would ferment in them. Hurry up through 
here.’” 

“But,” Hopkins said, “I didn’t hurry. I 
stayed there and I watched. I went all 
through his plant, he showed me wonder- 
ful laboratories and exclusive things they 
were doing; but the only thing I saw that 
would interest the consumer was that 
they blew live steam into the bottles and 
thus cleaned them out to prevent fermen- 
tation 

“So,” Hopkins said, “I went out and 
told it to the world. I didn’t say we did 
it exclusively, and I didn’t say no other 
brewer did it, but no other brewer had 
said it up to that time, and no other 
brewer wanted to come out and say it 


x | bearer yates. oie 


after that advertisement appeared, be- 
cause it would look as if he wanted to 
copy Schlitz 

So you see what interested that manu- 
facturer the least was the very thing that 
interested the consumer the most. If he 
got too technical he would lose that great- 
est of talents, for advertising is a talent 
It is born in you, like singing, or it is not 
You have it or you haven't. It is con- 
ceived in the mother’s womb and you 

epresent him to the public. 

You must have the flair for it, and 
that flair is to be sensitive automatically 
to consumer reaction, and then, through 
thousands of experiences in the years that 
pass to know instinctively and intuitively 
what there is in a product or in a situa- 
tion which will appeal to the masses of 
the public whom you represent. You do 
not represent the manufacturer, you rep- 
resent the public to him, and, in turn, 
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represent him to the public 

Therefore, when these intuitive reac- 
tions come, they don’t come through 
“hunch” entirely. If you have the flair 
for advertising born in you when you 
start as a cub, you work around and with 
men who have had such experience that 
they get the reaction. You are a cub ad- 
vertising man and they let you work 
around them, and from working around 
them you get your original start of ex- 
perience, 

Then when it comes where you have to 
have some reaction, you get that reaction 
based on your instinct, which gives you a 
power of selectivity for what out of that 
given experience will help the given situa- 
tion. And from that you grow into situa- 
tions of your own, and finally, after years, 
you have had so many thousands of ex- 
periences that that power of selectivity 
automatically asserts itself. 


Next week: Mr. Lasker brings his historical sketch of Lord & Thomas to 
a close and adjourns the meeting until the following morning (Sunday) 


Looking at the Retail Ads 


a 


IVANHOE 


om en 


By Clyde Bedell 


It is axiomatic that you are not likely to 
solve a problem well unless you can state 
it well. I believe this applies to advertising. 
How often is an ad created by people who 
have not first stated well the problem 
the ad is intended to solve? 

Suppose an ad is intended to sell furs 
to women—to induce as many of them as 
possible to come to a store to shop for furs 
Starting at that point, state the problem as 
you will, and you will hardly come up 
with the “solution” shown here. 

I have helped many stores sell furs. I 
know furs are hard to sell. I know news- 
paper advertising can go a long way to- 
ward achieving that hard job. It takes 
forthright selling and good copy to get 
maximum response from any given space. 

Here, a store uses two full pages for an 
important event—an annual fur sale. The 
reason given for coming to this store for 
furs is because “it’s escape’”—from heat, 
doldrums, etc 

Why do women buy furs? Where is the 
glamor here? Where the allure, where the 
dark magic and softness of fur against the 
white of a woman’s skin? Where is the 
luxurious warmth and pride—the satis- 
faction and the grace—the incomparable 
drape of fur—FUR! 

This ad sells furs only a little more 
poorly than an ad for most stores sells 
furs nowadays, the way an ad for the 
same stores sells a dishpan or a powder 
puff...a wasteful, circuitous, approach 


Peewee pets ct Ge see of he ee 
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New Yorkers go te Macy's August = 


FUR 


SALE 


a few details...and little more. 

Is this really a wonderful price for 
such a coat? Then why not say so boldly 
and with true enthusiasm? “Ivanhoe”— 
a movie—gets a page with a huge block 
of copy in big easy-to-read type. How 
much selling does the coat get? Apparent- 
ly the store is prouder of MGM's movie 
than of their coat or coats. The store be- 
lieves women who are in the market for 
furs are more interested in “Ivanhoe” 
than in furs, hence they will interest those 
women in the movie and then spring the 
subject “FURS.” (If MGM or its satel- 
lites paid for the page, which I guess they 
did, it still is a poor way to sell furs if 
the lessons I have learned in selling furs 
mean anything.) 

Time was when a store was in business 
frankly to serve women well by selling 
them wonderful things. Nowadays, stores 
either don’t know how to sell or are a 
little ashamed to be caught selling, so they 
(attempt to) engage a woman's attention 
with cabbages or kings, and then when 
she pays attention, they slip in a few 
apologetic points about their merchandise 
Apologetic? Yes—look at the small type, 
printed on a grey background. But not 
the movie copy! That's bold and it sells. 
Price $1.50, I believe. Coat $1,994! Sell- 
ing? Only incidental to what it could 
have been. If Macy’s sold coats with this 
double page spread, a Claude Hopkins, a 
John E. Kennedy, or a modern student 
of advertising-that-sells could have sold 
far more, I believe, in half the space. 
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Salesense in Advertising... 


What Is Wrong with Corn in Advertising? 


By James D. Woolf 
Advertising Consultant 


Senator Richard Nixon's radio-tele- 
vision defense of his integrity was heard, 
I suppose, by many of my readers. I heard 
it in company with eight or ten men and 
women at a dinner party. At the close of 
the talk the women 
were unashamedly on 
the verge of tears. Now 
I learn that Ike and 
Dick actually did shed 
tears when they met at 
the Wheeling airport. 

On the day follow- 
ing the broadcast I 
asked a friend of mine, 
Oliver La Farge, well- 
known author, what he 
thought of Nixon's address. “Corn,” re- 
plied Oliver. “Unadulterated corn.” I put 
the same question to another friend of 
mine, a former newspaper editor. “Mush,” 
he said. “Pure mush.” Corn meal mush, 
I believe, is what he had in mind. 

“Corn,” in the general sense meant by 
these two writers, may have slightly dif- 
ferent meanings to different people. I can 
find in the literature no clear and offi- 
cially accepted definition of the term 
Mencken’s “The American Language” 
takes no notice of it. Webster’s Dictionary 
offers no definition. “The American The- 
saurus of Slang” associates it with such 
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words and phrases as schmalz, meller 
drammer, jazz in long underwear, old 
wheeze, bromidic, triteness, and “camp- 
meeting” or “Holy Roller” sentimentality 


@ | gather that nobody knows for sure 
whether or not Nixon’s talk made or lost 
votes for the Republican ticket. But it 
does appear that the Republican National 
Committee is satisfied with its effect on 
the people. It is my own opinion that the 
senator's broadcast helped his cause. Its 
corniness is my reason for my belief in 
its effectiveness. 

What’s the matter with corn anyway 
in politics, in preaching from the pulpit, 
or in advertising? The human race is 
corny, even as you and I, We sneer at 
corniness—but we love it, You'll find 
plenty of corn in everything that has irre- 
sistible “box office’—‘Abie’s Irish Rose,” 
“How to Win Friends and Influence 
People,” Billy Graham, Arthur Godfrey, 
Truman’s 1948 whistle-stop speeches, 
“Gone With the Wind,’ Kate Smith, the 
late but not lamented Hadacol campaign, 
and 75% of the speeches made at the con- 
ventions of editors, publishers, morticians, 
realtors, laundrymen, radio news analysts, 
optometrists, and advertising men. 

And you'll find, year after year, a 
bumper crop of corn in advertising—in 
all forms of media. This I approve. Take 
out the corn and advertising would be 
robbed of much of its effectiveness. 

Many times in this column I have at- 
tacked poor taste in advertising. I have 
deplored vulgarity. I have grieved over 
bombast. I have cried out against “cheap- 
ness.” But corn, as used with decent re- 
straint in advertising of demonstrated 
effectiveness, is not any of these disagree- 
able things. If it is, then the’ American 
people are “cheap,” given to bombast, 
vulgar, and low in matters of taste. 


@ Let's take a look at a few advertise- 
ments that have been acclaimed as out- 
standing examples of our art. They have 
been immortalized in “The 100 Greatest 
Advertisements,” by Julian L. Watkins, 
a JWT vice-president. 

Take, for example, Ned Jordan's great 
classic, “Somewhere West of Laramie,” 
an advertisement that has been credited 
with selling a lot of Jordan cars. Here is 
corn at its best: “Somewhere west of 
Laramie there's a broncho-busting, steer- 
roping girl who knows what I’m talking 


about...the Playboy was built for her... 
Built for the lass whose face is brown 
with the sun when the day is done of revel 
and romp and race...” 

Or take John Caples’ “They Laughed 
When I Sat Down At the Piano But When 
I Started to Play!” Listen to the hero of 
the tale: “With mock dignity I drew out 
a silk hanukerchief and lightly dusted off 
the keys. Then I rose and gave the revolv- 
ing piano stool a quarter of a turn, just as 
Il had seen an imitator of Paderewski do 
in a vaudeville sketch...1 played...l 
heard gasps of amazement. My friends sat 
breathless—spelibound!” That, my friends, 
is CORN—but it was, says Mr. Watkins, 
“a remarkably successful piano ad.” 

Then of course, there’s the New Haven's 
“The Kid In Upper 4.” This ad, reports 
Mr, Watkins, was read on leading radio 
programs by the stars themselves, made 
into a song, pinned to thousands of bul- 
fetin boards, reproduced free in leading 
magazines and newspapers, read from the 
pulpits, etc. As 1 remarked earlier in this 
piece, the people love corn: “Tonight, he 
knows, he is leaving behind a lot of little 
things—and big ones...the taste of ham- 
burgers and pop...The pretty gitl who 
writes so often. ..that gray-haired woman, 
so proud and awkward at the Station... 
There’s a lump in his throat. And maybe 

a tear fills his eye. It doesn’t matter, 
Kid, Nobody will see..it’s too dark.” 

And yet, assert some of our columnists 
and newscasters, Senator Nixon overdid 
it when he told his listeners about his 
littke cocker spaniel, his meager $4,000 
iife insurance policy, Pat’s equally meager 
cloth coat, his mortgages on his homes, 
his loan at the bank, etc. Never mind, 
Senator Nixon: I think that Nelson Met- 
calf, who wrote the New Haven ad, will 
agree with me that you did all right. The 
people love corn. 


@ My tribute to corn is in no sense a de- 
lense Ol hitting people below the belt with 
cheap and dishonest emotional appeals. | 
continue to insist, as always, that adver- 
tising at its best provides the consumer 
With adequate and truthtul information. 
1 am not suggesting here that it is right 
to betray the public into making unwise 
purchases with “Holy Roller’ sentimen- 
tality. I am merely saying that, held 
within decent bounds, a corny presenta- 
tion of a sales story for a worthy product 
is often very effective. 

’ There is no denying that the American 
people are sentimental in the extreme. 
We adore babies and little puppy dogs 
and firemen rescuing helpless kittens 
marooned on high trees. We love meller 
drammer in the soap opera, weeping at 
the movies, and whooping it up at camp- 
meetings. Also there is nothing in our 
pattern of living that suggests we are per- 
nickety or queasy, We like sweat shirts, 
socks draped around our shoes and gaily 
colored feathers in our hat bands. We are 
not in the least squeamish about drug- 
store fountain lunches and beer outa the 
can. Our vernacular speech is freighted 
with bromides and cliches because we like 
to talk that way. We prefer corn in the 
comics to thought-provoking discussion 
on the editorial page. That we respond 
happily to banal jokes and stereotyped 
gags, is proved endlessly on radio and 
television. Quizmaster Bob Hawk, com- 
menting in Time on his early days in 
radio, claims to have been the first real 
disc jockey, in 1935, when he began crack- 
ing jokes between records. “It was real 
corn,” Bob testifies, “but the people loved 
%.” 

In short, we are corny—and, what’s 
more, we appear to be getting cornier 
every day. This is strikingly evident in 
magazine publishing. Just compare the 
editorial contents of the leading mag- 
azines at the turn of the century, if you 


can lay your hands on a few copies, with 
what is on sale at the newsstands today! 

I am not saying all this in a spirit of 
despair. There is nothing immoral in corn 
and it is perhaps true that the cornier one 
is the more fun one gets out of life. Cer- 
tainly life must be a little dreary to those 
sensitive and supercilious souls who are 
hyperallergic to succulent Golden Bantam. 


G. D. Crain Jr. Says... 


Be that as it may, the adman as well as 
the politician will do weli not to ignore 
human corniness. More than once I have 
seen an overly fastidious clent or a 
delicat agency head turn thumbs down 
on an excellent idea because of its corni- 
ness. Within honorable limits~in politics, 
preaching, selling, or advertising—what’s 
wrong with corn? 


He Helped a Hospital to Grow 


Paul E. Faust, veteran Chicago adver- 
tising man, whose recent death was re- 
ported in ADVERTISING AGE, made a name 
for himself in the agency business over 
a long period. However, I am sure that one 
of the activities which gave him most 
satisfaction was his contribution to the 
Evanston Hospital, of Evanston, IIL. of 
which he was a trustee. 

A few weeks ago in Philadelphia, Evan- 
ston Hospital received a bronze plaque 
from Hospital Management Magazine to 
symbolize its being chosen as the leader in 
public relations work in its classification 
of hospitals. This fine institution is one of 
many which conduct regularly organized 
public relations programs, with qualified 
personnel handling the various aspects of 
their contacts with the public. 


8 Mr. Faust helped to develop the public 
relations work at Evanston Hospital, in- 
cluding its fine monthly magazine, ‘The 
Pilot,” which is widely read throughout 
the North Shore area which the hospital 
serves, and from which it gets most of its 
financial support. This magazine is well 
edited and interestingly illustrated, and 
constantly reflects the high standards of 
service maintained by Evanston Hospital 

The administrator and public relations 
director of the hospital have commented 
many times on the fine service rendered 
by Mr. Faust, particularly in the field of 
public relations. His specialized knowl- 
edge of effective techniques for making 
the institution even more favorably known 


among those who have a direct interest 
in its work proved to be of immense value 
to the hospital, and therefore to the com- 
munity. 

The advertising field is thoroughly con- 
scious of the importance of public service 
work, and the impressive record of the 
Advertising Council in making the facili- 
ties of advertising available for public ser- 
vice projects has become one of the most 
effective demonstrations of the value of 
advertising in promoting the public in- 
terest as well as in merchandising goods 


® But the opportunity for individual ad- 
vertising men to contribute in an impor- 
tant way to their own local enterprises of 
a public service character is so*great that 
the example of Paul Faust might well be 
followed by others. Hospitals and other 
non-profit community enterprises Beed 
the abilities and special skills of advef®tis- 
ing and public relations men to acquaint 
their local publics both with the s@ope 
of their work and their needs for future 
development. Any advertising man Who 
helped to make a hospital bigger and Bet- 
ter in its service to the community c@uld 
rightly feel that he had made an imper- 
tant contribution as a citizen as welf as 
a specialist in the arts of communicati@n. 

Paul Faust’s record at Evanston Hos- 
pital, to whose constant growth he @pn- 
tributed in no small measure, is an in- 
dication of the opportunities open to @d- 
vertising men in one important field of 
public service. 


The Eye and Ear Department... 


A Re-Examination of Television-No. 1 — 


Occasionally a new program appears on 
the TV screen whose quality causes some 
reviewer to express the opinion that 
“television is at last reaching maturity.” 
It is doubtful that television, like the 
human beings respon- 
sible for it, will ever 
reach full maturity. 
There may be an iso- 
lated instance, here 
and there, that re- 
sembles maturation 
but, by and large, tele- 
vision like the human 
race itself is undoubt- 
edly fated to pass 
through stages. And 
those who make a living by it, or in it, 
may be best advised to take stock, at 
periodic intervals, of what has happened. 

It was stated rather widely, for ex- 
ample, when TV first burst upon the 
scene, that radio would soon be relegated 
largely to the function of simply broad- 
casting news. Yet John Cameron Swayze 
joes as good a job of telecasting news as 
anyone on radio does of broadcasting it. 
And Ed Murrow, with his “See It Now,” 
despite this reviewer's complaint that he 
originally became too entangled with TV 
equipment, makes the news “live” far be- 
yond the capacity of any radio news- 
gatherer to go and do likewise. Drew 
Pearson, in this reviewer's opinion, is 
better on TV than he was on radio. And 
beyond doubt baseball games, football 
games, wrestling matches and prizefights 


John C. Swayze 


have a greater immediacy on TV than 
they had and have on radio 

It was also said, and not so long ago, 
that the quiz show could not successfully 
be transferred from radio to TV. The rea- 
son given was that it would be too static 
Yet a show like “What's My Line?” 
with no pariicular visual gimmicks—and 
“Meet the Press’’—whose panelists remain 
stolidly in their places—have attained a 
high popularity. 


8 Shows like these also run counter to the 
opinion, once glibly expressed, that be- 
cause TV is visual it becomes necessary 
for the yiewer to have plenty to see 
Drew Pearson, to some extent, labors 
under this illusion—with his use of visual 
gimmicks to establish a point. 

Human beings, however, since the dawn 
of recorded history, have had the benefit 
of five senses. Radio catered to only one 
of these—hearing. Television caters to two 

hearing and sight. It does not follow, 
however, that simply because television 
caters to sight it must go overboard in 
what it presents to the eye. Radio, for ex- 
ample, does not become any more inter- 
esting to the ear by becoming louder 
And those responsible for television pro- 
grams may be making a great—and ex- 
pensive—mistake by concluding that the 
more TV programs show, the more inter- 
esting they become. It is quite likely that 
the more they show, the more confusing 
they become—or the more tiring 

(To be continued) 
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* that particular load of Hay poss 


Famed Copywriter John E. Kennedy Tells 


How to Sell a Load of Hay 


Reproduction of a page of the writings of John E. Kennedy, famed copy- 
writer at the turn of the century, in one if the instalments of “The Lasker 


Story,’ 


has caused readers to ask for more of Kennedy’s writings. So we 


present here a complete chapter which originally appeared in “Judicious 
Advertising,” monthly magazine published by Lord. & Thomas. It discusses 


1 simple problem—how to sell hay 
‘ 


Now, let us be frank! 

Let us look at this subject of Adver- 
tising squarely, and dissect it 

Let us discard all prejudice or predilec- 
tion, and accept only Evidence in our final 
investigation 

Let us cut out sentiment, precedent, and 
Popular Opinion,” and treat the subject 
as though we had never heard of it before 
and “came from Missouri.” 

If. for instance, we had a load of Hay 
to seil how would we attempt to sell it? 

Would we customers the 
Daisies that grew in it, ask them to note 
the Style of the loading, the fine pair of 
horses that draw it, and the Vandyke or 


show our 


Otherwise beard of the Driver? 

Would we tell him this is the same kind 
of Hay as was raked by “Maud Muller on 
a Summer's Day” in Whittier’s poem? 

Guess not! eh? 

We'd tell him of the nutritious quali- 


ssed, 


»r the feeding of horses, and then we'd 
Bame the price delivered, show why the 
Bay was worth it, and let it go at that 

Now, if our customer lived at a dis- 
= and we must sell him the Hay by 
Bitter, how would we proceed? 
f Quote “Maud Muller” to him 
fer to the Daisies, the Horse, the Beard? 

No sir—not for a moment! 

We would confine ourselves carefully 


then re- 


the feeding qualities of our Hay, and 
to the Advantages of buying while the 


price was right 

SBut, suppose we had five hundred loads 

this Hay to sell, instead of one load, 

d did not know just who to write to in 
order to sell it 

That's when we'd Advertise! 

But does the fact of our going into Print 
mean that we must go into Literature, 
Agt. or Clever Conceits in space-filling 
téo, in order to sell our Hay through Ad- 
vertising? 

'Are we not still trying to sell just 
Hloorse-feed? How can we expect the pic- 
ture of “Maud Muller on a Summer's 
Day" to help us close a deal with an un- 
Horses to Feed, 


poetical party who has 
and must do it economically 

The Horse owner knows good Hay when 
he sees it, and he will know it from de- 
scription as well as from sight 

When he needs good Hay then the most 
interesting thing we can tell him is a 
description of the Hay we have to sell, 
and why it is worth the price 

No amount of Maud Muller picture, or 
“Association of Ideas’ will sell him Hay 
so surely and quickly as plain Hay-talk 


and Herse-sense 


@ But the Advertiser will be told that “in 
order for an Advertisement to sell goods 
it must first be seen and read!” 

He will also be told that “in the mass 
of reading matter surrounding your Ad- 
vertisement your Space must be made 


more ‘attractive’ than the rest, in order 
to be seen and read by the largest possible 
number 

Now, at first sight this line of talk looks 
logical enough, but how does it dissect? 

Suppose you have a pretty Maud Muller 
advertisement about your Hay, with a 
fancy border of Daisies all around it, and 


a delicate vignette of “the Judge looked 


back as he climbed the hill!” 

You would certainly attract the atten- 
tion of many more Readers with that 
Advt. than with the bald caption of “Hay 
delivered, at $8 a ton.” 

But the man who wants Hay is the only 
party from whom you can get back the 


cost of your advertising, and you can 
interest him more intensely with the Hay 
caption than with all the “Maud Muller” 
kind of advertisements in the publication 
field 

And, you can afford to lose the “atten- 
tion” of 400,000 Readers who have no use 
for Hay, if you can clinch sales for your 
five hundred loads with a few people who 
do need it 


® Observe that it is not necessary to “at- 
tract the attention” of every Reader in a 
430,000 circulation, in order to sell 500 
loads of Hay. 

But it is vitally necessary that you 
convince at least 500 probable Purchasers 
that you have the kind of Hay they need, 
at the price they can afford to pay for it. 

If an advertisement, in a circulation of 
430,000, costs $60 and we have a profit 
of $1 per load on Hay, we need only sell 
one load each to sixty people in order to 
pay expenses 

gut, if we “Attract the attention” of 
80,000 people by our advertisement, and 
sell only thirty loads of Hay to them, we 
would then be out $30, and must credit 
the balance of our Advertising invest- 
ment to “General Publicity’—to “Keep- 
ing-the-Name-before-the-People”—etc., 
in the vague hope that some other day 
these people may perhaps buy Hay from 
us, if we then have it to sell. 

That mistaken idea of “Attracting the 
Attention of the greatest number, for a 
is what costs fortunes to 
Advertisers annually. 

The striving to “Attract Attention” in- 
stead of striving to positively Sell Goods 
is the basis of all Advertising misunder- 
standing. 

So long as “Attracting Attention” re- 
maigs the aim of Advertisers, so long will 
the process of attracting it remain in the 
hands of Advertising Men who affect the 
Literary and Artistic attitude, rather than 
the plain, logical, convincing attitude of 
the Reason-Why Salesman-on-Paper. 

And, great are the Advertising Writers’ 
temptations to use “Attractive” copy at 
the expense of Convincing copy. 

Because, great is the temptation to be 
considered “smart,” “bright,” “catchy,” 
“Literary,” “Artistic,” “Dignified,” “High- 
grade,” etc 


given price,” 


® There is popular applause for the Writer 
of catchy “General Publicity,” which “at- 
tracts attention” even though it does not 
sell goods 
jut, there is no applause for the 
Writer of prosaic Salesmanship-on-Paper 
which is forceful enough, and convincing 
enough to actually sell goods in volume. 
This is one reason-why “Catchy” Ad- 
vertising is so current, and true Reason- 
Why Salesmanship-in-Type is so rare. 
Another reason is the far greater cost 
studied Reason-Why-Sales- 
manship-in-Type than to produce four 
times as much catchy “General Publicity.” 
A still further reason is that the Makers 
of “General Publicity” know they can 
never be held to account for defining re- 
sults from the latter kind of Copy, because 
nothing definite is promised through it, 
other than 
To “Keep-the-Name-before-the- 
People.” 
to “Make a General Impression on 
the Trade.” 
To “Influence Sales. 
To “Protect the Market.” 
These are the vague nothings promised 
the Makers of “General 


to produce 


the Advertiser by 
Publicity.’ 


errr rrr rrrrre 


Advertising Age, October 13, 1952 


P een 
‘ 
\ 
} The Creative Man’‘s Corner... 
The Creative Man is on vacation. He will be back in The 
Corner in the issue of Oct. 27. 


were rrrrer 


These are the fractional parts of Ad- 
vertising he gets in return for an outlay 
which could have brought him back 150 
per cent instead of 30 to 90 per cent of 
his outlay for Space. 


Remember that Reason-Why Salesman- 
ship-on-Paper will do all that “General 
Publicity” can do toward “Keeping-the- 
Name-before-the-People,” “Creating a 
General Impression on the Trade,” etc 


Mail Order and Direct Mail Clinic... 


Efficient Order Handling Is Vital 


By Whitt Northmore Schultz 

“How do you process orders that come 
through the mail?” a member of the 
Peoria Advertising and Selling Club asked 
me recently after I had spoken before this 
alert group. 

In my opinion, a safe, simple, efficient 
method of handling and processing mail 
orders is vital to the successful company. 

Action begins the moment letters are 
received at our headquarters. And here 
are the specific steps we follow: 

1. Separate all orders from miscellane- 
ous mail such as advertising matter, bills, 
circulars, etc. 

2. Put letter-orders in separate stacks, 
by code. 

3. Open mail. Record coded orders in 
ad record book. 

4. Separate Illinois orders on which we 
must pay a 2% sales tax. Also separate 
and record orders for products subject to 
federal taxes—our silver-plated products, 
for instance. 

5. Remove checks, cash er money orders 
from envelopes, carefully checking to see 
that checks are signed and amounts sent 
are correct and cover merchandise 
ordered. (Later, remittances are totaled 
and deposited.) 

6. Carefully read each letter, marking 
in red pencil what item is ordered, print- 
ing customer’s complete name and ad- 
dress, should they be illegible—and they 


Tips for the Production Man... 


often are! 

7. Group together all orders that call 
for the same product. 

8. Make an Addressograph plate for 
each order, again carefully checking plate 


for accuracy with customer's original 
order. (Whenever possible, we use com- 
plete names, eliminating abbreviations. 


And we put street address, city, and state 
on separate lines, usually capitalizing the 
fully spelled out state to make post office 
handling swifter. Mail sorters read up, 
you know.) 

9. Use Addressograph plate to (a) ad- 
dress first class acknowledgement card 
sent to customer on the day his order 
reaches us; (b) address label for pack- 
age; (c) address follow-up advertising 
matter in the form of a flyer or catalog 
which we will send to our customer ten 
or so days after the merchandise ordered 
is delivered and, we hope, has delighted 
the customer. 

10. Staple label in left hand corner of 
the original letter-order where the label 
is again checked for accuracy. Orders are 
then sent to the shipping department and 
filled. 

There's another step I'd like to recom- 
mend. That is putting postal zone num- 
bers on plate and label to help order 
wrappers and shippers quickly determine 
package destination, by zone, thus en- 
abling quick figuring of postage rates. 


It's Official-the Narrower Newspaper Column 


By Kenneth B. Butler 

A few weeks ago we reported the grow- 
ing opposition to the results caused by ex- 
cessive shrinkage of newspaper ad mats, 
and the inner battle that was going on 
among newspaper production people 
themselves as how best to meet this prob- 
lem. 

At that time we guessed that the re- 
duction of column width, to avoid excess 
shrinkage, would be the ultimate answer. 

Now it’s official. A forthright announce- 
ment has been sent out by the Four A’s, 
addressed to the attention of production 
men, giving the new measurements. 


8 To meet the changed conditions of nar- 
rower columns, all single column plates 
should not exceed 17% inches in width. For 
advertisements wider than one column, 
the additional columns should be 1 15/16 
inches in width. Thus a two-column ad 
plate should not exceed 3 13/16 inches in 
width 

It is pointed out that since so many 
papers are involved, the transition will 
take place over a period of time. The nar- 
rower widths are usable by all papers, 
however, and a starting date no later than 
January, 1953, is suggested for the 
change-over to the new specifications. 


I think the new method is the best 
solution. The evil has existed and in many 
instances the mat shrinkage has lowered 
the effectiveness of the advertising. News- 
papers are entitled to the understanding 
of advertisers in their attempt to meet ad- 
vancing paper costs. As long as adver- 
tisers were not getting the dimensions 
shown on rate cards anyway, nothing is 
actually lost by the change. Academic dis- 
cussion aside, the improvement in print- 
ing quality is all to the good for the in- 
dustry. 


® Habit being what it is, it is now the job 
of the production man to implement the 
new rule. He will start with the layout 
department, and also caution the art de- 
partment. The change-over will have to 
be given a police-action for a time; then 
it will become automatic. 

Typesetters and engravers should be 
cautioned, although actually the control 
of column width will come from the way 
the production man marks his type and 
crops and sizes his pictures and art. 

One production man with a wry sense 
of humor has posted this notice: 

“Notice. Women’s skirts are wider—but 
newspaper columns are now narrower. 
Take heed.” 
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The contribution of Practical Builder to the light 
construction industry is not only outstanding but 
obvious; so much so that it is accepted by its adver- 
tisers and prospective advertisers to the same ex- 
tent that it is accepted by its thousands of readers. 

If you have carefully read our Blue Book ad- 
vertisements the last two years, you have ab- 
sorbed a unique sales story: a story that needs 
little more elaboration to any sophisticated buyer 
of advertising space. 

In this Blue Book campaign—which has been 
compressed into a brochure—we have summed 
up the aims and ambitions of a modern publish- 
ing enterprise. An enterprise that in no way fools 
or hypnotizes its readers and advertisers by 
phony glamor, by extraneous features, by pic- 
tures or words that may be sensational but lack 
meat and meaning.* 


FREE—to Advertisers 
and their Agencies 


The brochure referred to herein, which is now 
on the press, will be sent free upon request. 
This brochure has been published at the in- 
sistance of advertising men who regard Hal 
Stebbins’ unique copy in Practical Builder’s 
Blue Book series as an epitome for trade 
paper advertising. 


To business men, only 
“meat and meaning” count 


Such methods serve only to becloud the every- 
day problems of the building industry; and we, 
as practical editors, know this industry is quick 
to detect the simple and sincere, and equally 
quick to reject glamorous falderal designed only 
for stage setting. 


The Blue Book Story of Practical Builder is the 
story of a practical publication serving a practical 
industry — a story which lingers in the minds of 
its readers long after the brass bands have died 
down. 


In short, instead of finding in Practical Builder 
the glamor that hides a poverty of ideas, you find 
practical, down-to-earth editorial material that 
creates the most favorable climate for the sale of 
your products. 


PRACTICAL BUILDER: 


Just a line to let you know that PB is doing a bang-up 
job for (our products) outpulling any other magazine in 
which we have ever advertised. 

Inquiries, comments, and actual orders have been most 
gratifying, a real testimony to the practicability of adver- 
tising in Practical Builder. 

Evidently, there is truth in the statement you made in one 
of your ads—that it isn’t a magazine's circulation that pays 
off for its advertisers; it’s the magazine’s meat and matter,* 
its editorial policy and shirt sleeve merchandising. 
Because it has paid off for Practical Builder, it has paid 
off for us. 


Signed (Name on Application) 


Practical Builder 


The Blue Book of the Light Construction Industry 


5 South Wabash Avenue, Chicago 3 


See the Bive Book ad on poge 17 
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Appoints Yambert-Prochnow; 
Shedd Joins Agency Board 


Ease Inc sJurbank, Cal., manu- 
facturer of Ease detergent, has ap- 
pointed Yambert-Prochnow, Bev- 
erly Hills, to direct its advertis- 
ing. The program includes news- 
papers, radio and television 

Yambert-Prochnow has named 
Vaughn Shedd v.p. and member of 


the agency plans board. Mr. Shedd 
vy formerly was account executive 
: with Caples Co, New York, and 
R. W. Webster Advertising, Los 
Angele 
if 


m =| driefed 


é Salesmanagers’ Brain - Picker 
rae Makes Sales Sizzle! 


10EAS make money. Here are the 
month's top profit-making selling plons, 
ideas, strategies condensed for fast 
reading. See how they fit your business; 
use them and profit! Full yeor's service 
costs only $5; if you don't get pay-off 
in 3 months, write and get your money 
back. Send cash of check 


BRIEFED BULLETIN 
400 Madison Ave., New York 17, N.Y 
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Women Rarely Specify Brand Names 


in Shopping Lists, 


New York, Oct. 7—A study of 
267 shopping lists of housewives 
indicates that the ladies “rarely” 
specify brand names, according to 
Alan Berni, president of Alan 
Berni & Associates, package and 
industrial designing company 

Only 131 of the lists, less than 
50°, mentioned any brand of food 
products or sundries, he said. Of 
the 131, only 11 carried three items 
by brand name; only 14 specified 
two products by brand name. The 
other 106 lists had only one item 
by name 
@ “The study indicates that many 
marketing authorities 
may ‘spitting into the wind’ 
when they sound off about their 
advertising’s impact on the aver- 
age household’s purchasing agent,” 
declared Mr. Berni 

“The study invites marketers to 


so-calied 
be 


| consider two possibilities,” he con- 


This is to express 

my sincere thanks to all those 
who contributed so greatly 

to the success of 

PRODUCT DESIGN 

§ DEVELOPMENT. 

With the October issue, 

a : P D&D completes its sixth year 


in which each month has 


‘es shown advertising gains 


: over the corresponding month 


of the year before 


: SPATS 
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Berni Shows 


tinued: 
“1. The housewife is so prede- 
termined on a certain brand of 


merchandise that she is not im- 
pelled to do other than designate 
the mere type of food or house- 
hola article 

“2. She is simply conscious of 
the nature of the item she wants 
and waits upon her arrival to mar- 
ket before selecting the package or 
brand which promises her the most 
in satisfaction or the biggest value 
for her money.” 

Mr. Berni said he thinks the sec- 
ond possibility the dominant 
me. “The new shopping habits 
Mrs. Housewife is fast acquiring, 
engendered by self-service and 
supermarket sales techniques, are 
bringing—and leaving—the matter 

j of brand and package selection 
}right up to the moment of pur- 
| chase.” 


is 


j@ Brand switching is on the in- 
|} crease, said Mr. Berni, because 
| the shopper's chief concern today 
|is to make her dollar go as far 
| as possible. “Thus, manufacturers 
|should determine on a_ package 
capable of influencing the shopper 
|at the moment when she stands 
| before the counter or shelf.” 

The study, a preliminary pilot 
|study based on area samplings 
from greater New York and the 
lower New England states, showed 
shoppers exercising more care in 
listing brand names for toiletries 
like dentifrices, cold creams and 
hand lotions, and for cigarets. 

In many instances where brand 
names appeared on the list, said 
Mr. Berni, allowance should be 


made for the probability that cer- 
tain “product names” were used 
because they are more or less 
generic with shoppers. He cited 
commonly applied terms for all 
makes of face tissues, shortening 
and household bleach. 

The actual shopping lists were 
collected over several weeks. Most 
were discarded lists retrieved in 
markets. The others were re- 
quested from shoppers as they left 
the stores 

Lists with less than five items 
were not included in the study. Of 
the 267 lists used, 141 carried nine 
or more items purchasable in su- 
permarkets or self-service stores 


Resurfo Bows in Canada 

Resurfo Spachtling Compound 
being advertised for the first 
time in Canada by Reardon Co., 
Montreal. Following a test cam- 
paign in several cities last spring, 
the company is using daily and 
weekly newspapers across Canada 
for the new product. Quarter-page 
copy illustrates the major use for 
repairing cracked plaster, concrete, 
wood, metal and other materials 
Advertising for Resurfo, as well as 
for Bondex paint and Dramex wall 
finish, is directed in Canada by 
James Fisher Co., Montreal 


is 


Goodyear Promotes Britt 

W. G. Britt, sales promotion 
manager of Goodyear Tire & Rub- 
ber Co. of Canada, New Toronto, 
Ont., has been promoted to man- 
ager of molded goods sales. G. A 
Meen succeeds him. Mr. Meen has 
served in both the advertising and 
sales divisions for several years 


Butcher to Lennen & Mitchell 


Thomas C. Butcher, formerly 
v.p. at William Esty Co. and before 
that assistant advertising manager 
of Colgate-Palmolive-Peet Co., 
has joined Lennen & Mitchell as 
v.p. and management account 
supervisor 


Advertising Age, October 13, 1952 


Chivas Launches Extensive 
Campaign for Rest of 1952 

Chivas Brothers Import Corp., 
New York distributor of Chivas 
Regal, 12-year-old Scotch whisky, 
will launch a newspaper and mag- 
azine schedule next month that will 
run the remainder of the year. 
Newspapers in 25 markets will be 
used weekly starting Oct. 13. 

Four-color spreads and single 
pages will be used in Cue, Fort- 
night, Fortune, Holiday, The New 
Yorker, Social Spectator, Time, 
Town & Country and U. S. News 
& World Report. Spreads and sin- 
gle pages are being used in 12 
liquor magazines. Lynn Baker Inc. 
is the agency 


Scott Appointed Sales Head 
Malcolm Scott, formerly 16mm 
sales manager for RKO-Radio Pic- 
tures and Curriculum Films Inc., 
has been named New York sales 
manager of Princeton Film Center 
Inc. The company’s New York 
office has moved to 270 Park Ave 


We've got our EVES 
on Your FS 
Chents {7m 


—not to try to steal ‘em, but to try to help 
‘om. It's like this. If your ageney now han- 


dles Direct Selling account-—er if you're 
trying to land an account in the Direct Sell- 


ing field—our 


multi-billion dollar field 


ean be made in the 
of Direct Selling. 


SPECIALTY SALESMAN MAGAZINE 
Room 812-A, 307 N. Michigan Ave., Chicago 1, Ill. 


GREY AGENCY! 


Since January 1951, Grey Advertising, fast-moving agency, has 
used TRUE CONFESSIONS to build sales for such top selling con- 
sumer products as Mennen Company’s complete line of Baby 
Products, Associated Products, Inc., National Silver’s King Edward 
Silver, and De Long Bob Pins. 
Grey Advertising—annual billing at the rate of $20,000,000— 
has good reasons for using TRUE CONFESSIONS so extensively. 
Here are three of the best: 
1. At the Newsstands TRUE CONFESSIONS is second among all 
women’s magazines, outselling such service leaders as McCALLS, 
WOMAN’S HOME COMPANION and GOOD HOUSEKEEPING, such 
circulation giants as LIFE, COLLIER’Sand LOOK. (A.B.C. Dec. 31,1951) 
2. TRUE CONFESSIONS has the youngest adult woman’s audience 
of any magazine studied by Starch. 
3. And this young TRUE CONFESSIONS’ market can’t be reached 
through other kinds of magazines. Only 10% of TRUE CONFESSIONS’ 
2,200,000 women readers read the largest of the Service Magazines 
(LADIES’ HOME JOURNAL) and only 13% read LIFE. (Starch) 
For further information just write or call your Fawcett office in 
New York, Chicago, San Francisco, Los Angeles, or Detroit. 


TRUE CONFESSIONS - A Fawcett Publication 
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Donaldson 
Costs Must 


(Continued from Page 1) 
for the “circles of information” 
program which enabled convention 
guests to submit problems to doz- 
ens of experts in 21 fields. 

Similar interest was evident this 
afternoon in the “market place,” 
which brought advertisers face to 
face with specialists in 24 lines of 
activity. 

Bound volumes of award-win- 
ning direct mail campaigns were 
placed on tables just outside the 
exhibit hall, and were carefully 
examined by scores of convention 
guests. (See story on Page 44.) 


@ The convention got under way 
Wednesday noon when an over- 
flow luncheon crowd heard Mr. 
Donaldson ask for more sympa- 
thetic consideration of the prob- 
lems of the Post Office Dept. 

The Postmaster General gave an 
exhaustive presentation of his de- 
partment’s operations, emphasiz- 
ing the tremendous increase in the 
volume of mail during the past 
10 years, and the lack of funds for 
new facilities and equipment. 

“I would like to ask you to 
withhold your criticism of the 
postal service because you do not 
agree with me on the question of 
postage rates,”’ he said. “It is per- 
fectly natural for one to criticize 
increased costs of the things he 
is required to buy. On the other 
hand, any business concern must 
raise the price of the product it 
has to sell when operating costs 
are increased. It is not fair to as- 
sume that the Post Office does not 
have the same right.” Since 1945, 
he said, postal salaries have in- 
creased from $858,000,000 to $1,- 
%95,000,000 and transportation from 
$194,400,000 to $616,000,000. 


@ While the volume of business 
increased from 37 billion pieces in 
1945 to more than 50 billion in the 
current fiscal years, the gap be- 
tween income and expenditures 
has reached $670,000,000, he said 
The department is buried under 
shipments of packages and other 
bulk attracted “because of the 
bargain rates for postal service.” 

In his discussion of rate in- 
creases, Mr. Donaldson estimated 
that subsidies to airlines, govern- 
ment mail and other services cost 
the department about $152,000,000 
a year. “If we took credit for these 
items, we would still have an an- 
nual deficit of more than $500,000,- 
000.” 

He denied that this deficit should 
be written off to the taxpayers on 
the ground that the department 
provides a service to the people. 


‘You might as well argue,” he 
said, “that the service is free to 
the public and that no charge 


whatever be made.” 


® Throughout his talk, Mr. Don- 
aldson paid respect to advertis- 
ing—particularly direct mail ad- 
vertising. “Every recognized au- 
thority on this subject understands 
that the mass of selling power of 
advertising is indispensable in the 
American system of mass produc- 
tion and mass distribution,” he 
said. 

“The President feels, and we in 
the Post Office Department are 
conscious of it, that the postal ser- 
vice has done much over the years 
to make the country great in de- 
veloping a market for goods and 
products through its services. 

“The articles and advertisements 
in magazines, newspapers and 
trade papers delivered by the 
postal service have done much to 
educate the people to want the 
things that have produced our 
higher standard of living—so 
has direct mail advertising, busi- 
ness correspondence and instruc- 
tions distributed through the 


Says Mail 
Increase 


postal system.” 

Taking notice of the fact that 
both political parties are promis- 
ing to increase the frequency of 
mail delivery, Mr. Donaldson says 
neither can carry out its promise— 
unless Congress is willing to ap- 
propriate $150,000,000 for 30,000 
additional postal employes. 

He reiterated that increases in 
postal rates have not begun to 
compare with increases in other 
costs. ' 


s During Wednesday afternoon, 
the program included a_ panel, 
“as others see us,” presided over 
by Leonard J. Raymond, presi- 
dent of Dickie-Raymond Inc., Bos- 
ton and New York. Garrit Ly- 
decker, v.p. of Hewitt, Ogilvy, Ben- 
son & Mather, New York and Lon- 
don, talking on “An advertising 
agency looks at direct advertising,” 
stressed the opportunities avail- 
able to direct mail users to test the 
| effectiveness of their material. 
Pointing out that direct mail 
users can measure the actual re- 
;sult of any campaign, he pointed 
out other media must rely on less 
definite measurements, such as lis- 
{tenership or readership surveys. 
|Paul T. Babson, president, United 
| Business Service, Boston, said no 
management expects direct mail to 
| bring new business on a profitable 
j basis, and to build good will and 
| prestige as a byproduct. 


2 Elon Borton, president of AFA, 
scolded DMAA for expecting its 
officers and staff to do a big na- 
tional effort with a small budget 

He said direct mail is probably 
“the least well organized of any 
major medium.” He listed three 
jobs to be done if direct mail is 
to have its rightful place in the 
sun. 

“One is to educate both users 
and suppliers on the better, more 
efficient use of direct mail,” he 
said. 

“The second job is to educate 
the business world on the value 
and place of direct mail as an ad- 
vertising medium. Both manage- 
ment and advertising practitioners, 
outside of comparatively few 
companies, now too often belittle 
it or use it casually. 

“The third task is to educate 
legislators and government offi- 
cials about direct mail so that you 
will not be harrassed by inequi- 
table postal rate changes and regu- 
lations or by diatribes by bureau- 
crats.” 


a 


@ When the convention opened 
Wednesday morning there were 
rumblings of misgivings about z 
dues increase which was essential 
}to the expansion proposal 

| Mr. Woodley met with some of 
the opposition during the day, and 
announced at the business meeting 
that he was willing to let the dues 
plan go to the association’s new 
officers for further consideration 
before final action. 

His offer was brushed aside, 
however, and the business meeting 
plunged into a full-dress debate 
of the steps that might result in 
a stronger and more effective 


| DMAA. This led eventually to the} 


| 37-36 vote against raising dues. 
@ As reported by Mr. Woodley, 
the expansion program would 


double DMAA's budget, which is 


about $55,000 at the present time. | 
| Washington Hotel Installs TV 


It called for three additional pro- 
fessional employes for educational 
activities, bulletins and expanded 
library service, additional steno- 
graphic help, and a field secretary 
to build membership and promote 
direct mail advertising days 
throughout the country. The plan 
visualized extensive cooperation 
with universities with a view of 


X Vote! 


T the November election, you wil vote You can't avod 
LA. You will go to the polls and declare your honest opinion on 
the political issues involved, or you will stay away from the polls 
and cast « silent vote against continuance of « democratic form 
of government 
The obligation to vote was laid on you by the men whose bleed. 
ed the snows of Valley Forge Many of them gave 


Is it worth s0 little to you to live under the Stars and Stripes, 
to be secure in your home and business, to worship God in your 
own way, to have full share in govermng the land’ 
From the time of King John down. too many men have lightly 
neglected the vote as if it were merely a right or a privilege in 
the main it is neither The vote i a duty of citizenship in « 
democrecy. and unless all of us recognize that duty and faithfully 
perform it, we subject ourselves to the danger of control 

by a selfish and self-seeking few 

This should be the year of the biggest vote the United 
States has ever seen Help to make it so 


METROPOLITAN LIFE INSURANCE COMPANY | NEW YORK 
Beggs: om thr kd Mae Anarts Mes Foden dlrs MA - eae awe 


Votre! 


tn eres Sete! hm Pa em 
fm talent, Gentine at cg geome mint 


Noustratia 86% voted (1951 

Great Bricain N3% voted (1951) 
weeoder SS voted (1980) 
Western Germany TE* vored (1940) 
Canads T4% voted (1949) 
Iarae! TIN vored (1981 

1 ated Scares SI voted (1948) 


Metropolitan Life * Insurance Compony 
. 


LATEST IN A SERIES—In 1924, Metropolitan Life Insurance Co. ran its first get-out- 


the-vote ad, shown at the left, at a cost of 


$18,000. Hawley Advertising, which later 


merged with Young & Rubicam, was the agency then, and until 1939, when Y&R 

took over the account. This year, Metropolitan is spending nearly $100,000 to get 

out the vote with the ad shown at right. This insertion is running in 14 magazines 

and 12 business papers. The company hos made reprints for envelope enclosures 

and blowups, and in addition, has distributed 1,000,000 leaflets, through its agents, 
giving registration information. 


encouraging the development of | 
direct advertising courses in col- 
leges. It also called for a re- 
search program to gather, analyze 
and interpret facts and informa- 


tion to management, for better 
planning and use of direct adver- 
tising. 

The plan contemplated more 


DMAA activity in the field of pub- 
lic relations, government relations 
and business relations 


announced the 
election of Lester Suhler, sub- 
scription manager of Look and 
Quick, as DMAA president. Law- 
rence Chait, director of list re- 
search for Time Inc., was elected 
U. S. v.p. and Howard Mark, ad- 
vertising manager of Robert Simp- 
son Co., Toronto, Canadian v.p. 
Mr. Buhrow was elected treasurer 
and Miss May O. Vanderpyl, Ad- 
vertising Letter Service, Detroit, 
secretary. 

In addition to the “circles of 
information” session this morning, 
Thursday's program included two 
panels—a direct mail panel under 
the chairmanship of Frank Ger- 
hart, and a mail order panel under 
Whitt N. Schultz 


Mail Ad Service 
Group Elects Yeck 


WASHINGTON, Oct. 7—John D. 
Yeck of Yeck & Yeck, Washington, 
was elected president of the Mail 
Advertising Service Assn. Interna- 
tional at the 3lst annual conven- 
tion here this week 

Members attended the workshop 
sessions here Oct. 4-7, and many 
remained for the meeting of the 
Direct Mail Advertising Assn. 

A joint meeting was scheduled 
with DMAA for Oct. 8, to discuss 
the promotion of Direct Mail Ad- 
vertising Days. 

More than 80 experts partici- 
pated in MASA sessions on prob- 
lems affecting commercial dupli- 
cating and lettershop operations. 

Edward N. Mayer Jr., president 
of James Gray Inc., New York, 
was named first winner of the 
Miles Kimball Gold Medal Award 
for outstanding service in the field 
of direct mail advertising. Judges 
reported more than 3,000 nomina- 
tions were submitted by members 


@ The directors 


of MASA, DMAA, the Hundred 
Million Club and other associa- 
tions. | 


| 

Cups, awards and plaques were | 
given to direct mail products from | 
23 cities. 


The Washington Statler Hotel 
has installed a television reception 
system in 1,000 guest rooms and 
suites. The system, designed and 
manufactured by RCA, uses a mul- 
tiple-outlet antenna system with a 
master amplifier which boosts the 
signals and relays them, via cable, 
to the outlets. The receivers are 
17” table models. 


| Syracuse University in 


Rexall Buys Rybutol 
Maker; No Personnel 
Changes Expected 


Los ANGELES, Oct. 8—Rexall 
Drug Co. has announced it has ac- 
quired the Vitamin Corp. of Amer- 
ica, with headquarters in Newark, 
N. J. 

Purchase terms were not dis- 
closed, but it was announced the 
major part of the purchase price 
will be recovered by Vitamin Corp. 
stockholders out of future earnings. 
VCA’s largest volume product is 
Rybutol, a B-complex vitamin 
preparation 

No change in 
and marketing 
plated, Rexall officials said. The 
company will operate independ- 
ently, and Morton Edell will con- 
tinue as president. 

Kastor, Farrell, Chesley & Clif- 
ford, New York, is the Vitamin 
Corp. agency. 


WILLIAM CHERNEY 

Fox River Grove, ILL., Oct. 7— 
William Cherney, 65, president of 
William Cherney & Associates, 
Chicago agency, died Monday at 
his home here. 

Mr. Cherney was described by 
an associate a pioneer in the 
banking-by-mail field. His agency, 
which was formed some 20 years 
ago, not only handled advertising 
for this service but also produced 
the necessary slips and envelopes. 

After its formation, the company 
branched into other areas of bank- 


present policies 


is now contem- 


as 


ing advertising, particularly in the} 


trust and commercial fields. Prior 
to the formation of his organiza- 
tion, Mr. Cherney was an officer 
of Standard Advertising Corp., 
which was taken over by Meyer 
Both. 

He is survived by a brother Al- 
bert, a partner in Syndicate Win- 
dow Service, which handles de- 
partment and retail store window 
display advertising. 


JOHN B. FLACK 

Syracuse, N. Y., Oct. 8—John 
B. Flack, 53, president of the Flack 
Advertising Agency, died yester- 
day in Syracuse Memorial Hospi- 
tal. Mr. Flack had been in de- 
clining health several years. 

Following his graduation from 
1921, Mr. 
Flack entered the advertising 
field in Syracuse. In 1932 he es- 
tablished his own agency 

Mr. Flack was past president of 
the Syracuse Advertising and Sales 


| Club and a past director of the In- 


ternational Affiliation of Sales 


and Advertising Clubs 


LOUIS C. UPTON 


Sr. Joseru, Micu., Oct. 10-——Louis 


C. Upton, 65, co-founder and chair- 
man of Whirlpool Corp., laundry 
equipment manufacturer, died yes- 
terday of a cerebral hemorrhage. 
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Returning Elevator 
Men Put Agencies 
Back in Business 


Cuicaco, Oct. 8—The Sore Feet 
Caper is over. 

And now agency people can 
breathe easier—they can take an 
elevator to work instead of hav- 
ing to hoof it umpteen floors. The 
strike which threatened to ground 
so many operations last week 
(AA, Oct. 6) ended Monday. (Rus- 
sel M. Seeds Co. on the 35th, 36th 
and 37th floors of the Palmolive 
Bldg. and Gordon Best Co. on the 
llth of the Pure Oil Bldg. had 
closed down completely.) 

The folks at Ruthrauff & Ryan 
now have their recreation room 
back. During the emergency, the 
production department took over 
| the room. Ordinarily, that depart- 
ment is on the 13th floor, and the 
|recreation room, along with the 
research department, is on the 
fourth floor. Also, everyone has 
untangled himself from the chaos 
resulting when many departments 
were moved to the fourth. But 
most made the climb, anyway. 


® Leo Burnett Co., too, has moved 
those of its creative people back 
up to 15th, 16th and 17th floors 
who had been crowded in with re- 
searchers on the second floor. 

Leo Burnett, in a long thank-you 
memorandum to his staff, com- 
pared the climbing people had 
done during the strike to a climb 
he made in his younger days ff 
the top of the Statue of Liberty, 
“the poor man’s Matterhorn.” He 
pointed out that the climb 75% 
the employes had made to the 
i5th, 16th and 17th floors wae 
higher. He was quite overwhelmed, 
the memo said, because no one had@ 
to make the climb. 


@ At C. Wendel Muench & C@ 
they're still chuckling over the 
predicament of one of their artist, 
He had trudged up to the 22nd 
floor where he helped operate @ 
rope and bag to get copy and 
things up and down. However 
when a strong wind kept blows 
ing the bag away from the builds 
ing, making it hard to maneuver 
he took off his shoes and pants 
to weight it down. But the ropé 
caught on a window ledge on thé 
way down and broke, leaving him 
stranded in shorts and socks 
Quick-thinking spectators rescued 
the bag from being blown into 
the Chicago River, however, and 
another bag was rigged up to get 
his clothes back to him 

Rapid Copy Service, which ser- 
vices about 40 agencies here, had 
five ropes and baskets flowing out 
| of its 21st floor and two runners on 
the ground floor to furnish ‘stats 
and other material for clients. 
Service went ahead without a 
| pause. They also found time to get 
the mail and lunches to the people 
in Leo Burnett, R&R ane other 
clients in the same building. 


| 


j}@ Vance Publishing Corp., on a 
|20th floor, reports not one of its 
1/50 employes missed an hour of 
work. Free lunches and coffee and 
rolls were provided them by 
Herbert A. Vance, president. Aft- 
er the strike was over, Mr. Vance 
sent each employe a memo with 


a bonus “to buy new soles for 
your shoes!” 

Like Vance, H. W. Kastor & 
Sons, on 20th and 27th floors, 


has given its employes who made 
the climb a bonus. The agency re- 
ports 90% attendance of its staff 
Sandwiches and coffee were pro- 
vided for those who could make 
the climb. Offices on the second 
floor were leased for those who 
couldn't. 

A number of agencies checked 
by ADVERTISING AGE say that they 
are planning to do something for 
their employes to show their grati- 
tude. All have sent out memos 
thanking their staffs. 


: 
i] 
he 
bem 


(Cea ae tee ee rages 5 ei lal eta es el Tan RMR ees, Meeks note Py Sk oR. yn RM ae, — eee s 
: = Ps ai te eas ee Td Se ie ya dig Si Pi iis ee om a ee eas) ee is cae cas. _. Ree 
a Se eines z Br ie Sect Seeing | 3 oe Bre: Ce ae hy Ge aE rete aie ces es A Reema sy S70 = | Sy gers 3 
— 5 SMR ES Ta ec FS fa ae age vanes. eer : 1g te Oe een eae ea? eee 
Pacer te. ‘ ‘ Bees = 7 Bo 3 ee Rese pees te = 4 Jee ed —_* =) weer ep yaa + gee? aaa « i aay as i = oh US ga 
ere Pe ee ce eee SEs Baie os sa = ; Bae & Uae a7 : P ot nae 
Pe ; : Te iy 
s : 
7 5% 
a = “ue 
F | le 
is ee eT en. 
a parts: ee 
' : 
pep ; 2 
| a 
3 <4 
: — > 4 lj =, 
“ | == ences stareine Th stg to oat nin © ae ; < 
+4 Se oa in te = “= s: 
| _ ae! ‘ : 
or ~ t y 
ee = 
aed 
ees } i 
! | *- 
= ti 
: — +70 
¥ ah 
_ 
' f thee me 
5 eae gs 
+ ye 
. } é; 
. f 4, a 
_— $ 
i 
Bio 
t 4 . * 
‘ - 
be g 
+a ¢- 
si ail 
- * 
| ‘ . ; 
: og 
5 E 
* 7 $ sd 
a 
| ; : 
- ; 
eet 
2 
4 
i Sona | 
i se ' 
So 
F Mi) 
: Gr ner 
b> ~ 
fy * ie 
pe au 
ao a 
% 
Me ae 
a - > > =3 ¥ 
i By tT 
Am Sor. ease 
—sgail ‘ z 
=. : . ‘ - 4 j ; % : 2 Fa eee 
Beare. bcs Sas mete Bote 1a ed vie ee ee Tee eta eee ee roe ea a Se ee 
SEN (eo to? ay 9 Se eS 2 at SS Sa. Es > ieee ae > RS, Saeeies Ree in ee ost) to Sr Ata ae a anne ae eee 


TRAVELING DIRECTORS—This group of National Business Publi- 
cations directors and their wives reserved the Turquoise Room 
of the Santa Fe's Super Chief on their way out to Los Angeles 
for a NBP meeting the first of the month. The travelers (from 
left) are E. L. Bill, president, Bill Brothers Publishing Co., New 
York; Robert E. Horper, executive v.p. of NBP, Washington 


FIRST IN THE THIRD—William Woolway (third from right), art 

director of Henri, Hurst & McDonald, accepts his first-place 

@word in the third annual Chicago Art Directors’ fine arts com 

piivion Earl Gross, at whose Stevens Gross Galleries the 47 
it 


ries will be on exhibit until Oct. 17, presents the award cer 


Rufus Choate, president, Scott-Choate Publishing Co, Tarrytown, 
N. Y.; Mrs. Russell Putman and Mr. Putman, president, Putman 
Publishing Co., Chicago; Mrs. Joseph Hildreth and Mr. Hildreth, 
president, Chilton Co., Philadelphia; Mrs. David Watson and Mr. 
Watson, president of Modern Railroads Publishing Co., Chicago, 
and Kingsley L. Rice, president, Technical Pubiishing Co., Chicago. 


tificate. Looking on are (from left) Al Muenzenthaler, art director, 
Ruthrauff & Ryan; Herb Peterson, Young & Rubicam; George 
Walter Thompson 
Co.; Jim Sherman, art director, McCann-Erickson, and Frank 


Allen (behind Mr. Gross), ort director of J 


Holland, art critic, Chicago Sun-Times. 


TAKING SHAPE~— Publisher W. M. Cotton examines working dummy of Today's Family, 
AA, Aug. 11), with 
editor. First issue 


new home service magazine to be distributed by Woolworth’s 


Muriel Babcock 
goes on sale in the stores on Jan. 15, 1953 


left), editorial director, and Geraldine Rhoads 


HERE'S ANOTHER—Last year McCormick-Armstrong, Wichita agen- 
cy, lithographer and printing house, amused its clients with a 
big funny line drawing of its happily toiling employes (AA, 
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OF THE WEEK 


An Open Letter to Americans 
who have never driven an English car 


frm Leoward f° Lord, Charman, Vasten of I nghan 


< 
= 
© 


ny intelligent \emericans now beving vt snes tin a s 
brilliant engineering and-cconoms. The ng 


cuts operat 


NEW AUSTIN AD—Hewitt, Ogilvy, Senson & Mather tries an approach fairly unusual 

in automobile copy these days: it talks about the features of the car. The ad in 1,800 

lines and an abbreviated version in 600 lines appeored in various newspapers from 
coast to coast last week. 


PREMIER VIEWERS—Gov. Thomas E. Dewey, Lowell Thomas, Arthur Godfrey and 
CBS President Frank Stanton enjoy a Godfrey gag during a backstage tour follow- 
ing the premier of Cinerama, a new three-dimensional film process, in New York 


E WORKMANSHIP 


Sept. 10, ‘51). Now here is the 1952 sketch, a water color by 
Bill Jackson, indicating the staff is still busy at many duties, 
and just as happy. 
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Lennen & Newell Starts Work with 


15 Clients, $30,000,000 in Billings 


New York, Oct. 10—After 28 
years, the advertising agency 
known as Lennen & Mitchell is no 
more. Beginning Tuesday, Oct. 14, 
a new company known as Lennen 
& Newell (AA, June 9) will be- 
gin operations, with 15 clients bill- 
ing $30,000,000. And it wants no 
new business—now. 

The co-founders, Philip W. Len- 
nen and H. W. Newell, will serve 
as chairman of the board, and 
president and chief executive of- 
ficer, respectively. 

Mr. Lennen told a press confer- 
ence this week that “since the new 
setup got going last June, we have 
added $10,000,000 in new billings.” 
He pointed out that L&N becomes 
“a corporate reality” Oct. 14. 

Mr. Newell called the new ar- 
rangement “a happy, potent and 
powerful union” and referred to 
the agency's recently-acquired big 
wheels as “a powerhouse of peo- 
ple.” 


® He referred particularly to Wal-| 
ter O'Meara, senior v.p. and ex- 
ecutive director of creative de- 
partments, who quit a top job at| 
J. Walter Thompson Co.; Adolph 
J. Toigo, executive v.p. and a 


eral manager, and Thomas C 
Butcher, senior v.p. and manage- 
ment account supervisor, both for- 
merly at William Esty Co., where 
both worked on Colgate yang 

Mr. Newell's praise for the new 
agency s top personnel ended with | 
the remark, “we have the dreme-| 
work for a $150,000,000 agency—} 
although we don't aim to get mere | 
than $60,000,000 to $80,000,000.” 

Other top members of the new | 
team include: | 

John H. Sheldon, v.p. and ex-! 
ecutive assistant to the president; | 
Christopher Sante, v.p. and as-| 
sistant to the executive v.p. and} 
general manager; A. C. Newlin, | 
secretary; John D. Speirs, v-.p.,| 
treasurer and assistant secretary, | 
and John L. McQuigg, executive 
v.p. in charge of the Detroit of- 
fice (which right now handles no 
accounts). 


8 Also, the following three v.ps| 
and management account super-| 
visors: Walter M. Swertfager, who | 
is also chairman of the executive 
committee; John Monsarrat and 
Mr. Butcher. Maitland Jones is v.p 
and assistant executive creative | 
director | 
Hans Sauer is v.p. and executive | 
art director; Nicholas E. Keesely | 
is v.p. and director of radio and 
TV; Michael J. Madar is v.p. and 
production department manager 
Anthony de Pierro is v.p. and me- 
dia director; Peter V. Keveson is 
v.p. and radio and TV copy chief; 
W. McClintic Mitchell is v.p. and 
copy group head; David M. Boffey, 
v.p. and copy group head, and 
Todd B. Franklin, v.p. and research 


eer S SECRETARY 


THiS SALES- g 903% anes 
COMIC BOOK Must 


mAVE MORE PUL IN | AND THIS a 
THE RIGHT PLACES 
HAN & TWO-WAY Wal ASSOCIATES - 


TOP CREATORS OF | 
ADVERTISING COMICS 


Fes ‘full information and free sample | 
klets, write to the leading pro- 
ducers of special- purpose comics: 


HALL ASSOCIATES 


17 East 42nd at Madison, New York 17 


director. 

The following are all contact 
V.p.s: 

Jackson Taylor, Thomas P. 


Doughten, W. Gerard Martin, Dan- 
iel M. Daley Jr., Robert B. Owens 
Jr., J. Kenneth White, Stephen M. 
Kenyon, Edward T. Knauff and 
Benjamin Potts. 


8 Although Lennen & Mitchell ac- 
counts for $20,000,000 of the $30,- 
000,000 in billings with which the 
new agency is starting out, it has 
only three of its people listed in the 
topmost echelon of ten people in 
the new setup. They are Mr. Len- 
nen, Mr. Speirs and Mr. Swert- 
fager. Former Lennen & Mitchell 
people are concentrated heaviest 
in the ranks of contact v.p.s, where 
they have eight out of nine. 

The new agency will run a full- 
page ad in newspapers here next 


Wednesday 
“What's really new about Lennen 
. Newell?” Copy talks about “a 


: 5 oe 
Rak ES 
under the headline, Its accounts, as of now, are 
Atlantis Sales, Calvert Distillers, 
Colgate-Palmolive-Peet, Dorothy 
of advertising agency Gray, Lehn & Fink, P. Lorillard, 


new kind 
operation” with experienced, top- 
bracket people. 

“We are unhampered by dead 
wood, sacred cows, lopsided or- 
ganization or top-heavy depart- 
ments. We can plan from scratch. 
For tight integration—of print, TV 


and radio, as an example. For a 

grass-roots, creative use of re- DAILY 
search...This, we think, is some- —— 
thing new in the advertising 

world.” 


® The ad emphasizes L&N’s peo- 
ple, naming names and telling 
something of the backgrounds, of 
the co-founders. Written by Mr. 
O'Meara, the ad winds up with 
a pitch for specific business—but 
not just now. 

“Right now,” it says, “we are 
busy absorbing the $10,000,000 new 
billing acquired in the last three 
months. We are not looking for 
new business—and as a matter of 
fact, will not be for the next six 
months.” 


Jos 


Schlitz, 


Scripps-Howard, 


WATERLOO 


Swedish-American Line, Tide 
Water Associated, Carlton House, 
Chicopee Mills (and its Lumite 
division), Emerson Drug and 
United Aircraft 


MORE LOCAL 
GROCERY LINAGE 


Only the Courier delivers lowa’'s richest Agricultural and Monvfac- 


turing area. Contact our 


Ly repr or write todey 


aterloo Dailn Conrier 


‘wa: er 1OowA. 


Story, Brooks & Finley, Notional Advertsing Representatives 


Never-fail fudge in 

15 minutes . . . smooth, 
rich frosting in 18 
flavors — easily made 
with Philadelphia 
Brand Cream Cheese! 


an entirely New Market for a product 72 years old! 


Wren your product is long estab- 
lished and already the leading seller 
in its field, the problem of getting 
a marked increase in its sales is a 
real one. 


This was the problem faced by 
Kraft Foods with its Philadelphia 
Brand Cream Cheese, which had 
been on the market 72 years and is 
the largest-selling packaged cheese 
in the world. 


“Everybody” granted the prod- 
uct’s superiority; they had been 
educated through advertising to 
use it in many ways—in salads, 
in snacks, as dessert and as a 
spread for breakfast toast. 


ness and easy creaming consistency 
made it a rich, never-fail base for 
18 flavors of cake frosting—and for 


five kinds of fudge! 


Then through advertising’s mass 
selling techniques, homemakers 
across the nation were told the 
tempting, time-saving news of 
“Philly” cream cheese as a cake- 
topper and candy. 

Twenty-two weeks after these 
new uses were first explained in 
magazine advertising and demon- 
strated on Kraft’s Television Thea- 
ter, Kraft had received more than a 
million requests from consumers for 


Two big new uses—entirely apart 
from the conventional—were devel- 


oped by Kraft. ‘Philly's’ bland- 


Miami, 


New York, Chicago, Detroit, 
Montreal, 
Sado Paulo, Santiago (Chile), 


420 Lexington Avenue, New York 17 


San Francisco, 


Toronto, 


Mexico City, Buenos Aires, Montevideo, 
London, Paris, Antwerp, Frankfurt, 


its frosting and fudge recipe leaflet! 


The national sales of Philadel- 
phia Brand increased astonishingly 
in less than half a year! 


Thus our client gets effective- 
ness and economy through the 
mass selling techniques of adver- 
tising . . . just as his mass manu- 
facturing techniques make the 
product itself widely available to 
consumers at low cost. 


Can these benefits of advertising 
be better utilized in your behalf? 
We'd be glad to talk with you 
about it. Just call or write: 


J. WALTER THOMPSON COMPANY 


eo 


Washington, D. C., 
Rio de Janeiro, 
Milan, Johannesburg, 


Los Angeles, Seattle, 


Port Elizabeth, Cape Town, Durban, Bombay, Calcutta, New Dethi, Sydney, Melbourne. 
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NBP Declines to Recognize pointed out that it is the policy 
: : of NBP to recognize “only such 
Veritied Audit Company circulation auditing organizations 
National Business Publications as are jointly owned by advertis- 


Inc., Washington, has declined to ers advertising agencies and pub- 
recognize the Verified Audit Cir- |jcations operated on a non-profit 
culation Co., Los Angeles basis 


In a resolution adopted unani- 
mously by board members, it was 
stated that recognition was with- 
held the company because it 


Fensholt Co. Changes Name 
Fensholt Co., Chicago agency, 
has changed its name to Fensholt 
Advertising Agency. No changes 
in personnel or policy are involved 


IS 


“privately owned and presumably 
operated for profit.” The resolution 


PLASTIC DECAL 


NO AOHESIVE—NO MOISTENING — YET iT 
STICKS FOREVER—OR LIFTS IN A HURRY! 
Detail men love it, because Deolers say “Yes” of first 
glance. It's a new type of plastic decal that is revoly 
hromzing point of purchase merchandising. Soves its 
own cost on “put-up time” alone. For samples and 
details write 


the AD-STIK Company 


Repeat Orders From 


* CAMEL CIGARETTES 
* WESTINGHOUSE 

* CALVERT 

* GENERAL ELECTRIC 
* US. RUBBER 

end Hundreds of Others 


ta These fledgling swans are instinctively following a 
ea pattern of behaviour common to birds, animals 
One leads; the others trust to his 


" and man. 
< leadership. 
ie In aviation circles, Aviation Age has earned its 


place of leadership through service. For Aviation Age 
articulates the needs and desires of its readers so 
successfully that it has won a large, enthusiastic 
following among key people in aviation —from de- 
signers to purchasing agents, flight supervisors to 
‘ chief engineers, production men to top brass. 

These men depend upon Aviation Age for con- 
structive information about new developments, 
new processes, new methods, new products of their 
industry. They trust it. They quote it. 


Their support was won through editorial serv- 
ice. It is maintained throuch editorial service. That 
is W hy Aviation Age keeps in closer touch with its 
readers than most other publications, no matter 
what their field. 


Magazine Publishers 
Find Some Good News 


(Continued from Page 1) 
one had a disproportionate share 
of its overhead on magazines 

Eliminating this group of stores, 


magazines delivered 5.5% profit, 
and one of the better operated 
stores showed an 8.5% profit 

Central Registry Bureau re- class mail, an 
ported that, after 47 months of 
operation with local Better Busi- of all magazines and 
ness Bureaus and chambers of entered in second class” 
commerce, 20,315 crews have been MPA is moving to 
registered, 93.9% without com- cost ascertainment 
plaint. In the past fiscal year, 13 


agencies have been fined $10,400 


Reader's Digest, warned that 1953 
will be a tough year legislatively, 
and pointed to Post Office esti- 
mates of a $670,000,000 deficit 


The department's cost ascertain- 


There have been fewer serious 
complaints, and one agency (since such number,” 
folded) was expelled from the bu- D. Fuller, 


reau for failure to report subscrip- 
tion sales 


commented 
gomery 


County, 


amount 


Pa., 


Mr. 


ment report indicates a deficit of 
more than $200,000,000 in second 


Cole 


said would take “the entire profits 


newspapers 


report, 


as 


an 


to equal. 
attack the} 


and 


will focus part of its fire on the 
42,000 post offices in the U.S. “No 
other delivery service requires any 
Chairman 
Curtis Publishing Co., 
He pointed to Mont- 


Walter | 


ex- | 
| 


ample. The county has 115 post of- 


@ On the sober side, A. L. Cole, 


fices, yet United Parcel Service— 


It takes a following 


Although Aviation Age has an outstanding 
record of editorial achievement, its editors strive 
constantly to surpass the standards they them- 


selves have set 


and succeed. ‘“‘Each issue better 


than the last’”’ is a recurrent phrase in reader- 


ship response. 


Continuous and vital editorial service to the 
industry has built Aviation Age's enthusiastic fol- 


lowing ...an important measure of leadership. 


Aviation’s Technical Magazine 


A 


205 East 42nd Street, 
New York 17, N. Y. 


viation Age Bin, 


A CONOVER-MAST PUBLICATION 


National Audubon Society 
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which also makes a daily delivery 

does it from two centers. And 
Mr. Fuller underlined the point 
that the Post Office has, in gener- 
al, only distribution problems with 
second class; 98% of the post of- 
fices never take in second class 
mail. 


® Mr. Cole repeated the observa- 
tion that the solution to the Post 
Office deficit lies in first class, as- 
serting that raising the 3¢ postage 
stamp to 4¢ would return an addi- 
tional $200,000,000. For the first 
time in several years, Marvin 
Pierce, McCall Corp., was able to 
predict that there would be no rise 
in the cost of paper for the coming 
six months. He wasn't so sanguine 


jon printing wages—he thinks 
they'll go upward. 

| The MPA (this was its first 
|meeting since the name _ was 
changed from National Assn. of 
Magazine Publishers) also an- 
nounced two new v.p.s. They are 
veteran Harold O’Hanlon, who 
doubles as secretary of Central 


| Registry, and Francis Cawley, a 
former Department of Commerce 
executive, who will work in Wash- 
|ington for MPA. Its membership 
now stands at 112 publishers of 
386 magazines. 


MPA admitted four men _ to 
|honorary membership—W. L. 
Chenery (formerly of Crowell- 


Collier); Arthur Moore (formerly 
of Hearst); Allen Grammer (for- 
merly of Street & Smith), and 
Francis L. Wurzburg (formerly 
with Conde-Nast). A committee 
has been named to study creation 
of “educational memberships,” to 
be given to college professors spe- 
cializing in magazine work. 


‘Arthur Murray Party’ Returns 

“The Arthur Murrray Party,” 
| which has been on and off more 
{networks than almost any show 
you can name, returned to the air- 
waves Oct. 12 at 10 p.m., EST, over 
DuMont. Time for Arthur Murray 
School of Dancing, New York, was 
bought through Ruthrauff & Ryan. 
The 30-minute telecast, which 
features Mrs. Murray, was pre- 
sented during the summer as an 
interim show for General Foods. 


Curtis Increase Not 9% 

AA erroneously reported Sept. 
29 that Curtis Publishing Co.’s new 
rates on The Saturday Evening 
Post and Holiday will be boosted 
about 9%. Rate change on SEP 
lis actually 7% and on Holiday 
|6.5%. However, new rate figures 
quoted were correct. 


See 


Don Gussow Publications Ine. 


Intormatien Headquarters of the Billion Dollar industries They Serve 


FROZEN FOOD AGE + CANDY INDUSTRY - BOTTLING INDUSTRY 
TWE CANDY INDUSTRY CATALOG AND FORMULA BOOK 
220 East 42nd St. N.Y.C. + MUrray Hill 7-8771 
CHICAGO 30 Mort LaSalle Street Rennie 2 9052 
SAM FRANCISCO Sempron Revity (id 703 Marner Street OOwgias 2 4994) 
LOS ANGELES Sumpsee Rentty (td Matimerton Bevdeng DUetre 81179) 


: d z . amp io e a amamaa " a = 
oe Se ; Bh Sa enc ay a PEN aes ft) ‘ : Bes Beer ry Ae Ye eee ae ee eae ae eee 
ie Bee eat en ae ate Pons ek F a ae ‘3 ea : 3 2 pee Ser oo weep ae ee * S eee, ane pee, co ne gare A ee Bias i hae ss 
fee : Z Z é < Eom 
Fee ; 
-s 84 ee 
fn ‘ 
a - 
i a 
4 4 
i |  - 
oh ie 
i ay » , = 
/) e P.O.P. that’s TOP — I . 
: r . ret * 
5 ware * = 
ie . Any: 
po Se _— 
/ 
AS 5850 Center Ave. + Pittsburgh 6, Pa. eee a 
eae Se es rs iam cae i 2 
ae ‘ Photo by i 
me F Sa “pe ie e a atl : 4 oc eR re Bt a i “Hao te - ees 9 
aig } 2 ae ae _— oe = < get 7 = i eee ps ag ge ? - 
ag. : che Reopen fog dik: ee ; 
— “z eet A RS ei eee oo | seuaks ues ae 
— t ~: ; 4 5 “d ; a ee * Was 
ig What makes a leader? q ca. ae | 
23g . ot y - 
> a J : 4 ag Sl wy g . al . 3 
hts. ‘ ‘ ae So era tee . ee . 
a ; “ . : od . he | ee Oe ‘ : 
i Ped 4 a2 4 wa ae 
— | oe — ae | 
Eas. i ae ran ial “'% . Sees 
‘+ =e : . - : Par ti , wee he ss ¢ 
ae ; Sete ; of ene 4] Sie. er ‘ 
7 ] a _ : Ra ei 
ae ' oa 3 hi  —_ he =o 
a ? : ; cae, Sate : 
ang : ad ‘ il c ie r &* 4 SBE Ge Da oe 
~ ba : - a 2 ne Pi .., Sate a ges, Me 4 
ee? — . E Ma oo ! “~$ ‘ Fo ae ‘s Peck 
Be Be an _ &£ 4 fa ite te : 
ae oe ip a 7 2 io 
. : f agetht at a, a q a ae aa . fj - nc ee 
d : : are LES ope set eh Mae . f Bg aes ee : > i oa ; 
on se x ie : " q Bio ss ~ ey, eee 
Se i | ou a j Yes ope és 
ay ; 3 eee ‘ ‘vee ’ ie a 
x3 ; ay a —_ ee 2 
> a ' a dé > aon +? es P % 3 
; oe = ge Sa : 
a oS " Oe Res Ee te ’ 
— oe , ae % | : 
as ‘ a ae - te ¥ : 4 7 ine i 3 ? 
Ras. i : te P H ‘ = —. — wi segs S 
ere ii ” a a Ex “| 4 ® ys Re ae t x 
~- boa 2  . ‘ aes “y See ‘ta -: tea % 
+ een et ——a o a a * ae ne ee a ee 
_ Pa } s sj = aad fy 
fe | Does a2} - 
Sig i 
a | 5 milf % 
aS: tn HI iy 
DN ; § 
ff | i me 
j o “i 
a 
ee a 
ie Fe C3 A P) rob a 
Z Po eal 
< oe? a 
315 eC lq a 
: 7 43 
/ es oy a sei eg / | 
QSOS as 4 p = mn Satay / 
ae j . LN oe / 
rie 
Se ie, —— ; _ 
ae 
yh 5 
? ° ay Ta 
ink ue - : ’ Won : ‘ ming . j 3 ce (ON ie a hig re Fe YS. emai eh ae ) 3 + pata 
Fie ee ane on Gs eee te ere te Sr ie ene Bete a 3 BERR os neg 9) to ee eee 


Advertising Age, October 13, 1952 


Cunningham Tells 
Untapped Areas 
for Advertising 


(Continued from Page 1) 
banking, chemical companies and 
government don’t advertise enough. 

Mr. Cunningham, who is chair- 
man of the Four A’s, placed the 
blame for this situation to ignor- 
ance of the power and value of 
advertising. He stressed the need 
for correction because many of the 
men in these fields “control the 
destiny of business.” 


8 He pointed out that the board 
of directors of the average Ameri- 
can company consists almost solely 
of bankers, lawyers and financiers. 
“These men,” he said, “may be 
pillars of the national community, 
but these pillars do not rest on a 
foundation that includes much 
knowledge of advertising.” 


Last Minute News Flashes Duane Jones Takes the Stand in 


FCC Ducks Rumpus Over Eisenhower Spot Drive 
WaAsHINcTON, Oct. 10—The Federal Communications Commission to- 
day passed the buck on charges by Volunteers for Stevenson that radio 
and TV time will be saturated by a $2,000,000 spot campaign for Gen 
Eisenhower. The FCC said it could not act in the absence of “specific 
information” that stations are refusing equal time to candidates. It 
suggested that charges of corrupt practices “would more appropriately 
be pursued with the Department of Justice.” Chairman Paul Walker 
did advise the Stevenson group to let the FCC know of any time re- 


fusals by stations 


George Chatfield Joins William Esty Co. 

New York, Oct. 10—George 1. Chatfield, formerly a v.p. at Comp- 
ton Advertising, will join William Esty Co. Nov. 1. He will presumably 
head up the agency’s team on Colgate-Palmolive-Peet Co., since he 
was an account supervisor on Procter & Gamble at Compton, and pre- 
viously was with Kenyon & Eckhardt and Lever Bros. Co. Adolph J 
Toigo and Tom Butcher, both of whom were formerly with Esty, and 
worked on C-P-P, have joined Lennen & Newell in recent weeks 


Trifari Moves to Abbott Kimball 


New York, Oct. 10—Abbott Kimball Co. has been appointed adver- 
tising agency by Trifari, Krussman & Fishel, makers of Trifari jewelry, 
effective Jan. 1. Shivell-Hall Co. is the present agency. 


Grant Advertising Gets Wembley Account 


New ORLEANS, Oct. 10 


-Wembley 
| switch its account to Grant Advertising, New York, on Jan. 1 


Inc., maker of men’s neckwear, will 
Cur- 


aini 2 “Ce P ! “ “sie ; r 
Explaining that the force of ad-! rently, Fitzgerald Advertising here is handling the business 


vertising is hard to see because of | 


its intangibility, Mr. Cunningham 2 Sign ‘Favorite Story’; Other Late News 


pointed out that “Advertising is| @ “Favorite Story,” the newest Ziv TV film series, has signed two re- | 


everywhere. We have got the en-| 
tire population of the United States | 
densely surrounded and packed in| 
advertising like so much cotton 
batting.” 

He pointed to the power of ad- 
vertising to cut prices, stir emo- 
tion, control human movement. 
However, he said that its greatest 
power “is to build individual pic- 
tures in people’s minds about vari- 
ous companies.” 


8 Mr. Cunningham quoted an ex- 
ecutive of a Pittsburgh bank as 
Saying that “probably not more 
than 25% of our banks are doing 
a really good advertising job and 
much less an effective public re- 
lations job.” 

Medicine and the stock broker- 
age were other fields cited by Mr. 
Cunningham as “dark areas for 
advertising pioneers to explore.” 

The importance of Canada as a 
market—and its differences from 
the American one—was described | 
by Floyd S. Chalmers, executive 
v.p. of Maclean-Hunter Publishing 
Co., Toronto 

Calling the nation a “blue chip 
country,” Mr. Chalmers measured 
its market importance in terms of 
population and family growth, | 
family income and redevelopment | 
capital. He said the country would | 
have “upwards of 40,000,000 peo-| 
ple and will be able to maintain | 
them in comfort” by the end of 
this century. 


® He said proximity to the U.S.} 
has created a confusing situation 
in which Canadians often are 
caught compromising between 
their British background and the 
“ever-present American influ-| 
ence.” 

But the net result, according to! 
Mr. Chalmers, is that “the ‘Ameri- 
canization’ of Canada is superfi- | 
cial,” and that similarity does not! 
mean identity. 

Therefore, he asserted, “adver- 
tising copy addressed to Canadians 
must approach them as Canadians. 
It must be put in a Canadian set- 
ting to be thoroughly effective.” 
Against these facts, he said, “a 
few American agencies and adver- 
tisers still prepare copy for Cana- 
dian publications that is based on 
American themes.” 

Other important marketing dif- 
ferences Mr. Chalmers listed are 
the “conservative character of the 
Canadian mind,” the fact they are 
“slower to take up new trends” 
and the fact the average Canadian 
“is a low temperature person, on 
the whole, and solid in his habits.” 


Ad Research Bureau Moves 
Advertising Research Bureau 

Inc., Seattle, has moved to 4320 

University Way. 


gional sponsors: Olympia Brewing Co. (Botsford, Constantine & Gard- 
ner) for six West Coast markets, and Blaiz Brewing Co. (William H 


Weintraub & Co.) for several midwestern cities. Starting date has not) 


been set. 


e@ Judge William R. McKay of Los Angeles superior court has denied 
petitions from General Foods Corp. and Benton & Bowles for a new 
trial. The two companies were co-defendants in a suit brought by 
Raymond R. Morgan, Los Angeles adman, for using a Morgan idea 
Mr. Morgan was awarded $375,000 in damages by the court. 

e CBS Columbia, the manufacturing division of Columbia Broadcast- | cy. The letter also said some Jones 
ing System, has contracted to present the “Doris Day Show” over CBS |Co. personnel were invited to join 
Radio starting Nov. 11. Ted Bates & Co. is the agency. 


e Aron Mathiew, publisher of Farm Quarterly, Cincinnati, is in New 
York at the Hotel Weylin until Oct. 17 planning to hire a new eastern 


advertising representative. 


Long-Awaited $2,000,000 Lawsuit 


(Continued from Page 1) 
after negotiations continued from 
July 6 to Aug. 17, 1951, he final- 
ly “told the nine there would be 
no deal.” About mid-July, he said, 
he had two meetings with Frank 


G. Burke Jr, v.p. of Manhattan 
Soap. In his complaint filed in 
January, Mr. Jones said Mr. 


Burke “initiated” the “conspiracy.” 


|Both Mr. Burke and Manhattan 
were listed as defendants. 
At these meetings, said Mr 


Jones, Mr. Burke said “the boys 
jhad gone about it wrong” and that 
he thought “they could work out 
something.” Mr. Jones said he was 
told the Manhattan account would 


|stay at his agency if Scheideler 
was made president and if the 
Manhattan auditor became the) 


Jones Co. auditor. Mr. Jones said 
he turned this down because the 
Jones agency also had the Men- 
nen account 


® Subsequently, Mr. Jones’ attor- | 


neys offered in evidence a letter 
| written by Mr. Scheideler to Mr. 
Jones, dated Aug. 10, in which the 
former said he was resigning as of 
Sept. 30. A second letter from Mr. 
Scheideler, dated Aug. 24, was in- 
troduced, in which Mr. Jones was 


told that Mr. Scheideler was or- | 


| ganizing a new agency and that a 
number of Jones Co. clients “have 
been invited” to join the new agen- 


| SB&W. 

On the stand, Mr. Jones said the 
|receipt of the letter was his first 
indication that agency accounts 
land people were being invited to 


e Julian Pace, formerly with Kenyon & Eckhardt, has joined the tele- | go elsewhere. 
vision copy department of Benton & Bowles, New York. 


e General Baking Co., New York, is introducing Starlet. a high-pro- 
tein, low-calorie dark bread, to the greater New York market Oct. 14. 


Aimed primarily at diet-conscious people, the bread will be promoted | 
through newspapers and radio participations. Batten, Barton, Durstine | 
& Osborn, New York, is the agency. 


Mr. Jones was also asked, on 
direct examination, to tell the 
earnings made by the nine when 
he first employed them and at 
the time of the agency upheaval. 

He said that Mr. Scheideler, who 
| joined in 1944, got $15,000 in 1949 


| 


e Chester F. McSpadden, previously with Fuller & Smith & Ross and | and $40,000 in 1951. The high point 
N. W. Ayer & Son, has joined Hazard Advertising, New York, as an|for Mr. Scheideler, he said, came 


account executive. 


lin 1947, when he received $61,000. 


e Gardner Advertising Co. is holding a special reception Oct. 22 in its | 


newly enlarged St. Louis office to honor Herbert S. Gardner Sr., 


board 


chairman, in his 50th year in advertising. 


It's ABC Week 
in Radio; Net 
Signs Several 


New York, Oct. 10—The lower 
rates may be responsible or per- 
haps the network salesmen have 
been taking vitamin pills. What- 
ever the reason, business is look- 
ing up for the radio networks. 

This week it was American 
Broadcasting Co.’s turn to hog the 
spotlight. The magic formula was 
the new contiguity plan, which en- 
ables a multi-show advertiser to 
save about 25°) on non-contiguous 
time periods of 15 minutes or more. 

Biggest buyer of ABC time was 
Toni Co., which contracted for 
four quarter-hour daytime periods 
and a 30-minute nighttime spot. 
The home permanent maker will 
present the first 15 minutes of 
Don MeNeill’s “Breakfast Club” 
on Tuesdays and Thursdays. This 
portion of the veteran broadcast 
has been riding sustaining lately. 


@ In addition, Toni, which had 
planned to cancel its twice weekly 
15-minute segments of “Break 
the Bank,” has reconsidered and 
will remain with the big money 
quiz. 

The company also has picked up 
the Friday 8 p.m. EST period on 
ABC for a program still to be se- 


lected. Foote, Cone & Belding will 
handle this chunk of new business. 

P. Lorillard Co., which recently 
bowed out of ABC’s Sunday night 
radio lineup with the cancelation 
of “Stop the Music,” will rejoin it 
Nov. 1. The cigaret manufacturer 
will broadcast 15 minutes of news 
following Drew Pearson and 15 
minutes of the same following 
Walter Winchell. 

One program will advertise Old 
Gold cigarets, the other will plug 
Embassy cigarets. Lennen & New- 
ell handles both accounts 


s Rounding out the new business 
picture at ABC, Seeman Bros., 
through William H. Weintraub & 
Co., bought four 15-minute day- 
time segments weekly. The adver- 
tiser will sponsor half of “Break 
the Bank” on Tuesdays and Thurs- 
days; Philip Morris moved out 
leaving these periods sustaining 
some time ago. On the same days, 
Seeman will get sponsor credit on 
the now free-riding soap opera, 
“When a Girl Marries.” 


Promotes McCullough Partee 

McCullough Partee, art editor, 
has been promoted to art director 
of Farm and Ranch—Southern 
Agriculturist, Nashville. He joined 
the publication in 1935 as staff 
artist. 


Bradley Named Plymouth V. P. 

B. B. Bradley, general sales man- 
ager of Plymouth Cordage Co., 
Plymouth, Mass., has been elected 
a v.p. 


1° Mr. Werner, who was hired in 
1944 as a contact man, initially 
received $10,000, said Mr. Jones. 
Later, he went as high as $16,000. 
|Mr. Hayes got $8,500 when hired 
las a contact man in 1944 and $30,- 
{000 in 1951, he said. Mr. Gill got 
| $8,500 in 1947 and $15,500 in 1951. 
Mr. Hulshizer, who was hired when 
the company first started, got $10,- 
000 then and $14.000 at the end. 
|Mr. Hughes, another original em- 
ploye, rose from $5,000 to $22,500, 
| he testified. 

| Mr. Hubbard, he went on, joined 
jin 1946 as a research man getting 
$6,000 and he rose to $13,500. Mr 
Beck, hired as an assistant to 
| Mr. Scheideler in 1945, went from 


| $10,000 to $17,000. Mr. Brooks, 


who joined in 1946, got $7,000 then | 


and went to $11,000, he said. 

e Mr. Jones told the court that 
his agency, regarded as a “premi- 
um expert,” grew in billings from 


$1,200,000 in 1942, when it had 
three accounts and 18 people, to 
approximately $9,000,000 in bill- 


ings in 1951, when it had a 
total] of 42 accounts and 132 people. 

He said the Manhattan Soap bill- 
ing was $3,000,000; Wesson Oil, 
$100,000; Borden, $100,000; Hudson 
Pulp & Paper, $850,000; Interna- 


tional Salt, $25,000; Heublein 
$100,000; Mennen, $1,200,000; 
Pharmaco, $650,000; Tetley Tea, 


$200,000; and “there was $200,000 
total on four smaller accounts.” 
While these figures total $6,650,- 
000, direct examination along this 
line ended without accounting for 
the remaining $2,350,000. 

When Scheideler, Beck & Wer- 
ner’s attorney, Neil Cullom, began 


cross-examination of Duane Jones 
Friday, he centered his fire on 
three lines: That account transfers 
were common in the business, that 
Mr. Jones was not close to many 
agency affairs, and “the question 
of Jones’ drinking.” 

He drew from Mr. Jones his own 
history, including the fact that the 
Mueller, Babbitt and Tetley ac- 
counts were taken by him from 
Blackett-Sample-Hummert to 
Maxon Inc. and on to his own 
agency. When Mr. Jones inter- 
rupted to say that he took them 
“with Maxon’s blessing,” the judge 
ordered the phrase stricken from 
the record, and warned him not 
“to volunteer information, just an- 
swer questions.” 


@ It was also divulged that Mr. 
Hulshizer had been asked to come 
along (Mr. Hulshizer worked on 
the Mueller account). 

Later questions brought out that 
Mr. Hulshizer is married to a 
daughter of one of the Mueller 
principals, but Mr. Jones denied 
that Mr. Hulshizer had “exclusive 
control” of the account, and said 


that he himself had made the 
“final sale” on the Mueller ace 
count. 

Mr. Cullom also launched a 


series of questions on the PlHar- 
maco account, which Mr. J@nes 
claimed to have obtained by m@ans 
of a house ad. The attorney dew 


the admission that the agemcy 
president was in South Amefica 
when the sale was made - 

- 


® In reply to a series of questions 
about salaries paid to his exegu- 
tives, Mr. Jones insisted that “the 
average rate of pay of my sf@ff 
was higher than in other agenciés.” 

At several points, Mr. Jones Was 
unable to recall. For instante, 
when Mr. Cullom tried to establish 
that the nine defendants were 
“fired for cause” in order to de- 
prive them of their pension rights, 
Mr. Jones said “I don’t know if 
discharge for cause meant @mf- 
ployes didn't get pension money.” 

Turning to the meeting with 
Mr. Hayes, the defense attorfiley 
asked if Mr. Hayes said the agemey 
conditions were intolerable. Jofies 
said the group wanted to take over. 


® “Didn't the question of your 
drinking come up at this time?”, 
the lawyer asked. 

“Hayes said the boys thought 
[ was drinking too much...I said 
people who live in glass houses 
shouldn't throw stones.” 

Turning to the difficulties within 
the agency, Mr. Cullom drew out 
the information that Babbitt, 
Norge and a portion of American 
Home Products had been lost in a 
fairly close period. Mr. Jones said 


Babbitt was “worth” $2,500,000, 
Norge about $500,000 and the 
| American Home business about 


$600,000 

Then came questions about the 
cutting of salaries within the 
agency following the loss of these 
accounts 


@® Duane Jones said he cut all 
salaries, his own and those of the 
nine defendants included. He 
placed his salary at $100,000 a year, 
and his expense account at $400 a 
week. He testified that he cut his 
salary to $65,000 

Mr. Cullom again returned to the 
events of July 5, 1951. Mr. Jones 
said the deal was ridiculous, but 
went on to relate that he agreed if 
he got a “Lasker deal” that he 
would sell. He explained a Lasker 
deal as, “That way you don't have 
to pay a heavy federal income 
tax.” 

He said the nine employes were 
never able to work out the deai. 
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‘Vend’ Tests Meter Copy 

Vend, New York, used a postage 
meter promotion slug in a circula- 
tion mailing of 25,000 pieces re- 
cently. The slug on the envelope 
said: “Clip this stamp to save $1 
Attach to special offer inside.” 

Results of the mailing showed 
that 2.24% of the total order forms 
received were accompanied by the 
postage meter imprint 


RCA Victor Boosts Toney 

James M. Toney, director of 
public relations for the consumer 
products department of RCA Vic- 
tor division of Radio Corp. of 
America, has been promoted to di- 
rector of distribution for that de- 
partment, with headquarters in 
Camden. The appointment is ef- 
fective Nov 


PHOTO-REPORTS 

ON PRODUCT APPLICATIONS 
Nationwide organization of 500 capable 
Photo-Reporters provides effective way to 
obtain on-location photos, case histories, 
stories and releases 

For more information write or phone 

SICKLES PHOTO-REPORTING SERVICE 

38 Park Place, Nework 2, N. J 


Department Store Sales.. 


Predicted Upswing 


WasHINGTON, Oct. 7—Depart- 
ment store managers are no doubt 
still waiting for the sales upswing 
which economic forecasters pre- 
dicted for them during the final 
months of 1952. 

So far it just hasn’t materialized 
The Federal Reserve Board reports 
that sales in the nation’s big stores 
averaged 2% less than a year ago 
in the week ended Sept. 27. For 
the four weeks ended Sept. 27, 
dollar volume lagged 1% behind 
a year ago. In this last full week of 
September every district in the 
nation—with the exception of At- 


lanta and Dallas—showed a de- 
cline. 
8 Meanwhile, the FRB also re- 


leased its monthly report for Aug- 
ust and these figures demonstrate 
clearly that department stores in} 
the smaller cities are doing better | 
than those in the large urban | 


| sized 


MORE THAN EVER BEFORE YOU'LL WANT THE FACTUAL 
INFORMATION IN 


THE BIG PACKAGE FOR ‘52 


16 pages crammed full of factual information on El Paso 
and the Fabulous Southwest. Latest population and fam- 
ily estimates for a 24 county area plus retail, food, drug, 
auto sales by towns and counties and family coverage of 
the El Paso Times and Herald-Post in the Fabulous 


Fails to Show 


centers. 
The report shows that, through 
August, department store sales 


were 1% off their 1951 pace. This 
is in contrast to the week-by-week 
reports, which show a 2° decline 
for the same period. The discrep- 
ancy results from the fact that the 
monthly report is more compre- 
hensive. It contains reports from 
stores in the smaller cities, while 
the weekly bulletin covers only 
the big metropolitan centers. 


@ It appears then that the big stores 
in the big cities are pulling the 
national average down. For ex- 
ample, in the Second Federal Re- 
serve District (New York) depart- 
ment store sales through August 
are off about 10% in the weekly 
report. However, in the monthly 
report, which includes stores in 
Bridgeport, Albany, Binghamton, 
Niagara Falls and other medium 
cities, the district is only 
8°) behind its 1951 dollar volume. 

The following table is a com- 
bination of the latest monthly and 
the latest weekly report of the 
FRB. The first column shows Aug- 
ust, 1952, sales compared with 
those of August, 1951. The second 
column compares the first eight 
months of 1952 with the same 
period last year. And the fina] col- 
umn is the report for the week 
ended Sept. 27. If you compare the 


SHERMAN & 
MARQUETTE 


In 1951, Sherman & Marquette placed in TRUE CONFESSIONS 
such major products as Colgate Ammoniated Tooth Powder, Halo 
Shampoo, Cashmere Bouquet Soap and Cashmere Bouquet Cos- 


metics. 


In 1952, hard-selling Sherman & Marquette has added TRUE 
CONFESSIONS for other major accounts, such as Quaker Oats, 
Mother’s Oats, and Colgate Chlorophyll Tooth Paste. 

Here are three factors which contributed to the selection of 
TRUE CONFESSIONS for so many important accounts. 

1. At the Newsstands TRUE CONFESSIONS is second among all 
women’s magazines, outselling such service leaders as McCALL’S, 
WOMAN’S HOME COMPANION and GOOD HOUSEKEEPING, such 
circulation giants as LIFE, COLLIER’Sand LOOK. (A.B.C.Dec.31, 1951) 

2. TRUE CONFESSIONS has the youngest adult woman’s audience 
of any magazine studied by Starch. 

3. And this young TRUE CONFESSIONS’ market can’t be reached 
through other kinds of magazines. Only 10% of TRUE CONFESSIONS’ 
2,200,000 women readers read the largest of the Service Magazines 
(LADIES’ HOME JOURNAL) and only 13% read LIFE. (Starch) 
For further information just write or call your Fawcett office in 
New York, Chicago, San Francisco, Los Angeles, or Detroit. 


TRUE CONFESSIONS - A Fawcett Publication 


| 


Southwest. . . 
FOR YOUR FREE COPY third column with the first two, 
Write General Advertising Department, Newspaper _— ae see how ec 
Printing Corporation, El Paso, Texas comprehensive the monthly re- 
ports are. 
- “ Change from ‘5i 
- s Federal Reserve Eight Wk. 
The El Paso Cimes El Paso Herald Po \ District and City Aug cn. End 
An Independent Newspaper A Scripps-Howard Newspaper ieee te : oe We St 
‘ UNITED STATES ee 
Morning end Sunde: Evening Boston District Pie —j af 
New Haven 7 4 ' 
“ at " —_—_— 
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Waco 1¢ ~ 
San Francisco District 
Phoenix 
Tucson 
Bakersfield 
Fresno 
Long Beach 
Los Angeles Area 
Downtown L. A 
Westside L. A 
Oakland- 
Berkeley 
Riverside-San 
Bernardino 
Sacramento 2 
San Diego 5 
San Francisco iM , 
San Jose 6 4 
Stockton 30 
Vallejo-Napa p2 6 
Boise-Nampa Pp 
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Portland 
Boston Area 
Downtown Boston 
Lowell-Lawrence 
New Bedford 
Springfield 
Worcester 
Providence 

New York District 
Bridgeport 
Newark 
Albany 
Binghamton 
Buffalo 
Elmira 
Niagara Falls 
New York City 
Poughkeepsie 
Rochester 
Schenectady 
Syracuse 
Utica 


Philadelphia District 


Trenton 
Lancaster 
Philadelphia 
Reading 
Wilkes-Barre 


York 
Cleveland District 


Akron 
Canton 
Cincinnati 
Cleveland 
Columbus 
Springfield 
Toledo 
Youngstown 
Erie 
Fittsburgh 
Wheeling 
Richmond District 
Washington 
Baltimore 
Hagerstown 
Asheville 
Raleigh 
Winston-Salem 
Anderson 
Charleston 
Columbia 
Greenville 
Lynchburg 
Norfolk 
Richmond 
Roanoke 
Charleston 
Huntington 


Atlanta District 


| 
} 
| 
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Birmingham 
Mobile 
Montgomery 
Jacksonville 
Miami 
Orlando 
St. Petersburg 
Tampa 
Atlanta 
Augusta 
Columbus 
Macon 
Rome 
Savannah 
Baton Rouge 
New Orleans 
Jackson 
Meridian 
Bristol 
Chattanooga 
Knoxville 
Nashville 

Chicago District 
Chicago 
Peoria 
Fort Wayne 
Indianapolis 
Terre Haute 
Des Moines 
Detroit 
Flint 
Grand Rapids 
Lansing 
Milwaukee 
Green Bay 
Madison 

St. Leuts District 
Fort Smith 
Little Rock 
Evansville 
Louisville 


St. Louis Area 
Springfield 
Memphis 
Minneapolis District 
Mankato 
Minneapolis 
St. Paul 
Great Falls 
Grand Forks 
Sioux Falls 
Duluth-Superior 
LaCrosse 
Kansas City District 
Denver 
Pueblo 
Hutchinson 
Topeka 
Wichita 
Kansas City 
Joplin 
St. Joseph 
Omaha 
Oklahoma City 
Tulsa 
Dallas District 
Shreveport 
Corpus Christi 
Dallas 
El Paso 
Fort Worth 
Houston 
San Antonio 
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Portland p3 
Salt Lake City é 
Bellingham 
Everett 8 3 
Seattle 7 ’ 
Spokane . p3 ) 10 
Tacoma p--3 

Yakima p 4 1 


Data not available. p—Preliminary 
3 3/Seven months 1952. 4 Five months 1952 
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!|Names Anderson & Cairns 
*| Turner Hal! Corp. has appointed 
*| Anderson & Cairns, New York, to 
-|direct its advertising. A&C will 
7| handle all advertising for the com- 
7 pany’s products, including the Ad- 
“|miracion line, recently acquired 
14| from White Laboratories. Grey Ad- 
vertising was the Admiracion 
—!| agency. Frank Best & Co. formerly 


.| handled Turner Hall 
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to-date. Just ask for 
the complete ‘‘Facts 
File’’andsampl 


SO ee enw sie 


& Oh eevee 


Both « eSeoue 


- 


fying Emblem on your | 
products, packages | 
and displays builds 


TODAY'S HEALTH up- _ 


a a /. . 5 at ue 
ty ee . ey Ns ae a x 3 Ae a —— . . ; 
pt wie oe : ; : aie ape: See. age f : ae. Oe 
Ey ns 

mh 86 io 
ty . 
he Fc ;SCSC“‘i‘OR | 2 
po Fo ee % 
ma ) §. 
ye 22a 7 : 
3h 20, 52°. a 
4 Bs 
ar snipe : 
re ¢ oS 
Hee 10 0 ad F 
Ae 4 3 8 
, x 5 3 ae 
rq = 1 30 | 
a Oe 4 ‘ 
ae = a 
a 10 4 a 
~s 
eS - 0 
~ ; - be = ms 
: EE 
: . TC 
| ee 
‘a | «| 
t # _ ms af 
Bee a | a | 
a 0} 
a | ° 
5, = — 4 
y) =. | Est ‘ 
ws —H . ae if 
ak = f 
vo + = oon ¥ 
a —1 aa Je ae s 
a4 -6 2 . Pas 683 Sepa i 
Af pl ' 2a Siders ba | ae ‘ 
S 4 ; 10 . ; : e xf 
a 32.1 . 
. q / °4 ? “ 
oe 25 1 ° 
<a 26 . 
- A Dy q 21 2 3 
a8 8 3 ° e : : 
ae 1 1 . ie 
i 3 3 3 ° a , 
tt t 3 ll 0 ° id 
7. oe | 10 1 . ’ eS 
By tee p-l ? « Fe 
to ve | De pil 4 rt : 4 
ae | 6 15 
oa ' 18 1 *| bd . 
“3 ‘ plo «| 
ay ad 
‘s ) = ..,. #9 
| | 1 6d 
ae ‘ p 29 : 4 
oF. : ; = ~ \- > . 
on ' ¢ a AS FOR a 
Le ’ | eee, «6A ADVERTISING A 
pe 18 - \ 
aie . r 
sf todays health 
re | MT EA PUBLISHED FY 
3 pei — —! ~ 7 
a m2 nO Ud BY THE £F 
ey 3 . 
ie 0 3 4 S ; 
a _— oo fein eae 
S050, pi . = alle ae ne . 
o _ s LC 
g 5 4 —7 ie: - em ; . 
iy p6 e Satie 4 a eee 
1 —2| 7? "Ss 1 Identi-— 
7 9 
=e 15 ’ 1 : 
as 6 = Be 
e" Q po 6 e | 1 
yen” St 2 1 7 = eo : re . 
e 1 ) 1  ¢o1 ce anc 
- 1 4 ‘ vi ths ject a i 
ae 1 o aug Leeeen Ba Se : 
JOM 1 —-I — i] tae i 
$ 2 0 ’ ; 
ee: 1 1 Zz | q 
ae 0 1 3 
11 4 | : 
t + 0 | . Pi 
i 6 | Fieri 
ee 2 , ea 
“ai 6 a ae 
< ps — ee Ae Tl 
e 5 Sa bpeey i ae ; 
me 10 fee Write, wire or : rhc Ee 
a 15 bee ft et Gates. och ee ; 
. 4 : 
: 
“ee 7 
de 4 
i 13 : sy - 
ue s _'535.N. DEARBORN STREET — 
re 4 | NCR GE 
P oes 8 
S l — PHONE WHITEHALL 4-1500 
YL P) ‘ / “ a 


Advertising Age, October 13, 1952 


New Standards 


Are Urged for 
Photo-Engravers 


(Continued from Page 1) 
tomers and make sure that this 
knowledge extends throughout 
their staffs. He suggested that en- 
gravers make personal calls to 
learn the needs of agencies and 
their clients. 

Perfect service, he indicated, 
would only come from a complete 
interest in and understanding of 
an agency and its clients. This, 
Mr. Miessler said, would result in 


a “longevity of relationships” 
throughout all segments of the 
industry. 


Other speakers described the 
progress made on new equipment 
such as electronic color scanners 


ra’ bs ‘Wy 


So you think we should use 


The Wall Street 
Journal 


to reach ail types of busi- 
ness — not just the major 
manufacturing industries? 


Absolutely! The Wall 
Street Journal helps with 
every phase of our prob- 
lem and opportunity. 
Where else can we reach 
our best sources of supply 
— distributors — dealers — 
consumers —and public 
opinion moulders all in 
one medium? 


Total net paid circu- 
lation today is 234,- 
569 subscribers, up 
more than S'2 times 
in only 10 years. Ev- 
ery state—every line 
of business! 


or correctors which are designed 
to cut time and costs and more 
faithfully reproduce four-color il- 
lustrations. More than 46 firms 
exhibited during the convention. 


s Advertisers probably can expect 
higher quality color reproduction 
plus faster service on engraving 
plates at reduced costs within the 
next two years. 

This favorable forecast was in- 
dicated by technical discussions 
presented at the Photo-Engravers 
Assn. convention. 

However, the prospect for great- 
ly increased fidelity of color repro- 
duction depends on the success of 
several electronic and other de- 
vices which are now in the devel-| 
opmental stage. 

It was pointed out that use of 
color printing for advertisements 
is not new. The big problem now 
facing the engraving industry is 
one of more accurate plates, from 
the standpoint of color values, 
which can be produced quicker 
with corresponding cost reductions. 


8 Two electronic color scanners or | 
correctors which were described 
at the convention are designed to 
meet this problem. Also described 
was a prismatic color corrector and } 
the r.o.p. color systems used by 

the Milwaukee Journal and the | 
Dallas Morning News. | 

The electronic devices were de- 
scribed by Charles G. Barkiey, 
general manager, scanner division | 
of Printing Developments “< z 
division of Time-Life Inc., and 
John S. Odell, product Per Borg 
tor, Radio Corp. of America, RCA 
Victor division. 

Mr. Barkley said the Time-Life | 
device, called the Springdale sys- | 
tem of color separation, was in-| 
troduced more than two years ago) 
but that deficiencies cropped up| 
which the firm hopes to have elim- | 
inated shortly. The machine is be- | 
ing used for color work which will | 
appear in forthcoming editions of | 
the company’s magazines. 


es Mr. Odell said RCA’s device, | 
which is based on earlier work 
done for Interchemical Corp. by 
F. L. Wurzberg and Prof. A. C. 
Hardy of the Massachusetts Insti- 
tute of Technology, has been facili- 
tated by the application of tele- 
vision techniques. 

By electronic scanning, he said. 
it has been possible to reduce from 
70 minutes to about 10 minutes the 
time required to scan an 11x14” 
plate. He called the instrument 
“the electronic equivalent of the 
competent color etcher or finish- 
er and a proof press, with the ad- 
vantages of greater speed and the 
ability to correct dot by dot.” 

A cathode-ray tube and a light. 
beam are used to simultaneously 
scan corresponding parts of both 
the three negatives and positives 
used in color work. Signals from | 
the tube and light beam are fed | 
into a computer, which, 
voltage variations, indicates dif-| 
ferences between the negatives and 
positives. To produce a corrected 
negative, the output of the comput- 
er is fed into a second cathode-ray 
tube and the image produced on 
the face of this tube is recorded on 
a photographic plate by a conven- 
tional camera. 


@ The net result of both devices 
is to indicate whether or not there 
is any difference between the color 
values of the original subject and 
the plates being produced. If there 
are differences, the amount and 
where it occurs on a plate are in- 
dicated ane that correction is made. 

The Milwaukee Journal r.o.p. 
three-color system was described 
by J. E. McMullen, production 
manager. It incorporates the use 
of a color analyst and a Koda- 
chrome separator, both of which 
were developed by the firm. In 
essence, the devices enable work- 
ers to make the same type of cor- 


rections performed by the electron- 
ic devices. 

Through use of these devices 
and other methods, a standardiza- 
tion of values with a correspond- 
ing increase in quality is achieved, 
Mr. McMullen said. By using a 
three-color system instead of four 
and over-printing in black, he said, 
a set of plates can be produced in 
one-third the time of four-color 


ner said, unwanted colors are 
eliminated and only the true cor- 
rect colors are obtained. Used in 
conjunction with the prismatic de- 
vice are registration devices for 
coupling images and a color com- 
poser step-repeater camera, the 
latter an optional item. 

Some 1,008 persons, including 42 
foreign visitors, attended the con- 
vention. New officers elected for 


Gravure Co., president; W. K 
James, Philadelphia, Ist v.p.; R. C. 
Walker, Tulsa, Okla., 2nd v.p., and 
C. G. Rohrrich, Akron, O., secre- 
tary-treasurer. Frank J. Schreiber, 
Chicago, is executive secretary. 


Daily Names West-Holiday 
West-Holiday Co., San Francisco 

publishers’ representative, has 

been appointed national advertis- 


through } 


plates. Describing the strides made 
by newspapers in color work, he 
said that some 550 papers now of- 


the coming year are D. H. Murnik, 
Oakland 


ing representative by the Enter- 


National Engraving & prise-Record, Chico, Cal. 


fer color and that 179 of these offer 
full color. 


® The Dallas News system was de- 
scribed by Homer L. Green, v.p., 
Wilson Engraving Co. It employs 
ja separated art and mixed ink 
| method. Under this system, an art- 
ist makes a separate drawing of 
each color with the plates made 
from these drawings. | 

Although Mr. Green said the | 
method does not give the quality | 
of the Journal’s system, he stated | 
it has proved very successful for | 
llocal advertising. Both men 
|stressed the great success of color 
advertisements and illustrations in | 


|papers with a corresponding in-| 


crease in b&w ads. | 

The prismatic color corrector | 
was described by William C. Hueb- | 
ner, owner and director of Hueb-| 
ner Laboratories, Mamaroneck, | 
N. Y. It employs the use of white | 
light projected through a prism, | 
breaking the light into the spec-| 
jtrum. These colors then are pro-| 
|jected through a transparency or | 
upon opaque color copy and thence 
upon the plate. 


By use cf this method, Mr. Hueb- 


Another Ist for WOW-TV... 
“LIVE” CAMERA FACILITIES 


from Sign-On 'till Sign-Off! 


WOW-TV is first in the rich Omaha market to offer adver- 
“LIVE” COMMERCIALS at any time during the 


telecast day! 


tisers 


Use this new service for advertising impact, flexibility, 


and convenience. PLUS~ sales results! 


low cost, 


For full information, 
rates, and availabil- 
ities write or phone 


WOW-TV FRED EBENER, Sales Mgr. 


Or ony one of the offices of 


JOHN BLAIR-TV 
A MEREDITH STATION 


KEEP OUT OF CANADA 


UNLESS YOU KNOW YOUR MARKETS! © 


These are the Markets ! 


38% ABOVE AVERAGE 
IN BUYING POWER! 


© Guelph Daily Mercury 

@ Sarnia Canadian Observer 

© Welland-Port Colborne Tribune 
e Moose Jaw Times-Herald 
Prince Albert Daily Herald 
Port Arthur News-Chronicle 
Orillia Packet & Times 
Oshawa Times-Gazette 
Chatham Daily News 

Galt Reporter 


® Kirkland Lake Northern 
Daily News 


© Timmins Daily Press 

© Woodstock Sentinel Review 
© Quebec Chronicle-Telegraph 
© Vancouver News Herald 


ROPER merchandising follow-through will often 
a the effectiveness of advertising from 
10% to 30%. These are some of the follow- 
Through services available to you through the : 
Thomson Dailies: : 


BLANKET CONSUMER COVERAGE: Complete 


coverage that blankets each local market. Adjustable sales 


low-cost 


impact with any frequency desired. Localized advertising 
is your most effective advertising. 


DISTRIBUTION CHECKS: Thomson Dailies advertising staffs 
will give you distribution reports, dealer reactions and other 
valuable point-of-purchase analysis. 


MARKET ANALYSIS: Each individuol market covered by a 
Thomson Daily is reported in a detailed printed analysis. 
A great help to your sales department. 


CONTINUING INVENTORY CHECKS: Thomson Dailies hove 
begun the first comprehensive drug store inventory checks 
ever sponsored by publications on behalf of their advertisers. 
Write for full details. 


RETAIL COOPERATION: The advertising and merchandising 
departments of the Thomson Dailies have the confidence of 
the local retailers for whom they act as merchandising counsel- 
lors. You can be certain of effective trade cooperation 
with any campaign placed in a Thomson Daily. 


THE THOMSON COMPANY, LIMITED 


_— romson Pouspapers 


T. CLAIR McCABE * Advertising Director —44 KING ST. W., TORONTO—EMpire-3-8895 


225 UNIVERSITY TOWER, MONTREAL 


- HArbour 2793 


RALPH R. MULLIGAN: PUBLISHER'S REPRESENTATIVE — NEW YORK + CHICAGO + DETROIT 
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influence... 


the people! 


Jp 


7, 
From the rock-bound coast AP Maine to the sunny shores //\. 


you'll find that the families who read Holiday are the most active, most imitated 


people in every community. Yes, each month Holiday reaches sj“ and 
i ‘ 
influences more than 850,000 families—families who influence millions! 


HOLIDAY... means pleasure and pleasure means business! 
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